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Shown in box 
Set No. 2380/4616 
Simulated Onyx, Pearls 
and Rhinestones 


The artistry and finish of Van Dell gilt jewelry 
doesn t need a package to sell it, but such exquisite 


beauty deserves the richness of this new gilt box in 


Ls a di Coral Karess velvet and white satin bor); 
which you can display it so effectively. DIAMOND PAPER BOX COMPAMT 


Johnston, Rhode Island 
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Set No. 331/4612 
Simulated Onyx and Rhinestones 








Set No. 241! 
Set No. 2352/4606 Genuine “ 
Simulated Pearls and Rhinestones 





‘pedo ewos 16 Aor you Wir aH arr @ue yoorg- yas _ 
-mQoa, eGea s@uInuUee> 
UNAS @Ys SIDI FSASU JO4ITS_ POVUOS 19 


jAss Apewospunpyy 1 
JAVA S.NWW-3aH Waa VW 


= peusepagqg @& 
ue cioienes ysayeass acy pousisap dvV4ulS H 





Eeeteat Lee 


SS Wa: a See 








SEE THIS HUSKY BEAUTY - SEE IT SELL ON SIGHT! 


@ BOLDLY STYLED to be different... 
the first really new idea in watch strap design in years. 


@ HUSKY GIANT SIZE leather tubing... 
smoothly die-finished all around—no exposed edges. 


SPLIT-PROOF all leather construction... 
one-piece tip can’t fray or come apart. 


FINE BARK TANNED LEATHERS... 
vegetable tanned leathers never irritate the skin. 


ALL POPULAR FINISHES... 
no freaks or fads—all good substantial staples. 


2 

s 

@ INDIVIDUALLY PACKAGED on cellophaned display cards — 
* 








every strap is its own salesman. 


RETAILS FOR $2.50 
Costs the Jeweler $12.00 per dozen 


SPLIT-PROOF 
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Typical of the many fine table set. 
tings featured in House Beautiful is 
this one (in Jan. '49 issue} showing 
hollowware by Oneida Community 
Ltd.; sterling by Lunt Silversmiths: 
Royal Doulton English China in 
Tewkesbury pattern from Doulton & 
Co., New York, and teacloth from 
B. Altman & Co., New York 


P. M. FAHRENDORF, President 
and General Manager 
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Always distinctive . .. always in- 







spired ... Marce conceptions in 
fine gold and platinum-diamond 
watches are more noteworthy than 
ever this season... Their beauty is 
further enhanced by the precise 


craftsmanship that has always 







characterized W BO creations. 
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WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W() NEW YORK 23, N. Y. 
BY 
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The urge to buy starts with the eye 
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Wixcon 


Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the 
quality of the case. It is also your assurance that 
the fine movement has the protection of precision 
case craftsmanship . . . plus the distinctive 
beauty for which Wadsworth is _ renowned. 
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WATCH CASES 


designed to custom-fit fine watch movements 





In the same fine tradition...beautiful, nationally advertised WADSWORTH POWDER CASES 


4 THE JEWELERS’ CIRCULAR-KEYSTONE 














FOLLOW THE LEADER 





TWO GENERATIONS OF QUALITY 
TWO GENERATIONS OF LEADERSHIP 


be sure with Kab perfect settings 


A Representative Selection of Karlan & Bleicher Settings: shown here, “Tiffany”, “Illusion”, “Fish-Tail”, 


No. 157 ILLUSION — % — % — 
%y%—h*@—-nrw»—-k —- re — % 
1 ct. — 1% — 1% available in 14K 
White Gold; palladium; 10% iridium 
platinum 


No. 163 ILLUSION — % — % — 


%—%— * — *% I4K WG; 
palladium; 10% irid. plat. 
No.161 ILLUSION % — % — 


Ye — Vs — (% — %) 14K WG: 


palladium; 10% irid. plat. 

No. 162 FISHTAIL— %— %*% — '2 
— Ye — % —1 ct. 14K WG;palladium; 
10% irid. plat. 

No. 153 HIGH BASE TIFFANY SIX 
PRONG — %—- %4— *%* — hk — 
4 — %—Ict. 1'%4—) 2— 1h - 
2 ct. 10K and 14K Yellow and White 
Gold; palladium; 10% irid. plat. 


No. 164 LOW BASE TIFFANY SIX 
PRONG — % — % — %4— % — 
Ya — Ye — % —1 ct. 1% —1 hr — 
1% — 2 ct. — 24% —3ct. 10K and 
14K Yellow and White Gold; palladium; 
10% irid. plat. 


No. 159 BUTTERCUP SIX PRONG — 
(02 — .03) — 04 — 05 — k% — 
Yo — VWo— te — H%— %* — 
Ye — V2 — Ye — % —1 ct. 10K and 
14K Yellow and White Gold 


No.154 ORNAMENTAL FOUR 
PRONG — .02 — (.03 — .04) — .05 — 
08 — .10 — (.12 — .15) — (.20 — 
.25) — (.25 — .35) — (.40 — .50) 10K 
and 14K Yellow and White Gold; palla- 
dium; 10 % irid. platinum 


No. 155 SKELETON TIFFANY SIX 
PRONG — % — % — %4 — % — 
a — % —1 ct.—1%4 —1%2 —1% 
— 2ct. 10 K and 14K Yellow and White 
Gold; palladium; 10% irid. plat. 












































“Skeleton”, 


“Buttercup” 


and “Ornamental” 


No. 159 


Aa bay WE SELL EXCLUSIVELY 70 
- MANUFACTURERS AND WHOLESALERS 


Kner 









No. 154 No. 155 


KAPLAN « BLFICHER. sooty McD ce stuck ring settings... 
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and be sure 
THE LEADING RING FINDING MANUFACTURERS 














R. F. SIMMONS COMPANY 
Attleboro, Massachusetts 
MAKERS OF QUALITY GOLD FILLED JEWELRY* SOLD ONLY THROUGH AUTHORIZED 


ver noticed how a woman will seek the advice of her 
jeweler when it comes to buying a gift for the man? 


... OF, for that matter, how often even a well-informed, 
sophisticated male customer will hesitate when 
making a jewelry selection for himself? 

Yes, design in jewelry is important... as much 

So for men’s lines as for women’s. 

The new Simmons “STRAIGHT MAN”, for example, is 
designed to look well on any man... designed to 
catch the eye of every prospect... and backed by 
the Simmons reputation for design-integrity which lets 
you feel a fullness of confidence every time you 
recommend and sell it. Order by name 

“STRAIGHT MAN” Or by catalog No. MS-854. 


Stock Simmons and show Simmons — 
for fast sales and more sales! 





WHOLESALE JEWELRY DISTRIBUTORS 
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= to help make new 


If you have a packaging problem 


BABCOCK C4 BOXES are 
‘eum mal 





The reasons are obvious. Most sales planning looks to 

packaging as a vital influence in presenting a new product to the public. 

The successful use of the Steelette principle is exemplified in the two 

boxes illustrated. Each box was made to order for specific product presentation. 

Steelette’s patented features provide a wholly new concept of con- 

struction ... a spring hinge cover on a cardboard box with 

re-inforced steel frame for strength. Adaptable to any size, shape, color and decorative 
treatment required. 

Steelette boxes are economically priced ‘but to fully evaluate them we 

urge you to consider them as a primary factor in your 1951 merchat- 

dising plans. Others have found it good business to do so . . . why not you’ 


* They are more than a box—they’re a proved merchandising aid. 
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BOXES 





do wonderful things to sales 





of these leaders who chose CMe 


1951 merchandise nationally successful. 





your best buy. 










LET BABCOCK ENGINEERS 
DESIGN AN EXCLUSIVE 

STEELETTE BOX FOR YOU 
SEND SPECIFICATIONS 


TODAY. 


BOX COMPANY INC. 
43 SOUTH MAIN STREET 
ATTLEBORO, MASS. 


ESTABLISHED 1850 


NEW YORK OFFICE + 527 FIFTH AVENUE 
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f Have you tried using a blackjack ? 


4 
Wh That’s one way to move unwanted watches when all other methods fail. 


But if (by now) you’re convinced there are some watches people just 


SN 
$4, won't buy, it’s time vou learn about Hamiiton—the watch they will buy. 


=. ‘ 


Ny To - ~s 


While some jewelers are forcing cut price watches down their customers’ 
throats, other jewelers are quietly selling Hamilton FINE Watches at 
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full price and full profit! 


It doesn’t take a blackjack to sell Hamilton watches. All it takes is a 
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good selection! 


HAMILTON 
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LANCASTER, PA. 
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purer 


WATCH COMPANY - 
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MAUDE—17 jewels. 14K natural + we more 


or white gold filled case. 18K gold 


herb eaadaaaaee °° 5 S El l & B l 4 
HAMILTONS 


for a FULL profit you can KEEP... 


JEFFREY—17 jewels. 10K nat- 
ural gold-filled case. 18K applied 
gold numerals on two-tone silver 
i $64.00 
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Rings enlarged 
to show detail 
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SELL MORE 
DIAMOND RINGS 


Sma 
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Take advantage 
Feature These Fine Quality 


of our outstanding y f. BS: ES ? | ee 
values. Feature Oe BRIST Ot _ RING S 
these fine quality 7 CENTER DIAMONDS 


men Diamond ; i, At These Low Retail Prices 
Ring Sets, made to i |07 pf From 9 S022 RETAIL 


Retail from $199.50 FROM $7928 RETAIL 


FROM $9920 RETAIL 
FROM $1490 RETAIL 
FROM $499°0 RETAIL 


OTHER SETS FROM *3U0 uP 











\G\N leads 


in warchmaring 
techniques 


ExamPle: ~~ Applicants for work at Elgin must 
Show special aptitude for craftsmanship 


my 
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Applicants above are timed in one of Only those who score high on apti- 
several tests to reveal dexterity, or tude tests are trained for jobs like 
co-ordination of the eye and hand. that of this skilled Elgin craftsman. 


E lgin workers are selected only from applicants whose scores are well 


above average in special screening tests. Those who qualify are given FIG INS ee 
further examinations to determine what particular jobs they are best 
fitted for. Such aptitude for the job shows that employees will be 
happier and more proficient workers. of? Yoo 
In this way Elgin employs the genius of America’s best skills to 
give Elgin Watches the extra quality that means more satisfied cus- — griiant new linn... tee cman 


tomers for you. Every Elgin you:sell sells more Elgins for you. DuraPower Mainspring* that Elgin 
guarantees will never break in service. 


*Made of ‘‘Elgiloy’”’ metal. Patent pending 





Creey GIN ow acl celles move EMGINS foe yoo! 
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... Conceived and executed by 


[THE EVERSHARP "DESK-PAC” box is typical of 
the unusual, designed-to-order approach given to every 
\rrow package. Arrow craftsmanship combines high 
creative ability with keen merchandising perception to 
custom-tailor distinctive boxes for America’s foremost 
products ... In the Arrow plant every step in the cre- 
ation of a fine package — from conception to finished 
product—is achieved under one roof. Here, versatility 
of talents and extraordinary facilities permit an un- 
limited range of techniques and applications—in metal 


.. For added profit and 
prestige put your packaging problems into. skillful 


plastic, wood or fabric 


hands, An Arrow representative will be glad to call on 


you regarding your particular packaging needs... 


i. 


Company, 


567 Fifty-Second Street, West New York, New Jersey 
Canadian Plant: 91 Brandon Avenue, Toronto, Ontario 


SPECIALISTS IN THE DESIGN AND PRODUCTION OF DECORATIVE 


Manufacturing 


hee Deanne Kon, resent... 


in collaboration with Eversharp 





















PERFECT DESK S 


Inc. 


(RR Sa SS. zy 


BOXES AND DISPLAYS...SINCE 1914 


DUAL-PURPOSE 
EVERSHARP “DESK- 
PAC by ARROW... 
When the lid is open, 
with pen and pencil mn 
the wells, this remark- 
able sift case becomes 
a handsome desk set, 
complete with the cal- 


endar and tray for clips. 
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“Hey, Joe, looks like our ‘Out of This World’ promotion is pulling’ 


Our current “Out of This World” national ad 
campaign tells your customers about popular Gemex 
watch bands. Highlight your windows with a tie-in 
display ...to make passers-by stop and admire... to 
turn window-shoppers into cash-customers. 





Bands shown in ad: No. 422, slender snake chain... $6.75, No. 
420, Sonata expansion band...$9.95, No. 418, Gem expansion 
band ... $9.95, No. 1201, faceted Gem expansion band... $8.95, 
No. 416, tapered Sonata expansion band ... $9.95, No. 550, Adven- 
turer expansion band for men... $10.95. Prices include federal tax. 











(SEM EX FINE WATCH BANDS 


Sold only through authorized wholesale distributors... 
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Deal With Us 


and 


Be Secure 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SGRAP 


CONTAINING 


PLATINUM IRIDIUM - GOLD -PALLADIUM 


FOR MANUFACTURERS: 

| WE SUPPLY THE ABOVE METALS IN ALL FORMS: 
AND 

WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 
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ACCURACY 
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REFINERS & SMELTERS 
FOR HALF A CENTURY 





| HONESTY yey: 








JOSEPH B. COOPER & SON unc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. We 
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To irreproachable 


quality, we add the gracious 


styling that outlives the years. 


It’s been that way since rgro. 
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Manu fa crurers 
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of Gold 
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and (Platinum 
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STERLING SILVER Rosaries 


radition . . . quality . . . craftsmanship . . . dignified charm . . . all are 


apparent in this outstanding rosary line. The metal parts are all Sterling Silver, and a variety 


of beads is offered in all shapes and colors — and in a wide range of prices. 


All rosaries come attractively boxed to make the perfect gift for that special occasion! 


A. R31/P . . . $9.00 
Pearl (sim.) beads, 
hand-engraved 
cross. 

©. R 321 . .. $6.75 


Faceted oval jet 
hinek beads. 


G. R 
H. R #6/RC...$15.00 


B. R 500 . . . $7.50 


Small round Ster- 
ling beads. 


75/RC...$15.00 


Genuine Rock Crys- 
tal beads, hand- 
engraved crosses. 


c.R il... 


&R 2. . 


. $7.50 
Faceted round 
crystal beads. 


. $4.89 
Beads available in 
aqua, crystal, sap- 
phire, emerald, 
ruby, garnet, ame- 
thyst, or jet. 


All prices retail 


D.R8I A... $6.00 E.R 700. . 


J. 


Oval jet black 
beads. 


. $9.00 
Large round Ster- 
ling beads. 


34. . . $10.50 K. R 42/P.. . $12.00 


Oval pearl (sim.) 
beads. 


Round pearl (sim.) 
beads, filigree 
Sterling caps. 


THE CATAMORE COMPANY, 231 Pine Street, Providence 3, R. I. 


PROVIDENCE 


18 


* NEW YORK -> 


CHICAGO ° 


SAN FRANCISCO 


 ROSARIES 
MEDALS 
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4 “Series H” is our newest design . .. and 
| features a heart design piercing on two 
} sides of setting. It is a suitable com- 
paniion to our “Series R” setting and will 
allow you to expand your line of 
eflector type settings. 





he salient features of the “Series H” 
etting are: Double reflector with an in- 
ide concave surface . . . stronger and 
higher beads, with plenty of metal to do 
a secure setting job . «\. flat and solid 
shank sides for easier soldering . . . an 
oblong base, permitting wider shanks 
to be used on small sizes. 


Sizes: .05 .08 .12 .16 .20 .25 .33 .40 .50 
| hite Gold, 





aa 


SERIES HR—Top same 
as “R”, sizes .03 to .50 


semis pur cow tou Prong SERIES ee db yer 3 
: ee 3 tting” with the hand-made - bead setting. Higher and oblong 
en en eee look. Stone sizes from ¥% to 5ct. . base. Stone sizes % to 2 ct. 


WE ARE ONE OF THE LARGEST PRODUCERS OF 
SEAMLESS GOLD WEDDING RINGS 


ASK ABOUT OUR’ DEAL ON 
PLAIN and MILGRAINED | 
POLISHED WEDDING RINGS 


¢ Carry a minimum stock 
« Order any quantity you please 
¢ AT LOWEST PENNYWEIGHT (dwt.) PRICES 
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Far Above the Rest 
Down to Earth Prices 


One Carat lo Bifly Carats, those 
who know dtamonds, choose 
from one of the worlds largest 
collections .... the House f 
Diamonds” folulo us array of ‘ 
diamonds and diamond 


adorn ed peceetry. 


6b 4 gwen, Canal 
haw Wo 8. 
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GROOM NO. 5X1D | GROOM NO. 4X99 
BRIDE NO. 3Y69D 4 . BRIDE NO. 3Y68 


Increase your DOLLAR VOLUME on 
wedding band sales with these new Star 
Ring exclusives! A gold band set with 
stones is the next look in wedding bands. 
Sell them singly or in sets for double-ring 
ceremonies. At your wholesaler. 


10-K and 14-K yellow gold with ruby, sap- 
phire, emerald or white spinel number 5X1D 
or 3Y69D with or without diamonds. 


NEWSPAPER MATS AVAILABLE FREE ON REQUEST 


Bsa STAR RING acne 


Ladies” and Mens 40K and 14K Quality Rings 
887-889 MAIN ST. BUFFALO 3, NEW YORK 
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THESE SELLING AIDS WILL HELP YOU 
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BUILD ao window display around this striking 

. 3-tier table display that accommodates 
jewelry and other gift items as well as 
Community. 





KEEP a supply of colorful Community leaflets 
on your counter ready to give to customers, 





paicre 
PatierY* . 
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More customers than ever before will be making this their Christmas 
for Community. Get your share of the profits from this unprecedented 
demand by featuring Community in your store and in your holiday 


advertising all through the gift-buying season. 









SCHEDULE Community newspaper mats in 
your local newspaper. 
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ARRANGE for Community Technicolor minute movies to appear in 
your local theatre, and the black and white movies as your spot 
commercials on your local television station. Write to us for details. 
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Community sales this Christmas will be the greatest in history. 


These sales will go to the jewelers who go after them! 





FOR GREATER PROFIT—COME ALONG WITH 
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WHERE, OH WHERE ARE THE LITTLE GIRLS GOING ? 








Who chooses silver patterns? Women! Who buys the | 
wedding gifts? Women! Who drops hints about where she'd like 


the engagement ring bought? Why, the girl in the case! Where 


are the little girls going? They’re going after SWANK, the most 





heavily advertised, most popular men’s jewelry there is — and 
they’re going after you if you’ve got it. SWANK men’s jewelry 


sells at $1.50 to $75.00—is bought by many women as gifts 


because girls give what men like best—and Men Prefer swank. 
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men who insist on true dis 


Harwood’s thoroughbred character is immediately obvious in > 





the smarter designs — finer finish — and time-tested craftsmanship. - 





experience stands behind every Harwood watchband. 





* 


Available in yellow = pink — white 

















Sold through Leading Wholesalers Only — 


ee MFG. CO. PROVIDENCE, R. 


Makers of Bracelets, Watch Attachments, Co-Star Jewelry, Jack ‘N Jill Jewels 





R es New York Middle West Chicago South West Coast 
epresented by: 1eQ ZUCKER SIG HOROVITZ FRED WHITNEY BILL RICHARDS AL TRACHMAN 
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Elgin American backs you this year with the biggest, most intensive and dynamic 
campaign of its kind in history—reaching millions of Christmas gift buyers—to 
bring them into stores featuring Elgin American compacts, cigarette cases, lighters, 
dresser sets, simulated pearls, and novelties. Cash in on this smashing, unprece- 
dented promotion! Use your Elgin American displays, ad reprints, easels! Don't 
miss a single sale! Stock up now! Display, feature and push the line that brings 
you the biggest profits... Elgin American! 


(OVEMBER AND DECEMBER ALONE WILL 
‘REACH GIFT/ BUYERS 200,000,000 TIMES | 


ts 


«IN THESE NATIONAL MAGAZINES AND IN / 
#[ LOCAL 


NATIONALLY 


‘Fair Traded’ 


. 
ALSO NATIONALLY ADVERTISED Aouentlan Prcauly THE COMPANION LINE FOR THE THRIFTY 
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Illustrated mountings show 
the traditionally popular 
Tiffany setting with the 
luxuriously new K & P “illusion” 
top. Constructed to enhance 
the appearance of the 
“small” diamond... to give 
it the illusion of size, 


value and brilliance. 











£ makers of distinctive pi —n 
Ushier’ & FINES, Inc 
SéwislEp-0 a West 46th St., New York 19 | 
thoatd of Thede— 














27 


FOR NOVEMBER, 1950 











<9 
ge 


ee a 


ae 


ye? 
eee 


oe 





Get Ready for 
the Big Pus 


MAKE A NOTE RIGHT NOW to order Foster FITS-ALL watchbands from your 





# 3500—The Comet 


wholesaler. When customers are standing three deep in front of your counters, 
waiting to buy in that all-too-short holiday season, you need watchbands that you can sell 
over the counter. That you can attach at the counter. No size problems. No guessing. 
No cutting, filing, or fitting. For men and women the Foster line is the gift line, with both 


style and construction leadership, nationally advertised in COLLIERS. At your wholesalers. 


FOSTER METAL PRODUCTS, INC., Attleboro, Mass. 


OFFICES: 21 MAIDEN LANE, NEW YORK, N. Y. © 29 EAST MADISON STREET, CHICAGO 2, ILL. 
657 MISSION STREET, SAN FRANCISCO 5, CALIFORNIA © 2875 HOCHELEGA STREET, MONTREAL 24, CANADA 
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STRONG 
FOLLOW-THROUGH 


is a long suit with 
LUNT. Pictured here are 
newspaper advertising, 
window and counter display 
pieces tying in with the 
LIFE advertising. 
Special LUNT Gift Booklet 
makes an excellent counter 
give-away piece or 
direct mailing. 
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LUNT CHRISTMAS ADVERTISING 
IN LIFE MAGAZINE PACKED WITH APPEAL 


.. reaches more than 28 MILLION READERS 


She’s as lovely as LUNT Sterling itself! 
Beautiful, charming Rosemary Colligan, who 
spearheads LUNT’s December 4th advertisement 
in LIFE Magazine, wins attention on sight. 

“AS ADVERTISED IN LIFE” — a phrase that 
has come to have an almost magical effect on the 
American buying public — takes on added impact 
when the advertising referred to is a powerful, 
four-color, emotionally geared ad like LUNT’s. 

Part of the continuing LUNT advertising and 


merchandising program, this striking Christmas 
promotion is typical of those LUNT brings to 
LUNT dealers in jewelry and silverware depart- 
ments across the country. 

LUNT...the Sterling of Lasting Good Taste 
...is a Sterling women are proud to own. 


GREENFIELD «+ MASSACHUSETTS 
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ae “MIRACLE SETTING 
acts THE BEAUTY OF YOUR = 


4 
RM to show detail 


An exceptionally artistic duette. 7 diamonds 
brilliantly cut glorify the beauty of the engage- 
ment ring. The matching wedding band sparkles 
with 12 fine diamonds. Styled in 14k yellow gold 
and 18k white gold to give you a miracle value! 


None Genuine Unless Stamped “MIRACLE” | 








| Samples Furnished on Request 





Mats and Dealer Helps on Request 








[Styled to Sell - - Priced to Sell! 





Consult your jobber; if h. cannot supply you, write us. — 
: MANUFACTURERS FOR OVER 50 YEARS 


SHIMAN BROS. & CO., Inc. srorcsmnneevocrtonennp 


No connection with any other firm 234 WEST 39th STREET NEW YORK 18, N. y, 
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COVERED STONE SET 


* Gotham Watch 
17 Jewel 


\ WITH MATCHING 
“Necklace. . 








IN HANDSOME 
PRESENTATION 


Top @: 


CHOICE OF SIMULATED STONES 











PER SET 
RETAIL 


KEYSTONE 


COST 


WATCH 
ONLY 


KEYSTONE 
COST 





OD 1131 
URRY 
DO 1133 
D0 1134 
00 1135 
00 1136 
DD 2121 





. 
: 


WALCPOS. conc von x cccrva 


BLACK OPAL . 
GARNET . . 
TURQUOISE MATRIX . 
AQUAMARINE . 
CHRYSOPRASE*. . 
BLUE LAPIS*. . . . 
RHINESTONE . 


. $89.50 
. $89.50 


$89.50 


. $69.50 
. $95.00 


$95.00 


. $71.30 


$75.00 
$75.00 
$75.00 
$57.90 
$79.90 
$79.90 
$59.90 


$69.50 
$69.50 
$69.50 
$39.75 
$71.50 
$71.50 


$53.90 
$53.90 
$53.90 
$37.50 
$57.90 
$57.90 





"These sets include new style locket watch. Two stones 
adjacent to watch lift, also, revealing two double lockets 
to hold four favorite snapshots or photographs 


roll Mende Watch Co. we 





made of U-S:S Stainless Steel 


As these are qualities your customers appreciate 
—are looking for—and, very soon, will be insisting upon 
in the jewelry they buy. For this fine metal—the aristo- 
crat of steels—is making possible a wholly new kind of 
costume jewelry. Never before have jewelers been able 
to offer their purchasers such outstanding quality at a 
price so low almost everyone can afford it. 


And that’s not all! You will discover that Stainless 
Steel gives you many advantages in manufacture. Be- 
cause it is solid stainless all the way through ... its 
beauty is inherent in the metal itself . . . and all expen- 
sive and time-consuming plating and dipping operations 
are completely eliminated. Both U°S’S Stainless Steel 
wire and strip are readily adaptable to twisting, braiding 
and many other delicate and formerly-difficult opera- 
tions—thus offering greater versatility of design and 
making possible many unusual effects. 


Both wire and strip are available in U’S’S 18-8 for 
jewelry making. U°S’S Stainless Steel wire is produced 
in sizes from .005” up to .5” in diameter— U°S'S Stainless 
Steel strip in suitable gages and widths from a fraction 
of an inch up. Both wire and strip lend themselves 
readily to forming, silver soldering and other modern 
fabricating methods. For intricately-shaped pieces that 
are impossible or too expensive to polish by mechanical 
means, electropolishing is recommended. 


For some time we have been furnishing strip and wire 
to those shops which have pioneered the use of Stainless 
strip in jewelry and similar applications. If we can help 
you in developing its use in your designs we will be 
only too glad to give you the benefit of this experience. 
We welcome your inquiries. 
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AMERICAN STEEL & WIRE COMPANY, CLEVELAND ~- CARNEGIE-ILLINOIS STEEL CORPORATION, PITTSBURGH 
COLUMBIA STEEL COMPANY, SAN FRANCISCO - NATIONAL TUBE COMPANY, PITTSBURGH + TENNESSEE COAL, IRON & RAILROAD COMPANY, BIRMINGHAM 
UNITED STATES STEEL SUPPLY COMPANY, WAREHOUSE DISTRIBUTORS, COAST-TO-COAST * UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


U-S°S STAINLESS STEEL 


SHEETS - STRIP - PLATES - BARS - BILLETS - PIPE - TUBES - WIRE - SPECIAL SECTIONS 
UMitT& p> STANT ES  @FreEEL 
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JEWELRY'S NAME FOR QUALITY 
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biggest selling line in its field? - - - 


Sern combines sobs o | 
armaments and links 


TAH 5 
14K Gold-Filled” 


See how. exquisitely 
id karat gold, assuring rich 


- ath brightly polished: 1/20- 
that truly have ~ surface of soli 
h-styled Golden O1 


ring beauty! Hig 
gift cased, priced from $9 
inc. FIT 


ARS IN LIFE (DEC. 4. 1950) 
SEASON STILL BETTER! 


yera necklaces and 
75, earrings from $5.58, - 
THIS two-COl 


4 AVENUE, NEW YORK = 
| TO MAKE YOUR BEST 
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© bracelets are beautifully 
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CHRIST MAS 


At Better Jewelers Everywhere Y fd cp" (pera 
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L. HELLER & SON, 
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PEARLS 


MARINA Necklace 
enchanting Jat gt 

LAURA two-stran celet, 

may also be we single 

strand necklace . - : 

Parisian dangle earrings, SIM ULA TED 


1. tax 
Inc. 


All. prices plus Fee 
k 16, N. Y- 


|. Heller & Son, 
Al) Fifth Avenue, New Yor 























BRINGS YOU THE MOST SENSATIONAL 
PROMOTION SPECIALS EVER! UNBELIEVABLY 
LOW PRICES FOR QUALITY DIAMONDS! 


pecials! Each diamond 


color and cut, yet they 


Now Berland brings you a new group of super value Promotion S 


he high BERLAND standards in clarity, 


in this group measures UP tO t 
Why promote other diamonds when these 


are priced so low you'll find them hard to duplicate. 


quality BERLAND diamonds cost yOu less—give you fa 


Prove the value of BERLAND diamonds under your ow 
ality! Then feature these BERLAND 


ES go fo town! 


ster turnover! More profit! 


a magnifying glass! Compare their 


. -Jow prices with other rings of equal qu 


Promotion Specials in your advertising—and watch your SAL 


FINER STYLING, TOO! 


cials are designed with the same Care, the same flair, 
martest channel and fishtail 


; BERLAND Promotion Spe you find 
--. in much more expensive rings! Styles include the newest and s 


_ settings. And remember — 


BERLAND Diamond is cut and set the exclusive 


_ Every 
to look far larger than its actual size! 


_ BERLAND wey 


STILL AVAILABLE: A limited number of valued BERLAND franchises. 


Write for complete information. 


JOSEP 
PH BERERID « secaswea ioe 














# 6676—Diamond Ring, 
14 ct. total weight $65.00. 


Wedding Ring to match 27.00 












# 6892—Set, 4% ct. total weight 


$135.00 FEATURE THESE PROMOTION SPECIALS 


BERLAN D 


America’s Greatest Diamond Ring Value 


by 








# 6729—Set, 1 ct. total weight 
$182.00 
All Prices Subject to Change 





#5291—Diamond Ring, 
% ct. total weight $48.00 


,. Wedding Ring to match 22.50 


# 6860— Diamond Ring, 
Ve ct. total weight $100.00 


Wedding Ring to match 30.00 














| 6 West 48th Street, New York 19, WN. Y. 
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-«-« the oldest and largest firm of its kind in the United States 
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the Holiday Gul Seasons. 
R PIECES to Retail fo; $5 








Mayonnaise Set 
Height 31%," * Rim 5° 
Weighted Base 
All Sterling Ladle 


12 PIECE 

STERLING 

SILVER 

ASSORTMENT 
* 

2 EACH OF 

6 PIECES SHOWN 














Dish 
Height 2 % 


Height 

a 
Width (top) 3% 
Weighted Base 


Wise retailers know the one positive way to build profits is with a 
magnetic Sterling Promotion . . . And here is a sales-tested Sterling 
Assortment that has proved its pulling-power time and again! Assort- 
ment consists of 2 each of the six Sterling pieces shown . . . Available 
only in complete assortments. 


* Please order on your firm order-form or letterhead. We will make every effort to main- 
tain the price, but due to conditions all prices are subject to change without notice. 


COHEN &© SONS CGae 





e? West 23rd Street New. Yor k..1 07 Hee 
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America Alerts . . . 


... and alert jewelers will spot-light 
LeStage identification bracelets for 
eager buyer¢and quick sales. 

For dependable quality . . . dependable «In 1/20 12Kt. Gold Filled or 
Sterling Silver-Rhodium Finish 


sales ... dependable profits ... 


make sure that your identification 


e High polish, anti-kink chain 
bracelet line carries the mark > Cie tttte 
.. . LeStage. e For Men, Ladies and Boys 


MEMBER 





NEW YORK CHICAGO SAN FRANCISCO 
9 Maiden Lane 29 E. Madison St. 657 Mission St. 
A. H. BETZ 7 A. B. PINERO G. A. HARRAH 





















CHAINS BRACELETS * LOCKETS KNIVES * BABY JEWELRY * IDENTIFICATION BRACELETS 
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Lights! Action! 
Human tnterest/ 
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@has recessed background with 

"A ftasher and concealed lighting. 
a Flash reveals peeping family 
watching. 
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* Spectacular television shorts with sound track! 
* Smashing series of new dealer advertisements! 
* Six stunning counter display cards! ¢\ is 

* Rhapsody’s famous Bride’s Book! a L 


in these 
Striking new 
RHAPSODY 

displays 





Here are colorful illuminated dis- 
plays that will sell by their smart- 
ness and direct appeal. Display at 
left is yours FREE with wholesale 
order for $300.00. Display below 
is yours FREE with your wholesale 
order for $150. 


DIAMOND RINGS 


“Diamonds of the Stars’ are making sales 
.., history, backed by the power of our most ambi- 
., tious dealer-aid sales promotion program. Help 
‘—: yourself to more sales by using our 






M. SICKLES & SONS, Inc. 


906 CHESTNUT STREET * PHILADELPHIA 7, PA. 
Wholesale Jewelers for Nearly 100 Years 
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Odsiginality of styling in good taste— 


fine quality—priced modestly—value you recog- 
nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 
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The Watchmakers of Switzerland 
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THIS FINE SWISS WATCH PROMOTION PAYS OFF TWICE! 


1. Increased dollar volume 


That’s because this is a quality watch promo- 
tion—designed to help you sell more fine Swiss 
watches. And it’s doubly important at this 
gifttime of the year—when your customers are 
in a mood to buy the best. So, be ready to show 
your customers the best—have a wide selection 
of fine Swiss watches on hand. 

After all, the customer gets more for his 
money with a fine Swiss watch—in style, in 
accuracy, in dependability. And you—the jew- 
eler—enjoy a larger sale with greater profit; 
plus the customer satisfaction that’s your best 
guarantee of repeat business. 


In addition to the powerful Swiss watch 


4 
Ss 





The WATCHMAKERS 


oe Sy 


Oe A. 


2. Increased profit percentage 


advertising and merchandising, here’s extra 
selling help for your Christmas season: 

“The Inside Story of the Fine Swiss Watch” 
—the new selling-up brochure that lets you 
show your customers the greater value built 
into a fine Swiss watch. Clearly written, illus- 
trated, it puts a punch in your over-the-counter 
sclling-up talk. It’s easy to understand, easy to 
use and completely convincing! 

Remember, every time you recommend gq ual- 
ity merchandise to a customer, you are living 
up to the honored traditions of the jewelry 
trade—and you're maintaining your position as 
a trusted advisor to your community. 
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IS THE PAY-OFF! 


Here’s the Christmas ad that goes to work for you in December. 


Appearing in LIFE, SATURDAY EVENING POST, TIME, FARM JOUR- 
NAL and NATIONAL GEOGRAPHIC, it will make 71,481,359 


reader-impressions. 





And this is the free, full-color merchandising display that makes 
the national advertising pay off right in your store! 


It’s a stopper in any window! More than 
that, this display ties in directly with the 





new fine Swiss watch advertising to exert 
a strong selling-up force of its own. It not 
only builds store traffic, but it builds store 
traffic that’s in a mood to buy. 

secause of the new emphasis on quality, 
this display adds an air of elegance to your 
windows, tells shoppers that your store is 
a logical place to shop for gifts of long 
remembrance. 

So plan now to get in on this “Pay-Off 
Promotion!’ No coupons to send, all you 
have to do is start planning... we'll mail 
you a special order blank for the display. 
And, while you're planning, be sure you 
have your copy of “The Inside Story of the 
Fine Swiss Watch” to help you close those 





sales. 
hea the sill : 
vrai Sve swith prtsic: ~ 
xt att jew 
he MF systds 
TURN PAGE FOR MORE NEWS! 
S FEDER, | 


yyM Sy 
‘S 


The WATCHMAKERS 


‘ 


+ 


‘eo! 





fe 


OF SWITZERLAND 


v 
SERS S 


A 
Manure? 




















TIME IS THE ART OF THE 


Measure, if you can. the value of such a gift! A fine watch has 
reason to be proud of its Swiss origin, of its meticulous 
workmanship, its unrivalled beauty. For 300 years, Swiss 
craftsmen, intent on measuring time, have kept ahead of 

time in designing watches. And the fine Swiss watch 

your jeweler will help you choose is made as though the 
reputation of Switzerland depended on it alone! For the 


gifts you ll give with pride, let your jeweler be your guide. 


FEDER, 
>» 


The WATCHMAKERS OF SWITZERLAND 


©1950 Swiss Federation of Watch Manufacturers 


SWISS 


A fine Swiss watch goes through 
almost 2,000 operations, represents 
weeks of precision crafting and 
microscopic inspection. And you 

may be sure it can always be serviced 
economically and promptly. 
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The Official Swiss Watch Repair Parts Program is a selling-force! 


In the past, customers for fine Swiss watches 
have been disturbed by the myth that Swiss 
watches were hard to repair. ‘Today, more 
than ever, this is not true. 

In just two years, the Official Swiss Watch 
Repair Parts Program has made it possible 
for every fine Swiss watch to be serviced 
economically and promptly. 

So, in selling your customer, don’t over- 


look the repair program. Show customers 
how carefully the very watch you are selling 
has been described, indexed and_ photo- 
eraphed; explain how this means prompt 
and efficient service from any jeweler. 


And every jeweler knows how the Off- 
cial Swiss Watch Repair Parts Program 
can build repair department profits! 





An important part of our campaign is to main- 
tain the “family jeweler” aspect of your business. 
For, to us, the jeweler is more than a retailer— 
he is a skilled member of one of the world’s most 
respected trades. ‘The fact that your customers 
ask for and respect your advice on their impor- 
tant purchases gives you a business advantage 
that must be maintained. 

The Watchmakers of Switzerland help by fur- 
nishing quality merchandise and promoting this 
merchandise with a strong quality story. It’s true 





Every part of the Swiss Watch Program builds reputation 


in consumer selling — and equally true in the 
repair program. Remember that your repair ex- 
pert—working with the help of the Official Swiss 
Watch Repair Parts Program—demonstrates his 
craftsmanship with every job, just as you demon- 
strate your skill and knowledge with every sale. 
Your position and reputation within the com- 
munity can be maintained only by aggressive 
support of quality merchandise and quality 
workmanship. Always play up quality to your 
customers—it pays off in added business! 
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S-EATURE RING CO. INC. 
26 West 46th i ee New York 19, N. 
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Your Last-Minute 


Gift Needs get 
lop Priority at Johnson 


AVOID LOST SALES by sending your order 
for “last-minute” gift needs to fill 

your Christmas stocks to J. W. Johnson 

... the supplier you can depend on. 


Since 1869 J. W. Johnson has served 

America’s leading jewelry retailers with 
profit-winning nationally advertised 

jewelry and gift merchandise. Your order 

will get “return mail” service from 

now till Christmas . . . so take advantage 

of this opportunity to learn how Johnson 

can serve you better with the products you want. 
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J, W. JOHNSON, INC. 


15 MAIDEN LANE NEW YORK 7, N. Y. 
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SENTINEL LITTLE Lt 40-HOUR ALARM 
$3.95 RETAIL’ $450 WITH RADIUM’ Really small, but 


accurate and easy to read. Same nick and scratch resistant finish. Base 
felt padded. Single thumb-fit key — cant be over-wound. Balance 
is electronically inspected and radar timed. Written guarantee. Price 
to Retailer, $2.76 plain — $3.15 radium. 


SENTINEL ao 8-DAY ALARM 


$4.95 RETAIL’ $5.50 WITH RADIUM Compare the styie, 
quality and price of this 8-DAY ALARM clock with that of leading 
ONE-DAY clocks. Smooth, modern lines, hard baked enamel! finish, felt 
padded base. Thumb-fit keys — can't be over-wound. Electronically 
inspected balance, radar timed. Written guarantee. Price to Retailer, 


$3.47 plain — $3.85 radium. 
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Sentinel Line—have earned the whole-hearted 
approval of jobbers and retailers wherever these Packaged in a really different free 
new models have been shown. There's no question _ display that’s effective and attractive, 
o] ool mL AmES-1hlila\-1 mm OL nV Zeolite Ml MILL (-Mt xe] MM ACOhA- MM Lil-) Mol alcollallate Melal-Meolm-tolaaMiretel- Mls Maelel itn 
immediate recognition as the values of the hour, and plain, the new Sentinel Alarms are 
and for good reason. They are designed by Henry selling themselves. Production at the 
Dreyfuss—which explains their eye-appeal; they | moment can't meet the demand... so 
are reliable, accurate awakeners, and they're order now to assure earliest possible 


priced unbelievably low. delivery. : 
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arm Clocks 


tia This free Sentinel Quartet display makes the little counter space it 
es soars takes up pay off in sales. It’s yours at no extra cost with every 
— four-clock assortment you buy. It contains one of each model in both 
plain and radium. Order the No. 112 Quartet Assortment. Cost to 
Retailer, $13.23 — dealer profit, $5.67. 
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™ . E. Ingraham Company 
be we “~~ ' Bristol, Connecticut, U. S. A. 


*Plus Tax. Prices and specifications subject to change. | 











B881/116 


1143 — For any size round 
movement up to II'/, ligne. 


304—For any size round 
| movement up to 3/0. 
864—4AH, 5AP, 6AP, 6AF, 
8AE, 7AP, 8AH, 7AM, 424, 
5/2, 6/2, 634T, 834, 73%4xI I, 
634K, 8x10, 734, 20/OE, 
15/OE, 18/OE, 21/OEL, 21/ 


OES, 21/0, 14° H, AK-13 
BEN, AK-I6 BEN, 750W, 
7!/4,W. 

863/30—Same as 864. 
B880—83/, ligne. 
B881/116—83, ligne, also 


available with same lugs as 


Sold Through Wholesalers and 


Importers 


lite 


WATCH CASE CORP. 
150 Varick Street 
York 13, N. Y. 
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Starry Rhinestones 


hand set 


in Sterling Silver. 


x wet 
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608 FIFTH AVENUE 


‘creators of the unusual — as usual” 


NEW YORK 20, N 


FOR NOVEMBER, 1950 























Now / GREATER CONVENIENCE AND 
Y IN YOUR REPAIR WORK! 
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_ STAFF KIT NO. 


Saves You Time, Trouble, 
and Monee oe 
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exclusively 


esigned by 








FOR NOVEMBER, 1950 : 








Here is a Mone 


INFORMATION CHART 


Linde 
(Synthetic) 


Composition Same 
Hardness Same 

Cause of star effect Same 
Type of Star . Same 
Specific gravity Same 
Refractive index Same 


- GOODMAN & COMPANY 
Makers of Fine Jewelry Since 1904....42 W. Washington St., Indianapolis 4, Ind. 
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Natural 
Same 
Same 
Same 
Same 
Same 
Same 





CAN BE RETAILED 
for as low as 
































Their magic beauty has captured the imagination of the nation! 
Linde stars duplicate natural stones in arresting beauty, 
in every quality ... at a fraction of the cost. Constant 
in yalue...a real stopper for on-their-toes salesmen... priced to 
promote additional volume at installment store levels... i 
plus a generous profit to the jeweler. Enjoy plus business by 


featuring Goodman’s Linde Stars this Christmas season. 
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accept no substitute 


for 


am watch cases 








quality 





POET Ee K <2, . 


The I.D. trademark is the symbol of complete dependability 
to those who demand watch cases that are smartly 


styled, precision-made, easy to assemble and engineered 





to fit movements perfectly. 





Standardize on |.D. Watch Cases for ALL Your Needs 
R.G.P. (S.S. back) Cases * 14 K Gold Cases ¢ Rhinestone Cases 
Bangle and Bracelet Cases * Diamond and Ruby Set Cases 


Water Resistant Cases * Novelty Watch Cases * ‘Book of Time" Case 


D. WATCH CASE COMPANY, 1 


Serving Watch Manufacturers and Importers Exclusively Since 1910 


General Offices and Factory: 137-11 90th Avenue, Jamaica, L. |. JAmaica 3-8700 





NEW YORK OFFICE: Joseph Dinstman, 580 Fifth Avenue * Telephone PL 7-6373 
CHICAGO OFFICE: William Bart, 29 E. Madison Street 

LOS ANGELES OFFICE: Dave Diamond, 915 Pershing Sq. Bidg. 

EASTERN AND SOUTHERN REPRESENTATIVE: Dave Kay, 93 Nassau Street, New York, N. Y. 











The Only Book of its 


No longer need you grope for the right answers to questions like those at the right, 

For two years, a staff of trained specialists has been gathering and checking many. 
facturers’ trade-marks for you. Painstakingly compiled and cross-referenced, this infor. 
mation is now available to you in the only volume of its kind. 

You'll use it day in and day out — for years to come. You'll keep it at your finger 
tips. You'll agree with thousands of jewelers who have found previous editions absolutely 
priceless — indispensable in any jewelry store. 

You'll buy a copy eventually, so why not send for it today. Get the full-life uséfulness 
from it... start benefiting now from the wealth of information it contains to help you 
serve your customers better. 

Sign coupon at right and send to us now with your remittance for $7.50. Your copy 
will be mailed postage prepaid. 


























Two typical pages. Left shows method of presenting Trade-Marks and Names. 
Right shows how the approximately 1500 Sterling Silver Pattern Names 

are listed. Thousands of Trade-Marks and Trade Names in this —— 
New 1950 Sixth Edition . . . over 300 Pages of Vital | ee, 
Information: ee 
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‘ V4 
kind, : TRADE-MARKS 


of the Jewelry 
and Kindred Trades 


SAVES 
'| TIME- MONEY! 


1 Gives answers to... 


"WHO MAKES IT?” 
"WHO CAN REPAIR IT?” 
"WHO HAS PARTS?” 
“WHAT'S THEIR ADDRESS?” SIXTH EDITION 
“WHERE CAN | MATCH IT?” 


“WHOSE TRADE-MARK IS THIS?” 
















The best $7.50 you ever invested in your 
business. Actual size 6% in. x 10% in. — on high-grade 
coated stock with hard-back, gold-imprinted, maroon color cloth binding. 


Completely Revised 6th Edition 


Used Every Selling Day of the Year e All Worthwhile Trade-Marks and Trade Names 








® Approximately 2800 Sterling and Platedware Pattern Names 





e Indexed and Cross-indexed for Easy Reference 






e Brief Digest of Lanham Trade-Mark Act and complete text of Stamping Laws 
















THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. ¥. 





Please send me.............copies of Trade-Marks of the Jewelry 
and Kindred Trades, new 1950 edition, at $7.50 per copy, 


postage prepaid. 


Check or money order for §.................... is enclosed. 


Order Your Copy Now 
Only 9750 POSTAGE PREPAID 


Remittance must accompany all orders. 
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‘Heiress’. The social success of the season. The real look 


of blazing baguettes heightened by the platinum look of Trifanium. 


Da th roupioad of Filn...Gusd fy AM 


As advertised in Harper’s Bazaar— November, 1950 the back with the name Trifari. 
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to round out the the new round 


ETERNA- MATIC (2X fe) ETERNA-MATIC 
line... \ ou ee for men 





05 BOT-1248 


A NEW SHAPE, A NEW SIZE... 
| DESIGNED FOR NEW SALES! 


The ETERNA:MATIC eleven-and-a-half-line movement 


is now available in the three distinguished models shown. 


CORRS NS 








07 BDT-1248 Direct-sweep second hand. 


Waterproof.” Shock-resistant. 


Non-magnetic. Stainless steel, 
$71.50, tax included. 


THE FIRST 
SELF WINDING 
WATCH WITH A 
BALL BEARING 


Oscillating weight swings freely 360° both clockwise and 
counter-clockwise...winds mainspring at the slightest motion 
of the wrist... keeps going as long as 40 hours after wearing. 


(05 BDT-1248 also gold filled, $71.50, 


tax included.) 


*ETERNA e MATIC waterproof models are guaranteed to 
“ - = remain so even after cleaning or adjustment, provided 
4 they are serviced with genuine Eterna parts by an author- 


Ne ized Eterna dealer. 
18 DT-1248 EO a. 










The ball bearing mounting in the 
ETERNA*MATIC is unbreakable... 
contains no jewel or pivot. Entire 
automatic system is held in place 


__ by three easily accessible screws — lz 07 BE-1199_ 
: removable in 45 seconds—exposing - 
complete movement. “the smallest self-winding watch in the world” 
The modern automatic watch for women. 
9 Stainless steel or gold filled, $71.50; 
Look for the ETERNA-MATIC symbol on the dial ] h 14K gold, $175. Prices include tax. 


ETERNA-MATIC 


ETERNA WATCH CO. OF AMERICA, INC., 580 FIFTH AVENUE, NEW YORK 19 
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don't trust 
your naked eye 







cst eae 






Let Your Own LOUPE 
prove the PERFECTION of 


LOVE BIRD 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
oe mia! through your own Loupe. You will then share the enthusiasm 


“ike ra of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 


nove ait Diamond Rings. Franchises are still available. ‘ 









Loupe-tested 
DIAMOND RINGS 











i INC. 














630 FIFTH AVENUE, NEW YORK 20, N. Y. « 
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Arvin... 


to these ELECTRIC HOUSEWARES achievements in 1950. 


fo 
FIRST to offer a full oiscount in master carton 


Yas 
quantities. FIRST with a Eee on Y 


irons. FIRST in dynamic dealer promotions such as 


electric 








@ 


CHARMING HOSTESS-LECTRIC COOK 


and LAZY SUSAN—TOASTER deals and the eS 
a ok 
EARLY BIRD—HEATER deal on electric heaters. And in 





spite of material shortages, production of Electric 


Housewares is (150% ) ahead of 1949! 


ARVIN INDUSTRIES, INC., Columbus, Indiana 


(Formerly Noblitt-Sparks Industries) 


P.S. We were first with this Gy) electric table oven, too 


-- even if shortages have temporarily stopped production! 


FOR NOVEMBER, 1950 55 





the House of Falaile 


AMERICA’S MOST POPULAR 
DIAMOND MOUNTINGS 
AND WEDDING RINGS 
IN GOLD OR PLATINUM 


Jewelers from all over 
America know Goldstein-Gerson 
as “‘The House of Fishtails’” ... for no 
one else has such a wide selection of __ 
mountings to fit every size diamond from 300 per 
carat to half carat. See this complete line o 
superbly crafted rings in various price ranges. 


Every Popular Style and Size 
Every Popular Price You Need 


» med pn SS tog i. . See tei Set oS ote es Pes See 
SL Pata tite fe RE SE BAS PSE i Ae PRS od aD 


7A Ae 


=) 


EXCLUSIVE MAKERS OF PATENTED 
“PAIRETTE” DIAMOND DUETTES 


126 W. 46th STREET 
NEW YORK, 19 
Sold only through Wholesale Distributors 


ose 
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ARTHUR GOLDSTEIN @ JULES GERSON @ A. W. (Patty) COHEN @ A. B. GRODMAN @_— IRWIN GOLDSTEIN 
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once again wins the world’s 
most coveted watch honor 


the nations of the world choose OMEGA 
as official exclusive timer for the Olympic 


Games 1952 in Helsingfors, Finland 


Since 1932 Omega has been the only official timer for 





the Olympics—a signal honor attesting to the supreme 
trust held in Omega accuracy. 





The peerless performance of this watch has been proved 
repeatedly by the British National Observatory at Kew- 





Teddington, where Omega has won the official precision 





record regularly since 1933. 





tell your customers these record-making facts... 
and youll make record-making sales with... 


C) /\\\ L- (5 / . NORMAN M. MORRIS WATCH CORP. > 608 FIFTH AVENUE + NEW YORK, N.Y 
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2 strand—48.50 Retail * 3 strand—*10.00 Retail 


You can now Custom-Fit 
any Neckline with these new adjustable 
Dog Collars by Deknatel. Cleverly constructed 
compartments, inside the Clasp, 2 pre a 
. * Wear BEG Ls expansion 
allow a full measure of expansion. WER ae el ' 

> WRG . fe BS rhinestone 

The lovely Rhinestone Bow Clasp can be ot = Swe iz dasp 
worn back or front. Simulated Pearls are of 
deep, lustrous Deknatel ‘Lily White’’ Quality 
— beyond compare! Send your order 
today — or visit our showrooms. 








semulated pearls of matchies: 


. Deknatel & Son, Inc. ° Offices and Factory: Queens Village, L.1., N.Y. * Showroom: 366 Fifth Avenue, N.Y.C,; 
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Here's TOASTMASTER powerful Gift promotion! 


, 


8 BIG 4-COLOR ADS in 11 NATIONA MAGAZINES | 








Kamen 


at -. ‘4 ’ . 

y, (f° AMERICA'S MOST-WANTED TOASTER is the 

La one she'll be proud to own. Pops up perfect 

) toast every time—light, dark, or in-between. 
Completely automatic, easy to clean, has extra-thick chro- 
mium finish for enduring beauty, There are ‘““Toastmaster”’ 
Toasters still serving faithfully after 20 years! 











FOR SNACKS THAT HIT THE SPOT with youngsters . “'Y SHE'LL HAVE PARTIES that almost give themselves with the ‘“Toast- 
after school, oldsters after the show—there’s nothing like master’’ ““Hospitality’’* Set. Four handmade crystal party plates and three 
the new ““Toastmaster” ““Toast 'n Jam"’* Set. A breakfast- matching relish dishes make the simplest snacks exciting—invite self-service, 
brightener, too. Handsome walnut tray, gay colored jars free the hostess for fun. Hand-rubbed walnut tray. Includes the famous 
and toast plate of fine Franciscan Ware, and the beautiful “Toastmaster” * Toaster. 

“Toastmaster” Toaster. 











A REAL PARTY-PROMOTER—the “‘Toastmaster’’ Waffle Serv- 
ice. Handsome walnut tray has loads of extra uses. So, too, have the 
batter bowl and syrup pitcher in sprout-green Franciscan Ware. Graceful 
chromium ladle measures out one waffle—to a drop! Includes the 
‘“Toastmaster’’ Waffle Baker with ‘‘Siltect’’* non-stick grids. 
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... that’s when you need 
the extra Sales Advantage 





TCVOUCESS 


~ 


REGISTERED 
NSURED. 








It helps close sales that migh 
otherwise have gone elsewher 


S. Of, Claw in & 


DISTRIBUTORS OF Princess REGISTERED - INSURED DIAMONDS 
MINNEAPOLIS > SPOKANE 
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NATIONAL ADVERTISING 





New 
in Style, 
Quality 
and Value— 
from $185 Retail! 
Nationally 
Advertised 
this Fall. |=. - 

This Outstanding 
Value and 















ate. Something really 
Promotion Is 
SUIe tO Boost By the Goldsmith and the Watchmaker 
Univer Sal When talented craftsmen work together, look at the 


result! New, lasting beauty in a fine watch and graceful 














G ‘ bracelet that are matched in perfect symmetry. All 
eneve | three are wrought in 14. karat gold. They have genuine 

| Universal Geneve 17 jewel movements that assure 
Dealers’ Sales dependable, accurate performance—from $185 FTI. 


Leading Jewelers will proudly show you these and 
other fine watches by 





Everywhere! 
Write for UNIVERSAL 


GENEVE | 








Agent deta | Is. | Universal Geneve watches for women priced from $71.50: for men from $48, F.T. 1. 


| THE HENRI STERN WATCH AGENCY, INC. 
587 Fifth Avenue, New York 17, N.Y. 





© H.S.W.A. 1950 
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no better construction 


price 


ee 


THE Admiral LINE OF 


BRACELETS 


Solid Rivets 


Stainless 
Steel 
Springs 


Points of 
Superiority 
| ADMIRAL watch bracelets are pre- 


cision made with solid rivet con- 
struction, stainless steel springs and 
precision parts throughout. 


EXPERT workmanship in every de- 
tail insures perfect fit and years of 
satisfactory service. 

EVERY Admiral watch bracelet is 
critically inspected by competent 
inspectors using comparator device 
that magnifies bracelet many times 
and spotlights most minute 
deviations. 

INNER construction is double- 


checked via the most exacting tests. 


No other comparably priced a 
watch bracelet can make ee countless hundreds of shonaands of wearers. 


these four statements ! -_ Regardless of price, none better made. 


The ADMIRAL line is your “line of least resistance!” 


Mid- Western Seprarenist' ye: Ask Your Wholesaler or Jobber 
Irving Seltz, 29 E. Madison St., Chicago, Ill. : ‘ 


Pacific Coast Representative: 


Murray Silverman . Associates, 707 S. Broadway, Los Angeles, Calif. M. F. G. WATCH BAND COMPAN i, INC. 


Eastern Representative: 
George Barr, 98 Canal Street, New York City 
98 CANAL STREET, NEW YORK CITY 


Southern Representative: 








' 
HAMILTON BEACH 
Food Mixer 


Of all food mixers, Hamilton Beach 
is easiest to use. Most women will 
be happiest with the one that’s 
easiest to handle. That makes it 
easiest to sell. It’s a quality brand, 
a gift that’s given with pride—one 
you will sell with confidence. You 
know it stays sold. Hamilton Beach 
is in top demand. So you’re pro- 
tected against loss from excessive 
post-Christmas exchanges. Best of 
all, Hamilton Beach pays you top 
profits—a robust 38.18%! With 
Hamilton Beach, your gift-buying 
customers get the best value—you 
make the most money. And you 
can count on plenty of Hamilton 
Beach Christmas promotion to 
bring those customers in! 








Hang up record Christmas Sales with 
these two great HAMILTON BEACH gifts! 


HAMILTON BEACH 
ixette 


A proved best-seller all year around that’s sure to be a 
standout during the Christmas season! In its smart black 
and silver gift box, Mixette is a gift-item natural. And 
what power! Mixes everything—in any bowl or pan 
Quality Hamilton Beach motor has full power, long life. 
Hangs on wall or fits in a drawer. It’s the only 3-speed 
portable with one-hand operation. Broadens your gift 
market, helps you sell the $17.75 people. In price, in 
performance, in smart packaging—and backed with hard- 
hitting promotion—Mixette is loaded with gift-appeal! 


HAMILTON BEACH 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 





Hamilton Beach Food Mixer Pays Top Profit... 38.18%! 
94,032,513 Ads Sell Hamilton Beach Products This Fall! 
63 


FOR NOVEMBER, 1950 








Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with 
beautiful colors of velvets. 





Write for catalogue and information on addi- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 
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428BR—(6x8”) 17 Jewel 
Rolled Gold Plate Top, 
Steel Back, High Crys- 
tal with matching Gold 
Filled Expansion brace- 
let (Also available in 
white) ..........$31.90 
4283BR/7 — Same as 
above in 7 Jewel $26.50 


"Hyde Park watches 
are quality 'made 
even though very 
reasonably priced 
You get more when 
you buy, give more 
when you sell a Hyde 
Park. Experience of , 
past years have un- 
questionably proven 
"Hyde Park" de- 
pendable time- 
keepers. 


PRICES SUBJECT TO CHANGE 
WITHOUT NOTICE 


a 


CONTACT YOUR WHOLESALER 





308BR—(6x8”) 17 Jewel 14K Dome Crys- 
tal with matching Gold Filled Expansion 
Bracelet 


| - Every “Hyde Park" 
watch is thoroughly 
checked with the lat- 
est electrical devices 


before leaving the 
factory. "Hyde Park" 
have only experi- 
enced hands in every 
branch of production 
and distribution. 


PRICES SUBJECT TO CHANGE 
WITHOUT NOTICE 


ALL PRICES KEYSTONE 


CONTACT YOUR WHOLESALER 


269 INC,.—(5”) 17 Jewel. 14K, Dans 
Crystal, INCABLOC ..........$44.70 
69—Same as above. ‘without, gees 
BLOC feature . 


892 — (8%”) 17 Jewel Rollel Gold 
Plate Top Steel Back Sweep Second. 
$30.50 
892/7—-Same as above in 7 Jewel ' 
$25.20 


410SS—(6x8”) 17 Jewel Rolled Gold 
Plate Top Steel Back, Dome Crystal, 
sweep second 


409SS—(6x8”) 17 Jewel Rolled Gold 
Plate Top Steel Back, Dome Crystal, 
Sweep Second ivclcs csc. OOOO 


2068KH — (8%”) 17 Jewel, Chrome, 
Steel Back, sweep second Service 
Watch, Water Repellent, | Sports, 
Nurses, ete. .. 5 
2068FHST — Same as above in oo 
Steel Case ee ey 


887/7—(8%”) '7 “Jewel Rolled Gold 
Plate Top Steel Back, Dome Crystal, 
Sweep Second $26.50 





2087FG — 17 aon ok Automatic , Mees ice 
Watch, Gold Filled Top, Back, 
Sweep Second, Radium Dial, INCABLOG. 


Water Repellent ..... 
eo as above in All aes 


»><eene 


SO6TFH Same. as ‘above but ata Chrome 
Top, Steel Back Core.............$46.50 


OEMS EY 





2053DRH — (8%”) #17 Jewel Service 
Watch, Rolled Gold Plate Top, Steel 
Back, Sweep Second, INCABLOC, Water 
FROPOIIGHE i ok cis toe rican cies cics S406 





896—(8%”) 17 Jewel Rolled Gold Plate 
Top Steel Back, Dome Crystal... .$27.90 
896/7—-Same as above in 7 Jewel. .$22.50 
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$08—(8%”) 17 Jewel Rolled Gold Plate 
Top Steel Back, Dome Crystal. ...$27.90 
808/7—Same as above in 7 Jewel. .$22.50 
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897—(8%”) 17 Jewel Rolled Gold Plate 
Top, Steel Back, Dome Crystal... .$27.90 
897/7—Same as above in 7 Jewel. .$22.50 


ee eh ceatint 


*@e?4 


SBBELeeeeseee 


8008—(9%4”) 17 Jewel Dress Automatic 
10K Gold Filled, Sweep Second, INCA- 
Re ic hbk shakes 0b cc Wa ccc ins OOO®W 
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804BR — (8%”) 17 Jewel Rolled Gold 
Plate Top Steel Back, Dome Crystal, with 
Gold Filled Expansion Bracelet. ..$33.30 
804BR/7—Same as above in 7 Jewel 
$28.00 


are bea yled. 
in beautiful 








11007—(17”) 17 Jewel Ultra Thin Pocket 
Watch, Nickel Chrome Case......$26.50 


895BR — (8%”) 17 Jewel Rolled Gold | 4 A he om Ht te 
Plate Top, Steel Back, Fancy Crystal, | 4 | 
with matching Gold Filled Expansion 
ER nccnceecenveonsennesee soe 
895BR/7—Same as above in 7 Jewel 
$26.20 
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10905—(8%”) 17 Jewel 10K Gold Filled 
$35 
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10841 — (8%%”) 17 Jewel 14K, Dome 
GIRS owe be wane socks a vbvcddiis i eee 
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2048FHST—17 Jewel Service Watch, All 
Steel Case, Sweep Second, Radium Dial, 
os , ee INCABLOC, Water Repellent ....$34.50 
p Rete bd SW “ “Gt  ROSSEG—Same as above with Gold Filled 
Top, Steel Back Case............. ; 
2048FH — Same as 2048FHST but with 
Chrome Top, Steel Back Case... .$31.85 


So 3 2 peas 
Meh dacdeedaatdade | 
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2099FH—17 Jewel Service, Water Repel- 
Int Chronograph, Chrome ‘Top, Steel 
Back, Radium Dial, INCABLOC. .$52.70 
2090 FH—17 Jewel Chronograph, Chrome 
Top, Steel Back, Radium Dial....$44.70 
Z090FHST —Same as 2090FH but All 
BteeGl Case 2a cccccicnkind bc 00600 cu ete 


CONTACT YOUR WHOLESALER 











Latest WED-LOK* Diamond Ring Series by Granat 










The Exciting Style ea 
That’s Exciting Sales! = 25 


( hi blithe new design is causing a big stir everywhere! 
Young couples recognize their rings immediately in Flair’s singing lines 
of youth and grace ...and are convinced by the unique advantages and high Granat 


quality of Wed-Lok*. The patented, marvelously simple Multi-Grip Lock, which 





protects and enhances the beauty of Flair, is instantly locked and unlocked, lastingly 
secure, and guaranteed for the life of the rings. Flair design is available in 5 bridal 
ensembles with Granat Tempered Mountings* (not cast) of white or natural gold, 
retail priced from $150 to $450 the set. Matching grooms’ rings, plain or 

diamond-set. Prices include Federal tax. For your share of Flair excitement, send 


now for specially prepared mats, yours without charge. 


GROOMS’ RINGS 





The WED-LOK* Multi-Grip Lock 


eet” GRANAT 


There’s nothing to lose, ar, 
Vey Menifactiting Company 


ft 
WV They \ 114 GEARY STREET 
r 


Lock Togethe SAN FRANCISCO 8, CALIFORNIA 
IN 2 PLACES 





break off, or wear through Pia 
in the Wed-Lok locking de- AY = 


vice. It needs no gadgets, 








attachments, or tools. The 
Multi-Grip Lockis so soundly, 
practically designed it’s guer- 


anteed forthe life of the rings. 


*TRADEMARK REG. U. S. PAT. OFF. * FLAIR REG. APPLIED FOR 
Fl WED-LOK RINGS ARE PROTECTED BY U.S. PATENTS. 
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DIAMOND-SET EMBLEMS 


YOUR WHOLESALER CAN 
GET THEM FOR YOU FROM. 
1.&R.BY RETURN MAIL FOR. 
IMPORTANT HOLIDAY SALES. 
WE HAVE THEM IN STOCK. | 


teil eae ag. -TODAY/ 


etl 


en seas 


IRON S & » RUSSE LL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 
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=190-14/12 synthetic ruby in 


massive mounting $14.85 


=220-12/10 synthetic ruby in 
heavy mounting $7.90 


=302-12/10 synthetic ruby in 
massive mounting $12.70 


a : D. +=311-12/10 synthetic ruby in 
heavy mounting $7.90 


=334'2 fiery zircon set in 
genuine onyx, onyx sides 


$15.90 


=336 fiery zircon set in re- 
constructed ruby, ruby sides 


$18.35 
. G. =363-12/10 reconstructed 


ruby in nine weight mounting 


$6.90 


9H. =414-12/10 ruby sun ray 
masonic, heavy mounting 


$12.55 


=415-16/12 genuine onyx 
gold initial $8.00 


=416-16/12 genuine onyx, 
set with genuine diamond 


$9.25 


=419-14/12 genuine onyx, 
large genuine diamond $14.30 


M. +422-16/12 genuine onyx, 
genuine diamond, gold initia! 


$14.95 


M.' N. +1177 heavy mounting, 10/8 
? synthetic birthstones $5.25 


4 : O. +1202 massive mounting, al! 
oS a ap... bs oR 19 WILLIAM STREET synthetic birthstones $11.50 
hx Fy i 7 

<a a Re 
lay ae, 


uy ny % NEWARK 2, N. J. $ P. +1206 pear shaped synthetic 
oO 5 d'\ 4 . 
iil_<4“7g 


7 ruby, nice mounting with zir- 


freely... returns promptly credited “sayy $10.25 


‘ 
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rounded with whole cultured 


\ A\\ 4 Q. =1209 genuine stones, sur- 
Vv a ry 
| “a peorts $10.60 


R. +1216 pin wheel design, set 
with cultured pearls and colored 


stones . $15.00 


EBL GI Baten orb at obs 


=1217'2-10/8 synthetic birth- 
stones, set with two genuine 


diamonds $7.45 


LOR ise Ga Ae pe KO BAERS TE 


LEAP ALAEA LALA E RENAE TAS 


=1232-14/12 oval ruby East- 
ern Star $8.60 


=1233-14/10 onyx Eastern 
Star $7.55 


=1235-12/10 oval synthetic 
birthstones, heavy mounting 


$6.55 


“ey W. +1236 synthetic birthstones in 
heart shape $5.50 

re 
¢ X. +1240 new shapes in syn- 
thetic stones, beautifully cut 


$6.60 


1 =2002'2-10/8'2 synthetic 
, misses ring $3.40 





SALESMEN MIDWEST, SOUTH, SOUTHWEST TERRITORY OPEN FOR 1951. 4 


FOR NOVEMBER, 1950 
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GS HRISTMAS 


W0-0 


All three ... pretty as can be... in 
golden and silvered mesh — 


A graceful pouch bag that swings 
from a dainty bracelet chain... 


A cigarette case that closes with a 


dainty zipper... 


A sliver slim wallet lined in mid- 
night black satin... 


Display this holiday gift trio together to 
remind your customers that a Whiting 





& Davis gift is as exciting and wonder- 
ful as Christmas itself! Whiting & 
Davis Co., Inc., Plainville, Mass. 


‘ WHITING 


YOUR WHOLESALER IS WAITING E 
FOR YOUR ORDER / a f= hand, 


OR REORDER | A 1) A\ S with fashion 


TODAY 


THE JEWELERS’ CIRCULAR-KEYSTONE 








. 
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SPECIAL 


DEAL 


—68 
BRACELETS 
& TRAY 


assorted for boys, 
girls, men, women 


Your Cost 
fe 77 


Suggested Retail 
Selling Price 
$71.15 T.1. 











STERLING SILVER with Rhodium Finish 


Heavily Made * Hand Tooled ° Finely Polished * Fully Guaranteed 


all persons, for any occasion. You can’t get better 


Elco makes it easy for you to sell Idents to the 
Idents than “‘Elco’’. And with this Special Deal 


entire family. Get this Special Deal, including 
bracelets of all sizes and push Idents as gifts for 


See Your Wholesaler 
MILGLO JEWELRY COMPANY 


302 Fifth Avenue, New York I, N. Y. 
Chicago: Harold Charmack, 36 South State St., Chicago, Ill. Pacific Coast: Max J. Newman, 57 Post St., San Francisco, Calif. 


you're sure of extra profits. 
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SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
WATCHES 


NATIONALLY 
ACCEPTED 


LATHIN WATCH COMPANY 


580 FIFTH AVENUE + NEW YORK 19, N_Y. 


( CATALOGUE SENT UPON REQUEST | 
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HARD COMPACT 
LAYER OF 
KARAT GOLD 
























In the fast-moving, popularly-priced field of jewelry, Gold Filled merchandise truly represents 
the “Cream of the Crop”. 

Customers say so themselves*. Men and women ... in all age groups... in all parts of the 
country... have actually voted Gold Filled the unquestionable leader for quality in jewelry that 


sells to the masses. 
Such confidence in Gold Filled ... such acceptance for Gold Filled merchandise . . . has been 


justly earned. Made the “Old Sheffield” way ... by bonding a layer of Karat gold to a strong 
supporting base and then rolling the combination under tons of pressure . . . Gold Filled gives 


jewelry a rich, permanent beauty that no other metal can equal at its price. 
Naturally, the jewelry store that stocks and sells the “Cream of the Crop” gets the cream of 


the trade ... the — number of steady, satisfied customers. 


*Send for a copy of our booklet “What Do People Think?” 


Research Division of 


GOLD FILLED & ROLLED GOLD PLATE Mfrs. 


PROVIDENCE 7, RHODE ISLAND 


Quality is guaranteed under the terms of Commercial Standard CS 47-34 as issued 
by the United States Department of Commerce and approved 
by the American Standards Association 
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COmrtcETecry BD t.PEN OA DS I 


4 


presenting a superb 
selection of 
novelty 
gift watches 


IIlustrations: Actual Size 


Bandbox on Chain Bracelet 
Lift the lid to see the time 


Book of the Hours Pendant 


(Shown closed and open) 


a ce "a 
S< Replica of Early Victorian Clock 


Multi-colored enamel 


CRAWFORD WATCH CORP. 550 Fifth Avenue, New York 19, N. Y. 
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PFEILRING 
SOLIMCEN 


AVAILABLE FOR THE 
FIRST TIME IN 
5 YEARS! 



















Famous, imported - 
“PFEILRING-SOLINGEN WARE” 


made of the world’s finest steel 















F. O. Merz again offers SOLINGEN 
steelware ... unusual, hard-to-get 


feature items you need for the holi- 
day trade. 
Each set comes in zippered case - 






of top grain cowhide with smooth 
calf-skin finish. Colors are red, 
brown, blonde. Gold-lined ee 
chrome jigger cup sets 
come in brown or blonde 
moulded leather cases. 






AALKSAIALD elgg 
Ed RNR LOAD pe ROR 
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», 


R, 
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F.0. MERZ & CO. 


104-6 N. 63rd ST., PHILADELPHIA 39, PA. 











QUALITY 
Permanent Sample Rooms 


| LD 225 FIFTH AVE.,N.Y. 10,N.Y. * 101 TREMONT ST., BOSTON, MASS. 
_ - _ F a 2701 PONCE DE LEON BLVD., CORAL GABLES 34, FLA. 
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SALESMEN WANTED 


Opportunity to Become 
Member of Firm 


Nationally-known Manufacturer has opening for 
three top-notch salesmen to sell retail jewelers on the 


Pacific Coast, in the Southwest and in New England. 
Our line includes Ladies’ and Men’s Diamond Ring 


Rings, Diamond Fancy Ring's, Diamond Platinum 
Lapel Emblems, Diamond Scarf-Pins, Diamond 
Earrings, Diamond Platinum Watches, Gold and 
Platinum Watch Attachments. Manufacturers of 
Exclusive Designed Rings for over a quarter of 


a century. 


All correspondence will be held in 


strictest confidence. 





BOX 'A., 686" 


Jewelers Circular Keystone 


100 E. 42nd St. New York 17, N. Y. 


| 
An exceptional opportunity for the right men. 
| 


Mountings in Gold and Platinum, Diamond Bunch 
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6 top-calibre SALESMEN 


to represent the 


BENRUS WATCH COMPANY 


in territories East of the Rockies 








If you’ve successfully sold a leading line of 

watches or jewelry ...if your sales have earned you from 
$25,000-$50,000 a year...this is your Opportunity 

of a Lifetime to represent one of America’s 

most advertised watches—with a complete line offering 
the best average mark-up to retail jewelers—in prime 
markets of the U.S.A. from Denver east. 

Reply by letter only stating fully your experience, 


territories covered and earnings, to: 


S. RALPH LAZARUS, BENRUS WATCH Co. INC. 


200 Hudson Street, New York 13, N. Y. 


FOR NOVEMBER, 1950 17 


















LUCIEN PICCARD more than just 


fine watches... they’re masterpieces 
of the jeweler’s art! 


lrrestible Line of Fashion Firsts 
With the Touch of Genius that Attracts 
Customers and Builds Profits 


Lucien Piccard, world famous for precision made watches since 1837, presents with pride a new 
series of ladies watches, sculptured in high-fashion, individualized designs in 14K gold and 
colored stones—all with fully guaranteed 17 jewel Lucien Piccard movements. 


Their beauty is beyond compare . . . nobody, but nobody, has anything like them! 
They’‘ll stand out like a beacon in your store windows and newspaper advertising — attracting 
customers to your store. Here is a real opportunity to build prestige and profits on a line of 
fine watches that is DIFFERENT... DISTINGUISHED . . . DEPENDABLE. 


SPECIALLY PREPARED, COMPLETE ADVERTISING MAT SERVICE FURNISHED WITHOUT CHARGE. 
LUCIEN PICCARD WATCHES ARE AVAILABLE TO SELECT JEWELERS ONLY. INFORMATION 


ee AND PRICES FURNISHED ON REQUEST. 







A PLACE VENDOME — Encircled in Glim- G RUE DE LA PAIX — Distinctively Styled 
mering Golden Swirls, this Exquisite 14K Circular Watch, Prong-poised in Glam- 
Watch with Dainty High Crystal. orous Simplicity. 14K Gold with Dome 

Crystal. 


B L'OPERA-—Indisputably Grand! Magnifi- 
cent Filigree Framed Watch in 14K Gold 
with Stunning High Crystal. 


H CHAMPS ELYSEES — Incomparably Ele- 
gant 14K Gold Watch, Glamorous Sun- 
burst Design, with Fashionable, High 
Crystal. 


J RUE DE RIVOLI — Magnificent Golden 
Columns Effectively Accent the Alluringly 
Svelte Lines of this Stunning 14K Watch 


C VERSAILLES—Sparkling Precious Stones 
Extravagantly Clustered on this Magnifi- 
cent 14K Gold Watch enhanced by two 
Large, Lustrous, Cultured Pearls. Exquisite 


14K Gold Filigree Buckle. with its Handsome Raised Crystal. 
K CELESTE—A Golden Tracery of Delicate 
D CAPRICE—Fabulous Fashion-Flower Art- Petals on this Exitingly New 14K Gold 
fully Wrought in 14K Gold with Elegant Watch with Lovely High Crystal. 
High Crystal. 

E FONTAINEBLEAU—Eleven Large, Allur- L RIVIERA—A Honeycomb of Golden Fili- 
ing, Cultured Pearls, Enriched with the gree Forms the Fabulous Frame of this 
Precious Glow of Brilliant Sapphires, En- 14K Gold Watch with High Crystal. 
circle this Superb 14K Gold Watch. High 
Crystal. 

M BEAUX ARTS — Lustrous Blue Enamel 
F LA CONCORDE — An irresistibly Lovely Accents the Graceful Golden Swirl En- 
14K Gold Watch in a Graceful, Sculp- circling this Exquisite 14K Watch. Beauti- 
tured pon with Fashionable Raised ful High Crystal. 
Crystal. 


precision made since 1837 


Huo | 








fashion firsts of today 


Yy 
precious heirlooms of tomorrow 


A. BLUMSTEIN Inc. Wanufacturing Jewelers 


EXCLUSIVE IMPORTERS AND DISTRIBUTORS OF LUCIEN PICCARD WATCHES 


37 West 47th Street, New York 19, N. Y. 
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\ Will tarnishproof Pacific silver rolls 
increase business on place settings ? 


¢ Place setting rolls ina = my cs. Only Pacific Silver Cloth rolls positively prevent 


6 and 8 pieces. Rolls for tarnish because the fabric is impregnated with silver 
S ' | 
Holloware bags 


satan, 5, ane 52. particles that attract and hold tarnish-causing chemi- 
C] th from 2 x 4 to 26 x 36. 


cals from the air. When flatware purchases are spaced, it’s 
important that the first place setting look as bright as the last. 
Pacific Silver Cloth rolls keep silver so lustrous 

itive| 
Where can | get them? 


without effort that budget buyers are delighted, 
farnis 3 eee 























How can Pacific Silver Cloth bags 
make more holloware sales? 


Sell holloware as an investment... it grows 
lovelier with use. Meet the objection Saw 
stant polishing by offering a Pacific Silver Cloth 
bag, zippered or drawstring style, to suit the lines of 
the pieces. When customers discover how easy it is to 
P keep holloware gleaming by using Pacific Silver Cloth bags, 

youre bound to do repeat business. So-called anti-tarnish 

flannels soon become useless—many actually invite tarnish. 
Pacific Silver Cloth protects silver for a lifetime. 











To order, custom bags .. sities 


add to their silver as rapidly as they can. 

Many silverware manufacturers supply 
Pacific Silver Cloth rolls and bags as part of 
their service because of its unique tarnish- 
preventing ability. There 1s no other cloth on the 
market like it. The few additional cents it costs are 
more than repaid by satisfied customers who stay 
“sold” on silver. If you have not been getting Pacific Silver 
Cloth rolls, ask your silverware or jewelry supply salesmen to 


supply them. Every item made of genuine Pacific Silver Cloth 
is labeled for your protection. 


Silver courtesy The Gorham Co. 


oe 

















ue PACIFIC MILLS, Dept. R-11 | 
: 214 Church Street, New York 13, N. Y. 
Gentlemen: I am interested in wraps__, chests__, hollow ware 
bags__., place-setting rolls__, packets__, made with Pacific | 
COMPARE THESE SPOONS FOR TARNISH! [ Silver Cloth. Send me names of sources of supply and descrip- 
Unretouched photos* by U. S. Testing Co., Inc. tive literature. | 
Spoon “A” wrapped in ordinary “anti-tarnish” cloth ; 
accumulated heavy tarnish during test. Spoon “B,” | 
protected by Pacific Silver Cloth, retained its original i —ame 
sparkle and luster under the same conditions. Positio Dept | 
*Test #18035, March 23, 1950 i 
ts PACIHIC Silver Cloth | = , 
Street address 
Its WIver Cloth | + ) 





MADE BY PACIFIC MILLS...WEAVERS OF City Zone State 
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No. 1613... For Men 
.. 1/10-12K Gold Filled 
VARA ome -Vehiclaslohalamm Olalha a 
Tolle] am dalek wan .¢-tiell Mm aala- 


= | 49S Tax 


Halaitiel-te| 


patented, 4- wey) spbteushioned 


No. 1313... For Men “gw 
... 1/10-12K Gold Filled , 

with Automatic Univer- 

elle) am dalek wan. <-ticll i aala- 


S 95 Tax 
14 Included 


UNITE TO PRODUCE THE WORLD'S NEWEST...FINEST EXPANSION BRACELET 





STRETCHES 4 WAYS FOR COMFORT ALWAYS! 


cOLD THROUGH 
AUTHORIZED 









roRrS ONLY | 


*T. M. Pat. Pending 








Trade Mark 







o. 1513 . For Men 

ast: 12K Gold Filled 
with Automatic Univer- 
Yelle) am dalek wan (-ticll Me gale 


95 Tax 
+1 a alaitiel-te. 


N 


4 with the new 


Spring Action 


o. 1413... For Men 
...1/10-12K Gold Filled 
with Automatic Univer- 
Yelle) am dalol Mam ¢-tiell Mm aata 


| 495 Tax 


Talaitiel-te, 








The Greatest Achievement in Watch Bracelets Since 
the Inception of Flexible-type Bands WITH THE SEN- 
SATIONAL NEW, AUTOMATIC UNIVERSALOK* ENDS 


The dramatic name tells a dramatic story... QUADRA- 
FLEX—FOUR WAY SUPER-CUSHIONED SPRING ACTION! 
Here then, is a product not merely just as good, or twice as. 
good ... but four times as good! Here is a product that is truly 
in a class by itself... so far superior to anything else in the 
field that there is simply no contest! And this is no hidden 
virtue or advantage ... it is right out in the open, right where 
your customers can see and appreciate its vast superiority! 
What a magnificent bracelet... what a magnificent sales 
opportunity! GET IN ON IT! PROFIT BY IT AT REGULAR 
JEWELER’S MARK-UP! | 










MAKERS OF FAMOUS APEX WATCH CASES . 
OLD TRACK ROAD, GREENWICH, CONN. 


CCESSORIES[CO.,/{INC. 


ST = — 25 APE 


. eae: ae ipmnesncane = . x 8 
. , ' s =o P 
a =o i : — se rim we 
U a é r~ ~ e an 2 
p 4 & €s f rt 5 i aa - 7 7 zy * 
eee ne NR A NE Am a me 


-— 














THE JEWELERS’ CIRCULAR-KEYSTONE 





BD Bc a fi es rs 


re 








GRAND OPENING can 


115 South 8th Street 
On or About November [5th of Riker on Oty See 









and make short cut to 


Our New Enlarged 


STORE 


With Separate Entrances 


731 SANSOM STREET 


and 115 SOUTH 8TH STREET 
PHILADELPHIA 


Sansom Street 








Entrance 


731 Sansom Street 


«<—Leave via Sansom Street 
or vice-versa DIV.NC)-0.N. a @) mg 1@) 4 OO): PLAN 





e ° e * * 
Wholesale Distributors of Following Quality Lines 
Acme Ring Mfg. Co. Leo Glass & Co., Inc. Shiman Mfg. Co. 
American Beauty R. L. Griffith & Son Co. E. Singer 
American Jewelry Chain Co. Hacking & Schleicher, Inc. Sterm Mfg. Co. 
Apex Accessories The Hadley Company J. F. Sturdy's Sons Co. 
Astor Jewelry Company Harvey & Otis, Inc. U. S. Time Corp. 
Atlantic Jewelry Co. Walter E. Hayward Co. Van Dell Corp. 
Attlee Leather Craft Heller & Co., Inc. Vance Jewelry Mfg. Co., Inc. 
Aristo Import Co. L. Heller & Son, Inc. Web Jewelry Mfg. Co. 
Automatic Chain Co. B. F. Hirsch, Inc. Zippo Manufacturing Co. 
B. A. Ballou & Co. E. Ingraham Co. 
Bal-Ron Company Invicta-Seeland, Inc. MATERIAL DISTRIBUTORS 
H. F. Barrows Co. lrons & Russell Co. 
Barasso & Blasi, Inc. J. M. S. Jewelry Mfg. Co. B. B. Crystal Corp. 
Briggs, Bates & Bacon Co. Jacoby-Bender, Inc. Benrus Watch Co. 
Bugbee & Niles Co. Janice Mfg. Co. Bulova Watch Co. 
Catamore Jewelry Co. LeStage Mfg. Co. W. R. Cobb Co. 
Cheever-Tweedy & Co. Marathon Co. Cowen Bros. 
The Craft Co., Inc. Marner Jewelry Co. Dennison Mfg. Co. 
Cranston Jewelry Co. Marvella Pearls, Inc. Elgin National Watch Co. 
Dexter Mfg. Co. Milglo Jewelry Co. Geo. H. Fuller & Son Co. 
Duane A. Micallef & Co. Germanow-Simon Machine Co. 
Empire Hollowware Co. National Silver Co. Gruen Watch Co. 
Eversharp, Inc. Pitman & Keeler, Inc. Hamilton Watch Co. 
Finberg Mfg. Co. L. S. Peterson Co. Hammel, Riglander & Co., Inc. 
J. M. Fisher Co. Reibling-Lewis Co. L & R. Manufacturing Co. 
Forstner Chain Corp. Remington Rand Shaver Co. M. J. Lampert & Sons, Inc. 
Foster Metal Products, Inc. Ripley & Gowen Co. Longines-Wittnauer Watch Co. 
French Jewelry Co., Inc. F. B. Rogers Silver Co. Newall Mfg. Co. 
Gemex Company J. D. Schlang Co. F. H. Noble & Co. 
General Electric Co.—(Clocks) Sheffield, Inc. Waltham Watch Co. 
116 years in business ° Write for our new 1951 Calendar 


WILLIAM S. WAPLES 


Wholesale Jewelers 


Watchmakers' and Jewelers’ Tools, Material, Findings 
731 SANSOM STREET ° PHILADELPHIA ° 115 SOUTH 8TH STREET 








FOR NOVEMBER, 1950 8] 








“>>,- 

- <— a 
> - " 
— 

Fe 
- - 


a5 


?« 


Ma 





SET THE DATE RIGHT ON 
YOUR WRIST BAND OR STRAP 
WITH A SIMPLE TURN OF 
YOUR FINGER-TIPS! Our pat- 
ented Ladies’ and Men’s Calendar 
Jewelry are inexpensive and can be 
attached to any wrist watch band 
or strap. Available in Nickel and 
Yellow Gold plating. Attractively 
and conveniently set in display 
folders of 12 straps. Wholesale 
Only. 





x 


Our stainless Ladies’ and Mens ex- 
pansion bands are designed in 2 
stvles: all stainless and stainless 
back with gold plated top. All bands 
are stamped stainless and guaran- 
teed for quality of material and 
workmanship. Displayed—6 bands 
on a card. Wholesale Only. 
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SALES AGENTS 


MAURICE WEISS 
6607 Market St. 
San Francisco 51, Calif. 


& Sa 


Our straps are made of the finest selected 
leathers. All edges hand-rolled and nylon C. M. PHILLIPS 
stitched with removable buckles to assure last- 4145 Hawthorne Ave. 


ing wear an satisfaction. Dallas, 4, Texas 
MURRAY GOBER 


STRAP THE WORLD, Inc. | “47 Stomy Island Ave 


6141 BROADWAY NEW YORK 12, N. Y. 
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W! boost your clock sales [7p up 


with ths NEW FREE DISPLAY 



















DRAMATIZES THE SENSATIONAL 
“SEE-THRU” FEATURE OF THE CLOCK. Shoppers 


stop to figure out “how it works’’ — wind 


“Ae ee 
Se See 





up at the sales counter, ready to buy. { — : 








THREE-DIMENSIONAL! Ultra-modern design 
and eye-catching colors draw heavy traffic . . . 


stir up big interest, big sales! 


every prospect. In your window, it has Jer lersug 
sure-fire sales appeal. An irresistible display : ‘ Adjfir~h 
| % 4. line £ 


wherever you feature it. | Pan, é 
Ee lectr It clock a Cee 


BIG BUSINESS BOOSTER! The more you display the 
“Golden Hour” clock, the more sales you 


; register. Start using your FREE DISPLAY right : 
away and see your sales skyrocket! t FER EE 
ready now... 























KY) | day! 
A beautiful three-dimensional display that’s / Sp ay C0 ay ” 
all set to boost your sales of the Jefferson 
Golden Hour Electric Clock sky high! P ' 
Just place it in your window or on your counter. : ——" : 
| The amazing “see-thru”’ display does C1 | am a “Golden Hour” dealer. Send me a FREE ' 
; ; f DISPLAY today. 
: everything but punch the —— for _ f | want to cash in on a good thing. Have my wholesaler 
To put this super salesman to work for : contact me about the “Golden Hour” Electric Clock. 
you right away, mail the coupon for your FREE 1 NAME 1 
“Golden Hour’ DISPLAY. It’s sales dynamite! i 5 
P ADDRESS atniontiniittie: 
+ H city ZONE STATE 
e €rson ectric 0. oo 8 mew ween] : 
Bellwood, Illinois — ee oo oo B. 
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in LIFE and LOO 
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advertising 


than any other 


ring advertising! 
Jewelers are the first to agree with us that 


frequent advertising to the two largest 


That’s right... every 9 days 





magazine audiences of all pays off. 


47,000,000 readers of the two most Increased sales and profits reflect the 
fact that LIFE and LOOK reach more of their 


widely read magazines are reminded 
customers than any other magazine. 


of the Artcarved 100th-Anniversary 
And they know, too—because they’re good 


alues you carry! 
v a y salesmen themselves—that only constant 


reminders will help customers know ... and 





<< cS a prefer . . . the diamond rings they ofler. 
md Only one brand of diamond rings—Aricarved 





—offers you planned advertising 
support appearing in either of these great 
magazines every 9 days this fall! 


Dae ee 


yD , \ Take advantage of it now! Let it go to 


work increasing trafiic—and business—in 


your store! Send for your Artcarved 


representative today! 
o> « & mie Ff 
> . 4 5 % 


% % , . \ a i 
: SESS é ? : ° na ’ cs ae 
& £& i anes — 
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“a Artcarved 





J. R. WOOD & SONS, INC. 
Makers of 


Artcarved and WOODCREST* 


diamond rings 


*TRADE MARKS REG. 216 East 45th Street, New York 17, New York 
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DIAMOND DIGEST 


BUYING STANDARDIZED DIAMONDS 
Part One 





Diamond cutters and importers have 
many different types of customers. 
There are jobbers or wholesalers with 
large outlets for diamonds; smaller 
wholesalers who do a less extensive 
business. Some retailers specialize 
in large diamond pieces and stones; 
others, catering to the masses, doa 
big, progressive credit business. 
Still other retailers concentrate on 
promotional sales featuring low priced 
merchandise; some use better grade 
stones. 


Many of these wholesalers and re— 
tailers purchase their diamonds from 
Arnstein Bros. & Co. because, aside 
from other reasons, they know they can 
obtain quicker turnover and bigger 
profits by handling our standardized 
diamonds. 


Standardizing diamonds is a compara-— 
tively new procedure in merchandising. 
Twenty years ago, most merchants 
bought mixed lots of stones, some of 
which were later found to be unsuit-— 
able for their type of trade. This 
procedure tied up considerable capital 
in slow-moving merchandise. 


Today, this is unnecessary. Arn- 
stein Bros. & Co.'s experts grade 
their diamonds so closely that any 
merchant can purchase the exact stones 
he wants at the very time he requires 
them. As a result, his inventory is 
not burdened with unneeded qualities 
and sizes, and some of his capital is 
freed for other purposes. 


Of course, the majority of success— 
ful merchants, particularly those who 
sell to the masses, prefer advance 
buying for each three months' period. 
They gauge their requirements by ex- 
amining their sales for the same quar-— 
ter of several previous years. In 
this way, they exercise complete con- 
trol over their inventory, by limiting 
Or increasing their purchase of cer- 
tain sizes and qualities. 


Furthermore, when merchants draw 
upon the large Arnstein stock, they 
know that they are obtaining the exact 
grade and quality of diamonds they 
ordered at the lowest possible prices. 





(Part Two on Standardized Diamonds will 
appear in the next Diamond Digest.) 


ina Livi. Ubu. b Cn. 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELERS'* 


‘I. always have great admiration 
for those who are physically 
handicapped, yet overcome their dis- 
ability in some way. We also think 
that the recent campaign to hire the 
handicapped was a fine thing and 
hope that it did a lot of good. One 
story that passed across our desk in- 
terested us immensely: Curtis John- 
son, former carpenter; present occu- 
pation: jeweler. 

In 1947, while Johnson was help- 
ing to raze a church in Georgia, a 
portion of the building suddenly let 
go and pinned Johnson and two fel- 
low workers beneath it. Johnson was 
paralyzed from the waist down. 

Despite the fact that he was given 
only a short time to live by doctors. 
the 33-year-old ex-carpenter refused 
to give up in face of months of hos- 
pitalization. Johnson’s determination 
finally won out and he was able to 
walk again with the aid of braces and 
a cane. 

After his ordeal, Johnson had to 
choose a new occupation and he 
picked watchmaking because he “al- 
ways liked to tinker with things.” He 
enrolled in a Macon watch repair 
school, but gave up after two weeks 
because he wanted to be home with 
his family. However, his fellow stu- 
dents encouraged him to continue 
with his studies at home and he is 
glad he took their advice, for now 
Johnson has been in business a year 
and his gleaming repair equipment 
is practically debt free. 

“There’s little worth writing about 
me,” Johnson says. “There are a loi 
of folks in worse shape than I am.” 
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HE Greeks have a word for it— 

the Swiss have a watch for it. This 
time it’s a golf recorder, a kind of 
pocket adding machine. You set the 
large hand of the recorder at the first 
hole and press the winding stem 
down for each stroke—supposedly. 
For each hole. the hand is moved to 
the next number and the score re- 
corded accordingly. A series of small 
windows show the individual scores 
for each hole and two red hands 
total up the score. It does not 
subtract. 


© © 
J ew Wall Street Journal reported 
that if you lose valuables down the 
plumbing, chances are you won't be 
able to deduct the loss from your 
taxable income as a “casualty.” 
“Losses caused by ‘fire, storms, 





Something to Think About 


NSTALMENT CREDIT 
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shipwrecks. or other casualty’ are 
deductible from taxable income,” the 
item read. “But the U. S. District 
Court in South Carolina quoting an 
earlier U. S. Tax Court decision says 
it’s not a deductible casualty unless a 
sudden destructive force intervenes 
to create it.” It denied a loss deduc- 
tion to a married couple who had ac- 
cidentally disposed of two valuable 
rings, wrapped in facial tissue, in a 
hotel bathroom and were unable to 
recover them from the plumbing. 

“The court conceded the loss was 
unintentional and unexpected. How- 
ever, it said it lacked the element of 
suddenness, and was caused by a 
chain of events without some sudden 
intervening force.” 


© © 

y eteremars there are only 1,036 

Indians left in Colorado, we hear 
that wampum is back in circulation 
in Denver. We knew something had to 
be done about our crippled old dol- 
lar, but not such extreme measures. 
Seawan, as wampum is sometimes 
called by its original users, was 
picked as a medium of exchange by 
two girls for their unique Barter 
Shop in that city. It works this way: 
vou bring in something that’s been 
gathering dust in your attic or base- 
ment for a long time and exchange it 
for a fistful of wampum. Then you 
take your wampum and exchange it 
in the Barter Shop for an article that 
someone else is tired of. You take 
it home where it will no doubt hang 
around until somebody figures out 
another way of getting rid of junk. 


Of course. the landlord and the 
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VOLUME on 1847 Rogers Bros. big sets has 
more than doubled in a year’s time. And 
sales on this complete 103-pc. set will soar 
when 30 million women see it in 14 leading 
national magazines this month! 


Remember, the bigger the set, the bigger 

your profits! And this complete 103-pc. set America's Finest Silverplate 
sells for $128.75! So, if you’re well-stocked, 

push it for Christmas. If not, order now for 

year-round bigger profits! 
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grocer of the two girls are still old- 
fashioned enough to want dollars, 
so they charge 12¢ on each wampum 
that is used in making a purchase. 
According to the girls, “Men seem 
completely baffled by the whole pro- 
cedure. Somehow, they don’t under- 
stand why trading is fun.” 

The wampum, by the way, are 
printed just like dollars and are 
counterfeit-proof. The latest quote on 
used baby carriages is 40 wampum. 


> © 
fE\HE New Yorker reported in its 
September 23 issue that a sign in 
the Woolworth window at 44th and 
Seventh Avenue in New York, read: 
“Latest Style Antique Rings.” 


> © 

ETTER of the Month : 

“Dear Sirs, Please accept this 
consience (sic) money for articles 
taken from your firm about fifteen 
years ago. I am sure this will cover 
the value. Thank ‘you.” 

A $20 and a $10 bill were enclosed. 
The jeweler who received this un- 
signed letter was pretty happy about it 
because his business had been pretty 
bad while they were paving the street 
in front of his store. You know how 




















long that takes. Only trouble is that 
it’s the jeweler’s peace of mind which 
bothers now—he can’t imagine who 
sent the money or what was taken. 
He never missed anything. 


© 

JY ASHIONS in jewelry from India: 

A friend of a friend of ours at- 
tended a dinner recently in honor of 
an emissary from a Maharaja. The 
guest of honor, attired in westerr- 
style evening clothes, wore a stiff shirt 
quite unlike any we have ever heard 
of. It was a button-down with two 
sparkling diamonds replacing the 
usual buttons! 

© © 

G eaemcricur jeweler Bill Savitt 

of Hartford, whose slogans have 
not confined themselves within the 
limits of the state, can turn just about 
anything into publicity for his store. 
When city diggers removed a section 
of the sidewalk in front of his store, 
Savitt nailed a sign on the side of one 
of the wooden horses blocking off the 
excavation, which read “Digging for 
Diamonds—Panning for Gold.” He 
even left a shovel handy for those 
who wanted to try their luck. 


The Hartford Times “Around the 





Isn't that cute? Playing Hopalong Cassidy! 
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Town” columnist reported, “Just in- 
side the plate glass window he had 
plenty of diamonds and gold on dis- 
play. He may not have scooped them 
from beneath the sidewalk, but for 
people with an appetite for carats he 
offered more POMG* in planking 
down a little ‘lettuce’ inside the store 
than scratching around for ‘fool’s 
gold’ outside.” (*Peace of Mind 
Guaranteed. ) 


© © 


AST month, we said in this col- 

umn that there are only eight 
women watch repairers in the U. S. 
However, A. Robert Taylor of Taylor 
& Taylor, Watchmakers and Jewelers 
in Show Low, Arizona, believes this 
figure to be too conservative. He has 
a right to his opinion, for his wife 
was the first woman to graduate from 
the Hardin College of Horology in 
1947. However, he admits that she is 
the only active woman watchmaker in 
his State. 


Following Mr. Taylor’s suggestion, 
we have set about compiling a list of 
women engaged in watch repair. We 
now have two: Lillian W. Taylor and 
Charlene Reese. In the mean time, 
you may have a name you'd like to 
add to our list. Just send it in. 


© © 
ANEW YORKER was on his way 


to a jeweler recently to have a 
$300 diamond set more securely in 
his ring when it fell out of his vest 
pocket and rolled into the slot of an 
abandoned street car track. He tele- 
phoned police headquarters and an 
emergency squad arrived within a 
few minutes, ripped up the track and 
restored the ring to the owner, who 
continued on his way to the jeweler. 


© © 
Q» Spanish customs we never 


knew about: In San Juan, Porto 
Rico, papa gives mama a gold span- 
gle bracelet for each wedding anni- 
versary. He does the same thing when 
a baby is born, and the baby’s name 
is engraved inside the bracelet. Our 
Caribbean correspondent reports see- 
ing as many as 30 bracelets on one 
woman’s arm. He didn’t ask how 
many represented babies and how 
many were for anniversaries. One ad- 
vantage of this custom is that it saves 
the husband from trying to think of 
something to buy his wife and if he 
has any imagination, he can always 
toss in something extra. 
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Exterior of J. Jessop and Sons of LaJolla, is painted a soft teal blue 
with white wrought iron trim. The signature sign is gold finish bronze. 


A Branch Store Designed toHarmonize 


When Jessop and Sons decided to start a branch operation in La Jolla, 


a suburb of San Diego, they carefully examined the architecture and 


living standards in order not to clash with the town’s character. 


by JOY KRAMER 


Two basic types of wall displays are 
used. The recessed shadow box shelves 
are painted the same teal blue tones 
of the wall. They have sliding doors 
and are framed with French Provincial 
detailed woodwork. The custom designed 
cabinets of applewood stand free of the 
wall. They are wired for illumination. 
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Hane’: a rule-of-thumb formula for re- 
tailers: 

The success or failure of a branch operation is in 
direct ratio to the degree of integration of the merchan- 
dising policies of the parent store with the established 
tastes and tendencies of the invaded community. 

In short, it’s a matter of “when in Rome, do as the 
Romans do.” Or, as J. Jessop and Sons of San Diego 
saw it, “When in La Jolla...” 

One of California’s most notable jewelry stores, Jes- 
sop’s began seventy-nine years ago in Hunters Field. 
England. In 1887, watchmaker Joseph Jessop packed 
his stock and his iron safe and planted his business in 
San Diego. Jessop’s has moved four times, as the city 
edged farther from the waterfront, but it is still in the 
hands of its original family. Four of Joseph’s sons and 
three of his grandsons run the business, with Alonzo de 
Jessop, second of the twelve Jessop children, as president. 

Like Joseph’s family, San Diego also grew — from 
74.361 in 1920 to an estimated 380,000 in 1948. The 


time was ripe for expansion. Because it would serve the 





With the Community 


northern section of the county, and because one of every 
five Jessop customers resided there, the well-to-do, con- 
servative little city of La Jolla was chosen for the branch 
site. : 

Fourteen miles is a deceivingly short line on a map. 
But between San Diego proper and La Jolla, fourteen 
miles up the California coastline and still within the city’s 
incorporated limits, there is an immeasurable distance 
of attitude and way of life. 

Fourth largest city in California, San Diego boasts 
486 manufacturing plants, including many of the nation’s 
largest aircraft producers. It is a major Navy and Marinc 
center, headquarters of the Eleventh Naval District, the 
second largest fishing center in the nation, and boasts 
one of the ten great natural harbors of the world. 

La Jolla—in Spanish, “The Jewel,”—is a quiet, arch 
conservative residential section whose population wavers 
between ten thousand and, in its peak tourist seasons. 
thirteen thousand inhabitants. Rising from the cove- 
indented shores of the Pacific, it retains the leisurely 
flavour of a Spanish village. And, despite its art center 


(Please turn to page 131) 





Informal desk type units enable 
customers to sit comfortably and 
pay full attention to merchandise. 
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Eye catching is this imposing display of flatware Another Jessop plus feature is its jewelry design 
which fills a custom-built wall case. The use of department. The firm's designer comes out to the 
interior rim lighting focuses attention on lovely branch store twice weekly to meet customers who 
display. Pads lift down from case to exhibit a would like to have their stones reset. The unique 


complete setting for customers’ close attention. screen has alternate panels of mirror and prints. 
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Fashion is Masculine, Too! 





; a mythical man in command of 
men’s fashions. He’s tall and trimly tailored. He’s 
called Mr. “T.” He’s the symbol of a completely new 
fashion deal for men. He’s part of a sweeping move- 
ment sponsored by Esquire for straight-hanging, narrow- 
line clothes that make every man look taller and smartly 
trim in silhouette. 

The most high powered brains in the fashion industry 
have created this basic new fashion-look for men, and 
the dynamic launching of Mr. “T” should mean a whole 
new selling wave for jewelers. 

Now, it’s not easy to change men’s fashions! Adven- 
turous as the human male is, in most respects, he regards 
any change in his clothing styles with suspicion and balks 
absolutely at wearing anything that is conspicuously dif- 
ferent. There are very few men who care to have their 
wearing apparel announce their arrival at the office or a 
social affair, and this is fundamentally a good trait for 
it keeps men’s fashions at a reasonable progression of 
good taste and common sense. BUT: a new look for 
men is underway and it is based upon sound style 
principles of comfort, conservatism and _ impeccable 
tailoring. Fashion authorities know that men will ac- 
cept nothing less. 

Manufacturers of every conceivable item of men’s 
wearing apparel are enthusiastically backing this new 
fashion program and pressure is being put upon the con- 
sumer through forcefully integrated advertising. This 
is a powerful, co-ordinated campaign, and it is changing 
men’s clothing from top to toe. Let’s take a look at the 
details of Mr. “T”’s new clothes and study them in 
relation to jewelry styles . . . for fashion, male and fe- 
male, is important to jewelers only as it influences the 
sale of jewelry! 

Silhouette line is tapered, tall, and trim. 

(Please turn to page 135) 


It is more 


-FOR NOVEMBER, 1950 


by WINIFRED PARKER 


(Illustrations by Dorothy Burke) 


The fair sex have no corner on fashion. New style trends in men’s 
apparel, based upon principles of comfort and conservatism, offer 


jewelers the opportunity of adding stimulus to men’s jewelry sales. 








(1) 
(2) 
(3) 
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Fashion Brief—Clothing 


Top fashion news is the “T” silhouette, 
tapered, tall, and trim! 

Coats have less width across shoulders, 
straight hanging lines, notched lapels, and 
tapered sleeves. 

Trousers are tapered for trimness, 

Hats have narrower brims and lofty crowns 
adding to height. 
Shoes are less 
tapered. 

Shirts have neat pin-point collars or smart 
round-point collars, (pointing-up interest 
in collar pins). 

French cuffs grow in importance. (Strength- 
en popularity of cuff links). 

Ties are narrower with small knots adding 
to taller look. (Call for narrower tie-bars) 
Odd vests are increasingly popular. (Reviv- 
ing fashion for decorative watch chains) 
Colors are rich in deep mid-tone shades of 
gray, blue and brown. (Nice background for 
distinctive jewelry) 


bulky and comfortably 


Fashion Brief—Jewelry 
The “bold” look is being replaced with 


aristocratically designed elegant jewelry. 
Tie bars are becoming narrower and are 
proportioned to slender ties and ‘smaller 
knots, 

Watch chains are increasing in importance. 
A trend toward white metals; handsome 
sterling, white gold. 

Dramatic richness expressed in gold striped 
with black enamel, onyx flashed with rhine- 
stone and all designs. 

A new interest in gold-filled and karat gold 
jewelry set with precious or semi-precious 
jewels. 


(7) A trend toward imaginative jewelry en- 


sembles. (These matching pieces mean plus 
sales for jewelers) 
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Silver and costume jewelry on 
snow-covered ground, two trees 
studded with silver ornaments. 
Crystal icicles hang from the 
ceiling to make an eye-catcher 
for shoppers at the Christian 
of Copenhagen jewelry store 
in San Francisco, California. 


4 
4 


Festive Windows 
To Set An Early 


Yuletide Theme 





Above: Flowing red fabric with cheer- 
ful pine cones and small cutout trees 
formed a Yule atmosphere for this dis- 
play of gift leather goods at the Holi- 
day Season last year in the Smith-Pat- 
terson store in Boston, Massachusetts. 





Right: A glorified Christmas tree with 
white net branches spangled with glit- 
tering “diamond dust.'' Tucked in the 
branches are red-velvet boxes filled 
with diamond rings. The good fairy 
of Christmas hovers over the tree, her 
dress sparkling with diamonds. Spread 
on the floor are precious gems. The 
Anderson Jewelry Co. of Salt Lake City, 
Utah, featured this display last year. 
































Above: A cheerful window by Kocher's in San Jose, Calif. 
This window is striking for its complete simplicity. The 
two musicians and the little girl in the background sing- 
ing, form a seasonal atmosphere for the silver hollowware 
on display and stress the importance of gifts at Yuletime 
from the jeweler. Wall gives stained-glass window effect. 


Above right: White background studded with red stars. In 
the center is a small, caricatured Santa. White floor and 
stepped-up fixtures covered with red make an appropriate 
setting for the glittering silver hollowware and flatware 
on Yule display at the Baranov store in San Diego, Calif. 


Right: Suspended from the ceiling, a huge plastic bubble 
enclosing six little reindeer tied to gift packages with 
gold cords. On the green walls, clusters of pine cones and 
green ribbons form a fitting backdrop for the many types 
of men's watches at Zell Brothers’ store in Portland, Ore. 


Lower right: Blue and green background colors leading to 
a red mesh screen focuses attention on this casual window 
displaying fine jewelry at Long's in Boston, Mass. Two 
small white figurines are singing carols beneath canopy 
of stained-glass window cutout. A Christmas window that 
attracted customers because of its simple effectiveness. 


Below: Carter's in Vancouver, Wash., displayed rings and 
gold jewelry in a background of miniature Christmas trees 
made of blue, red, silver, and yellow tinsel. On the wall 
a large bas-relief of Santa's head with two white reindeer 
beside it formed a real Yuletide atmosphere at this store. 






































Re story of transcendence of business 
from the pre-money days of barter-and-trade to the free- 
for-all ballyhoo since the end of the last war, can list a 
number of sins of advertising. 

The same story must also record unstinted praise of 
advertising, for it is advertising which begets volume, 
makes the fashion, sets the standards, instills the desire 
to possess, and motivates the urge to buy. Without this, 
no jewelry business could function properly. The suc- 
cess of our advertising may be attributed primarily to 
the fact that we have made and created the desire to 
possess, and made the purchase price appear easier to 
accept. Olsen & Ebann was one of the first jewelry 
businesses to pioneer budget selling. 

Since the inception of our business, nearly a half cen- 
tury ago, intelligent, honest advertising was the founda- 
tion upon which our success has been built. 

The most rudimentary kind of arithmetic tells us that 
as expenses rise, the volume of sales must rise corre- 
spondingly if net profit equal to, or superior to that of 
last year is to be secured. Some jewelers feel that as 
business generally is getting better, why do anything at 
all. Drifting into the stream of things will give them 
an increase anyway. ‘They should realize that proper 
advertising will enable them to make that increase larger; 
much larger, as we experienced. 

Advertising today plays a vital role in our business. 
Advertising, as you can readily see, is the bulwark of our 
industry. It creates the sales that justify mass produc- 
tion, which makes jobs with wages that give people 
money to spend—an endless chain, with advertising the 
most important link. 

You may depend upon advertising to play a most 
vital role in leading America to the greatest era of ex- 
pansion and prosperity it has ever known. 

The best advertisement for advertising is the amazing 
story of the results it has achieved. It is a story never 
finished. As each new chapter is written, we see adver- 
tising emerge as a great power growing greater. 

Today, advertising is more than an instrument for in- 
creasing tomorrow's business, more than a drama of 
bargains which invite more people into our stores, more 
than a statistic for our accountants and comptrollers to 
consider in reckoning its ratio to sales. In this era, 
when issues are broader than tomorrow’s business, ad- 
vertising is the medium through which the jewelry busi- 
ness can serve—and show it is serving —the public 
interest. 
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Used Properly and Judiciously... 


Advertising is a Potent Selling Force 


An address by William F. Blaha, Advertising Manager of Olsen & Ebann 
Jewelry Co., given at the National Jewelry Fair in Chicago this year. 













That’s enough about the functional role of advertising, 
now let us get down to some actual facts. 

Toward the end of last November we at Olsen & Ebann 
had a “shaver clinic” at one of our stores. I wrote the 
manager of the store telling him that I had set a quota 
of $5,000 worth of business that he should do during 
the four days of the clinic. A couple of days later, Mr. 
Olsen walked into the store and the manager told him 
that the goal I set was too high, that he never did that 
much business from a clinic and could not see how it 
could be done. 

Well, this manager was amazed at the results that had 
been secured. Business for the four days, on shavers 
alone, amounted to $4,450.00. Within a few days after 
the clinic ended, his shaver business exceeded the $5,000 
goal. In fact, he did $7,554.75 worth of shaver business 
that month. 

Here is the ad. Its size was 21 inches by 6 columns. 
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We barely got through with a busy holiday season 
(Please turn to page 174) 
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And you can have a whopping big Christmas, too! 
















We’re talking about Ronson Display Cabinets— ? oe 

your time-saving, sales-building, profit-making helpers VSS 7 te 

any time of year. But especially at Christmas. es 
Get yours up front! Stock them well, with a variety of NS 


handsome Ronsons. Dress them in the Holiday spirit. A 
sprig of holly, a Christmas bell or a bright red ribbon bow. 


Mr. Coastalong didn’t do this. Of course he still —o ._ a 
sold Ronsons! Their popularity, backed by Ronson’s _ ecoaa 
powerful national advertising, sees to that. 

But he didn’t even begin to profit as he might have. 
He just coasted along! 


But Mr. Gogetter? Ah, Mr. Gogetter did everything 
he should. He knew that Ronson’s extensive advertising 
schedule in national magazines... the coast-to-coast 
Ronson ‘‘20 Questions” show on radio and TV . . . Ronson 
TV spots in key cities . . . and nationwide Ronson 
publicity . . . are all creating more Ronson prospects in 
his town than ever before. So he featured Ronson all 
the way, and the cash register rang like Christmas chimes! 

















Mr. Gogetter is a name we made up. But he can easily be you! 


If yow’re coasting along without a Ronson Display 
Cabinet, get information from your supplier now 
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P6—for 6 Ronson Penciliters 











WORLD’S GREATEST LIGHTER Tune in Ronson’s “20 Questions”! | -— one 





Ronson Art Metal Works, Inc., Newark 2, N. J. Rap1o—Sat, nights (Sun, nights, Pacific Coast), MBS. § Stet te tt 
, Inc., VN. TELEVISION — Friday nights in many cities | Wh. ‘. 


And don’t forget those easy extra sales of Ronson Accessories with every Eqaeee 





lighter. Keep your Ronson Accessory Cabinet (A-2) displayed, filled, decorated 
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More Christmas Sales for Neighborhood Stores 


The big stores “downtown” get a lot of business that the neighborhood 


jeweler should have at Christmas time. To reverse this trend, smaller 


jewelers must have an effective plan for joint action with other retailers. 


By DAVID MARKSTEIN 


— the Christmas business comes, if 
uot easily, at least naturally, to the jewelers who are lo- 
cated in the bustling main commercial areas of the cities 
and towns. But to those who are located in the outlying 
shopping centers and smaller business districts, where the 
traffic is thin, getting Christmas business is not only a 
matter of pulling off the street customers who are passing 
in front of the door. The neighborhood jeweler must get 
them onto his sidewalks. 

Doing this is a year-round job. But it becomes a par- 
ticularly necessary one at Christmas. Then, many tend 
to go to the big main shopping districts in the hope of 
finding wider selections. No one suburban and neighbor- 
hood business man, alone, can pull traffic into his area— 
any more than the traffic would go to the big commercial 
districts if it were not for the combined pull of many big 
stores. 

That’s the conclusion which enterprising jewelers in 
two such “outlying” business districts decided upon last 
year. So they set out to use the very factor which draws 
business to their competitors in the big business district 
to reverse the trend in part, and pull the traffic to the 
fronts of their stores. | 

“It’s combined action, and the combined attraction of 
many stores, which lures crowds to the ‘downtown’ busi- 
ness districts,” said one Oak street jeweler in New 
Orleans. “So we decided that combining our efforts into 
cooperative Christmas promotion—and not cutthroat 
competition—would do the trick for us, and get the 
crowds onto our street.” 

The two small business districts whose jewelers and 
other business men cooperated so effectively last Christ- 
mas were both in New Orleans. One was the Oak street 
shonning street. The other was the Dryades street busi- 
ness area. 

Oak street men began by putting their heads together 
and coming up with the conclusion that the presence of a 
Santa Claus in a store is a big drawing card. True, chil- 
dren seldom do any buying themselves. But their parents 
do. And the parents, who must shop with their young in 
tow, usually go where the youngsters will be happiest. 
That’s where there is a Santa Claus. 


It was obviously economically impractical for each 
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store to hire its own Saint Nick. But, the Oak street 
merchants decided, they could all chip in to hire one 
Santa, who would make the rounds of every store. 

“We did, and Santa Claus was a big success,” says one 
jeweler of the street. 

Two street car lines, the St. Charles and Tulane belt 
routes, pass Oak street, in addition to one bus line, the 
Leonidas. In addition, several other bus and street car 
lines are within easy transfer distance of Oak street stores. 
So the Oak street merchants came up with another co- 
operative promotional idea. 

Last Christmas, cards inside the buses and the cars, 
and for a time outside placards as well, advised transit 
riders that they could shop the easy, economical way for 
Christmas gifts, on convenient Oak street, simply by 
staying on the car or by transferring to a connecting 
street car or bus line. 

In most cities, the big downtown stores get together to 
decide upon opening and closing hours at Yuletide season. 
The Oak street business men did that cooperatively, too, 
and found that it smoothed shopping for the customers 
and made the cash registers in their stores jingle holiday 
tunes. 

To help keep people in the Carrollton section of New 
Orleans conscious of the proximity of the uptown stores, 
a home decorating contest was staged. Put on by stores 
of Oak street and Carrollton, the contest offered cash 
awards for the best decorating ideas for dressing up the 
exteriors of Carrollton homes. Hundreds of home owners 
competed—and were thus made aware of the ease of 
shopping right in their own neighborhood. Cash awards 
totaled $30—$15 for first prize, $10 for second, $5 for 
third place in the home decoration judging. 

On Dryades street, the store owners decided that few of 
them, operating alone, could do what was the biggest job 
that needed doing: to bring crowds to Drvades street 
rather than to Canal street. 





So they determined upon a neat advertising idea which 
allowed each store complete control of its merchandise 
offerings and its space, yet give the overall impact of 
many barrages to the single double truck ads of the 
Dryades street store. 

(Please turn to page 147) 
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Is the part of a wise man to keep him- 

self today for tomorrow, and not venture all his eggs in 

one basket.” This quotation was first made by Miguel 

de Cervantes (1547-1616) in his epic of Don Quixote. 

It has become a popular quotation and its practical ap- 

plication has been the philosophy on which many large 
and successful businesses have been built. 

On the other hand, there are those who have “put all 

their eggs in the one basket;” put them there with care 


we and a pre-knowledge of the route which they had to 
travel and got them safely to market. The Gensler-Lee 
Story is just such a tale. 


Time was when the jeweler was a specialist in his line 
—jewelry and gems. This is not to say that the successful 
jeweler today is not such a specialist. However, his spe- 
cialist rating today tends more to the subject of retailing 


s 
than that of “jeweler” in the strict sense of the word. 
based Beset by outside competition for his wares, from depart- 
ment stores, gift shops, the drug store and even by by 


the corner beauty shop, the jeweler has broadened his 
lines of merchandise to supplement his dollar volume. 
. Appliances, both large and small, cameras, protographic 
& ‘ supplies. and even sporting goods, to mention just a few, 


‘iory @ 
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This firm proved that one answer 








to the problem of increasing com- 


petition was through specialization. 


sells more 


DIAMONDS 


than any other poeecler 
tn the weal 





STOGES G44 OVER Catieeaeia TO OVE Tee =. Tact & Phas Te Pe 

















GENO LER LE 


seus wone DIAMONDS 


THAN ANY JEWELER IN THE WEST 
STORES ALL OVER CALIFORNIA + A YEAR TO PAY 


Two of the full-page Gensler-Lee advertisements. Top art work 
and typography are used to create effective institutional ad- 
vertising. Copy is brief and to the point. One of the Gensler- 
Lee ads recently won second place in retail advertising at 
the annual Pacific Coast Advertising Convention. The bill- 
board is representative of the 600 used throughout the state. 
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The Gensler-Lee Story Sf 


have all been added to jewelry store merchandising. said. “Will we be just ‘another jeweler?’” “How can 
And, for the most part, successfully, too. we stay out in front, competitively?” 

But is this the only answer to the situation as far as Specialization seemed to be the answer. The firm’s | 
the jeweler is concerned? There are many jewelers who real love, diamonds, became the object of their special. | 
don’t believe so and have remained steadfast to their ized activity. Since their beginning, Gensler-Lee had [ 
principles of selling only jewelry merchandise. always placed emphasis on their diamond department 

The Gensler-Lee Story is one jewelry firm’s answer sales, despite the many other lines carried by their store, [ 
to the problem of meeting increasingly keener competi- As was more or less typical diamonds had always ac. | 
tion. It is a story that is the talk of the trade and one counted for a large share of their annual volume, run. [| 
that has stirred up a deal of controversial discussion on ning to about 35 per cent of total sales. 
its merits. “Everybody Loves Diamonds!” That’s the Gensler. | 

Gensler-Lee was one of the pioneers of the credit jewel- Lee slogan. Taking this slogan to heart, the firm de. 
ry business, starting in San Francisco some 32 years ago cided to do something more about it. A “five-year plan” [ 
and like most credit jewelers, they carried a complete was instituted and they went to work to eliminate all | 
line of jewelry, silverware, clocks, appliances and other other lines in their stores and concentrated all their mer. [ 
promotional items. For many years everything was chandising on diamond rings, diamond jewelry and dia- | 
sold, from golf clubs to diamonds! mond watches. 

But in thirty years the number of jewelers in Cali- Fortunately it was in a period of good times when the 
fornia has increased tenfold. Formerly where there were decision was made, for it meant a sacrifice of volume, 
two jewelers in a community. today there are closer to by eliminating many departments. Appliances, silverware, [ 
twenty. Competition was getting keener and keener. clocks; then smaller jewelry items were sold out. When [| 

So some years ago, Gensler-Lee took a look at them- leases on large stores ran out, new, smaller stores were f 
selves. “Where will we be ten years from now,” they opened. Windows were changed. Even personnel was f 








: 
cy The interior of the Santa Ana shop, one of 20 Gensler-Lee stores, all in 5 
® California with the exception of one in Reno, Nevada. The color and the 


quiet atmosphere of the store design are appropriate to selling diamonds. 
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Above: Another view of the Santa 
Ana store's interior. The effective use 
of mirrors and pictures connotes all 
the quality and sparkle of diamonds. 


Right: The exterior of the Santa Ana 

Re S store is designed simply and _inviting- 
& pz A a ly. The store name and diamonds have 
me? th: Cae become completely associated with each 
i a other because of emphasis such as this. 


put on a specialized basis. It was a complete change. 

Their plan for changing over was to take one store 
at a time and gradually eliminate certain items that were 
carried, gradually wean the old customers away from 
expecting a complete line of jewelry. 

This first move was to take the slow turn-over items 
and move these out of one store and into the others, thus 
bringing about a gradual reduction of the items carried. 
Radios and electrical departments went first. Then silver- 
ware. Then costume jewelry and so on. “Our old cus- 
tomers perhaps went elsewhere for these items,” Mr. 
Gensler commented, “but after all, we argued with our- 
selves, no matter how large a stock we carried we could 
not sell everyone and most customers do some shopping 
around. And as time went on, more and more of our 
customers came to know that we were the “diamond 
store’ and only sold diamonds.” 

An intensive sales training program was provided for 
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every new salesperson and “refresher” courses given to 
the older members of the sales staff. Interestingly enough, 
previous jewelry experience is not a requisite with 
Gensler-Lee in employing salesmen; they even prefer that 
a salesman have no previous jewelry experience. This is 
understandable for the operation is radically different 
from most jewelry stores. The way Mr. Gensler tells it: 
“We did find that some of the traditional salesmen found 
it difficult to adapt themselves to our new policy. They 
naturally felt we were losing customers by not stocking 
a complete line. But as time went on and we built an 
expanded sales organization who only knew the ‘Gensler- 
Lee way,’ they seemed to like the plan of specialized 
selling and found a sense of freedom in just being able 
to concentrate on diamond sales.” 

Be redesigning one store at a time and by building 
new stores, they were able to conform to the new policy 

(Piease turn to page 146) 
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A variation of the traditional Santa Claus and fireplace theme to attract shoppers to your store. 


ariety Is The Spic 


a 


by VIRGINIA DIXON 





= the town as we will with “Shop 


Brick swag for use with the above display. Scored red Karly” ai h ; aT ; alll 
brick paper edged with colored Christmas balls, felt y signs, every year there is still a sizable share 


=*- = & ee . 





cuffed and sequin-trimmed net stockings filled with a of the population who leave their Christmas shopping until 
colored shredded base metal, princess pine, Christmas just about the time St. Nick is due to come tumbling 
balls, and two paper pepperminnt sticks. 44 in. x 20 in. down the chimney. What kind of people can these be? 


Are they just oblivious to the Christmas spirit? Is 
Christmas giving simply an unhappy chore to them, to 
be postponed until the last deadline? Don’t they know 
Christmas is only umpteen shopping days away? 

Not at all . . . most of them simply belong to that 
lovable, but exasperating group of humans who are so 
busy with the fascinating present that they can’t antici- 
pate the equally rewarding future. They are inclined 
to be generous to a fault, impulsive, and when they do 
get to their shopping are apt to buy more extravagantly 
than their more far-sighted cousins. Therefore, don’t 
be annoyed by their hectic demands, but rather entice 
them into your store with appealing displays and wel- 
come the last minute dollars they ring up on the cash 
register. 

To do this, try to plan several—at least two—window 
changes during December—the last one scheduled not 
















Full round papier mache Santa more than a week before Christmas. The majority of 
painted in fluorescent with a your customers, including your “Last Minute Man’— 
spun glass beard and ribboned ; 

hat. He is 30 in. in height. and Woman—probably pass your store many times dur- 
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ing the Christmas season—many of them as often as every 
day. The one bang-up Christmas window that you may 
customarily install right after Thanksgiving begins to 
lose its power as an attention getter with these people 
along about the 15th of December—just the time that 
many of them are finally getting in the mood to buy. 
The best wav to assure yourself of continuing any last 
minute interest from all those who pass vour store is 
by jolting their attention with another completely differ- 
ent window show. 

Such a program need not be out of range of vour 
current budget. Instead of putting all vour Christmas 
glamour in one window, try spreading it a little thinner 
and backing it up with simple gay color schemes. You 
may be surprised to find that you will have two or three 
much more dramatic displays than the one you originally 
planned. There is a strong tendency in many stores to 
go overboard in variety and quantity of Christmas win- 
dow decorations. After all it is really the merchandise 
that you want the customer to see! Two or three well- 
chosen decorative pieces against a simple, but colorful 
background are really all that are necessary to make 
an eye-catching and dramatic setting for your own mer- 
chandise. 

(Please turn to page 142) 


[ Christmas Displays 


The dainty decorations in this window make it ideal for an all jewelry display. 
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MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material 


Source 


Santa and Fireplace Display 


Santa Claus figure—papier mache, full 


round, 30” high $35.00 


Brick swag with stockings — papier 
mache with full round stockings 
trimmed with evergreen, Xmas balls 
and sequins, about 36” wide $10.50 


Red and white striped gift wrap paper 


Staples-Smith, 
166 Smith Street, 
Brooklyn, N. Y. 


Staples-Smith 


Stationery Store 


Christmas Tree “‘Noel’’ Display 


Christmas tree — pleated tarletan in 
green, pink or pale blue trimmed 
with flitter and plastic snowflakes, 


2% feet high $35.00 


NOEL gold glass letters on plastic 
plaques trimmed with decals and 
snowflakes, red ribbon hangers, 7” 
x 9” without hangers. Set of 4 

$21.00 


Tarletan snowflakes, 5”, 7”, 8” in di- 
ameter, flitter and sequin trim 


$10.50 doz. 


Staples-Smith 


Staples-Smith 


Staples-Smith 





For the display below, this 
Yule tree is an eye-stopper. 
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Diamond Grading Simplified 





A good diamond grading system is one that is simple, flexible, easy to 
use and easy to teach to your employes. If yours is a complicated one, 
it does not need to be and we suggest you read the following article. 


by DAVID WIDESS 
Certified Gemologist, A.G.S. 


" 

Dies for a system of diamond grading 
is an obvious one, for it is the basis for knowledge of 
diamond values. Without such a system it is almost im- 
possible to know diamond values and to pass on to the 
customer an explanation of why two stones of compara- 
tive size and of apparenily the same quality can differ 
so much in price. In addition to its importance to you 
in appraising value. a simple, workable system is invalu- 
able in providing a means of record keeping for types 
of stones sold and, in case a diamond is lost or stolen. 
an infallible description of the stone or stones. 

Such a grading system need not be complicated; it 
should be simple, flexible, easy to use and to teach your 
associates or your employees. If you can take ten 
diamonds and grade them so that they all fall in the 
same classification each time, you have a good system. 
If your employees or associates can speak the “common 
language” by grading the same way, you have a perfect 
system. 

The following system is divided into three phases: 
color, perfection and make. The first phase we will con- 
sider is color. About 95 per cent of all diamonds used 
in jewelry range from colorless, which we will call 
“white,” to various tints of yellow or brown. The re- 
maining 5 per cent might fall into tints of blue, green or 
pink. Since an average jeweler will, in all probability, 
never see any fancy diamonds such as canary, dark blue. 
purple, etc., these will not be considered in this dis- 
cussion. We are then only concerned in our diamonds 
ranging from white (colorless) to yellow. 

In keeping with the idea of having a system which is 
simple, easy to remember and to teach, we will designate 
the letter W to stand for white, LY for light yellow, Y 
for yellow, etc. Starting with the best and rare qualities 
of a Jager which is light blue in tint and with the limpid 
color River which is the finest limpid clear white, we will 
designate these two qualities with the letters EW, mean- 
ing extra white. The next symbol W refers to white with 
no sign of a yellow tint, traditionally known as a 
Wesselton. 

We can break up this W symbol into three further 
categories—W +, W and W—. White plus would stand 
for Top Wesselton, that is a fine white; plain WV would 
refer to a Wesselton not quite as clear as Top Wesselton; 
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W minus would mean a Top Crystal where for the first 
time we begin to see a diamond which lacks the clearness 
of the top stones and with perhaps a detection of a faint 
approach of a yellowish tint. 
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Simple chart for color comparison of diamonds. 


As for the next gradation, it would be easy if we could 
step down to the letters LY (light yellow) but it is too 
big a drop since there is a big difference between the 
whites and the light yellows. To cover this distance we 
will introduce the letter 7 to indicate those stones with 
either a tinge, trace or tint of yellow color. Crystals 
and Top Capes would fall in this category. You could 
call T’ as beginning to differ from pure white by showing 
the barest yellowish tint, and T— indicating a Top Cape 
or Top Brown, showing a slightly greater tint of yellow 
than plain 7. An apprentice at first can use W for all 
whites and T for all tints of yellow until his eyes begin to 
distinguish between the close differences. He can then 
begin to break up the whites and tints or tinges as sug- 
vested here. 

Having now bridged the gap between the whites (W) 
and light yellows (LY), we will proceed to the latter 
easier category. The LY or light yellows are traditionally 
referred to as Capes. We do not have to go into detail 
pertaining to LY except to say that some jewelers or 
dealers might want to break this classification up further 
by adding plus or minus. 

The last classification is Y, Yellow, meaning dark 
yellow. The Light Browns could go together with LY. 
but Browns should go under the BR category referring 
to brown. 

Premiers could go under the category of TJ with Top 
Capes and Top Browns. Premiers are those diamonds 
that have an oily appearance and show up whitish or 
bluish in daylight but yellow under artificial light. 

A discussion of color diamond grading is not complete 
without mentioning the Diamond Colorimeter developed 
by the Gemological Institute of America. It is an attempt 
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ORDER A SUPPLY ... This 3l-page booklet 
tells the story of the diamond’s origin and 
significance, gives factual pointers on choos- 


ooklet helps you sell 











USE FOR COUNTER GIVE-AWAY .. . Prospec- 
tive customers find the booklet interesting 
and instructive reading. You'll find it a 


ing a diamond. helpful sales tool. 





Jewelers everywhere say that “The Day You Buy 
a Diamond” is one of the most helpful and inter- 
esting selling aids they’ve ever used. 

Cost is $5 per hundred. For your imprint, add 
$2.20 for first hundred, and 80c for each additional 
hundred. If your store is in New York, add 2% 
New York City sales tax. 

Order from Diamond Promotion Department, 
The Reuben H. Donnelley Corp., 305 E. 45th Street, 
New York 17, N. Y. Please enclose check or money 
order with original order. 








plus Three National Advertising Campaigns: 1. The 
Engagement Diamond Tradition—in Life and Look maga- 
zines. 2. Later-in-life Diamonds—in The Saturday Evening 
Post. 3. Diamonds As Gems of Fashion—in Vogue and 
Harper's Bazaar. 


Publicity in newspapers, magazines, on the radio and 
television. 

Movies—“The Eternal Gem’’—to show in your town. 
Write to Association Films, 347 Madison Avenue, New 
York 17, N. Y. 


Lectures throughout the country. 


Diamond Sales Manual .. . Helpful FREE booklet, 
“More Dollars from Diamonds.” Order from Diamond 
Promotion Department, The Reuben H. Donnelley Corp., 
305 E. 45th Street, New York 17, N. Y. 





USE IT FOR DIRECT MAIL... The right size : 
for bill enclosures, it helps stimulate interest : 
in diamonds among your customers. 


Tie in with this all-out promotion—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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to standardize color grading by matching diamond 
master stones with a color chart. There is only one 
Colorimeter made and many members of the American 
Gem Society send in their master stones to be graded. 

To review the phase on color, note the chart on color 
which shows suggested symbols, description of the various 
colors and the traditional names of the various grades 
used by the majority of diamond importers, dealers and 
retail jewelers. For the purpose of actual comparison, the 
importance of having some master stones cannot be over- 
emphasized. Pick out at least three grades for this pur- 
pose from white to light yellow. 





COLOR GRADES FOR DIAMONDS 


Traditional Names 





Color Description 





Extra White. Jager—blue tint Jager 
Finest limpid clear white River 








Fine white. Colorless—clear Top Wesselton 


Not as clear as W+ Wesselton 








Lacks the clearness of W Top Crystal 





First sign of tint of yellow. Crystal 
Off-white. May face white. 


More pronounced yellowish Top Cape 

tint Premier. Also very light or Top Silver 
brown. Cape 

or Top Brown 
or Premier 








Light yellow or light brown Cape 


Y Yellow Yellow or 
Dark. Cape 


BR | Brown Brown 


























So much for color, now let us proceed to the perfection 
phase of diamond grading. 

Why use complicated symbols for imperfections? Just 
look how easy you can visualize size of flaws by these 
symbols: 


OVO OG © ®@ @& 


Now let us remove all circles representing diamonds 
except one and we get the following: 


OC < om 


Oo indicates Flawless Flawless-Perfect 

, V.V.S.i. Very very slightly imperfect 
° - V.S.I, Very Slightly imperfect 

= sal S.I. Slightly imperfect 

xX es Ist PK Ist Piqué—Imperfect 

XX ” 2nd PK 2nd Piqué—2nd Imperfect 
XXX - 3rd PK 3rd Piqué—3rd Imperfect 


We can now go further into detail. First, the important 
factor to consider in grading imperfections is that the 
size of the blemish and its location is of prime im- 
portance. The nature of imperfections is secondary except 
in cases where smaller “black” imperfections might be a 
greater hindrance than the “white” blemishes such as 
feathers, etc. 

The “flawless” symbol (O) is often referred to by 
jewelers as perfect. However, the term “perfect” should 
be discouraged since many jewelers have grossly misused 
this term as they have done with the term “blue-white.” 
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A diamond to be graded “flawless” should be free from 
internal or external blemishes when viewed through a 
10-power loupe. 

The next symbol (.) stands for Very Very Slightly 
Imperfect (V.V.S.I.). The symbol does not necessarily 
stand for a pin point blemish. It could stand for a very 
faint line or any other blemish so tiny that it takes time 
to discover under a 10-power magnification. 

The next lower level is the Very Slightly Imperfect 
(V.S.I.) represented by a symbol of two dots (..), 
This does not mean that the diamond has two blemishes, 
it merely signifies blemishes that while small, are easily 
located under a 10-power loupe, for example, a small 
feather, a tiny bit of carbon, small clouds, etc. 

Following this comes the next classification, slightly 
imperfect (S.I:) and we use two lines as its symbol. Per- 
haps this stone has a small cleavage crack, a small carbon 
spot, a feather, etc. 

Imperfect or Ist PK (Pique) has an obvious imperfec- 
tion. It could be a big “white” flaw or a smaller carbon. 
It would be big enough yet not visible to the naked eye. 
Symbol (X) is used rm this category. 

Badly imperfect, or 2nd PK, uses the symbol (XX). 
The imperfections in this stone are visible to the naked 
eye—no louping is necessary. These are usually black 
carbons, etc., and brilliancy of the stone is impaired. 

The symbol (XXX) is used for the badly imperfect 
stone classified as 3rd PK. This diamond has a “coal 
mine” or is very cloudy. It usually lacks brilliancy as the 
blemishes are definitely visible to the naked eye. 

The above descriptions might vary a little with different 
jewelers or importers. The best plan is to have your own 
individual system that you yourself can depend on. This 
diamond grading system is geared to an average jeweler; 
others who desire to record specific types of blemishes for 
purposes of records or appraisals can make up their own 
symbols for specific imperfections or blemishes such as 
cloudy textures, pin points, off-color spots, scratches, 
girdle nicks, feathers, cleavages, lines, carbon spots, in 
cluded crystals, etc. 

The third phase of diamond grading is the make of the 
diamond or the way the stone is cut. Here again sim- 
plicity is the keynote of this system and four or five letters 
are enough for the average jeweler to use. For instance: 
G for good make; S for shallow make; H for heavy 
make; and OM for old miner. 


Vv Y 
7° 9 


Comparison illustrations of shallow and heavy cut stones 
with good proportioned stones. Shaded areas illustrate 
incorrect proportions. 





H 


Note that either the crown (top part) or the pavillion 
(bottom part) might be shallow or heavy, or a diamond 
might have the crown and pavillion both shallow or both 
heavy. The last figure above with both top and bottom 
heavy is the closest approximation of an old miner cut, 

(Please turn to page 148) 
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Youre selling 


MMs 


but it requires 
wide-awake 


merchandising 


Every diamond sale marks the fulfillment of a dream. ..a dream your customer has had since 
the day she was old enough to read the story of Prince Charming. 


How to make that dream come true in YOUR store requires wide-awake, on-your-toes 
merchandising. You must offer something extra . . . some plus value your customer can see 
and appreciate. | 





The Circle-of-Light Diamond offers you just such an opportunity. You and your customers can 
actually see the extra value, extra beauty, extra : 


loveliness in this fully polished gem. You get, 
and they see MORE FOR THEIR MONEY 
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Los Angeles Office: 
220 West Sth St. 
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Diamond Tool Research Co., 304 East 45th Street. N. Y¥. C. 
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Melee Plant: Brothers, Ine. 
305 East 45th Street, N. Y. C. 
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by ROBERT LAWRENCE 


Eight people can wrap packages 
at this large wrapping table in 
the Moon store. Moon's policy is 
to let their customers see the 
service department, for they be- 
lieve that they are impressed 
by "good housekeeping” and that 
this results in more confidence 
in the store's merchandise and 
in good-will toward the store. 


Customer Service Means More Sales 


With the Christmas Season approaching, service departments become more 


important than ever. The Moon Jewelry Company’s service department stands 


as an example of how good-will may be built up through efficient service. 


ne belief that jewelry-store customers 
would enjoy visiting the rear of the store to see how 
packages are wrapped, jewelry cleaned, and repairs car- 
ried out has built much good will and additional sales 
volume for Lester Moon, head of Moon Jewelry Company 
in Tallahassee, Florida. 

This company, the largest jewelry store in the Florida 
capital city, and particularly known for its gift lines, has 
heavily emphasized free gift wrapping, packaging for 
mailing, adjustments, diamond and silver cleaning, plus 
many other services for the past 20 years. Unlike 
other jewelers, however, who carry out such service oper- 
ations in the rear of the store, Moon has “put them on 
display.” This has been made possible by designing a 
neat, white-enameled service department just a step off 
the sales floor, and separated only by a curtain, to which 
customers are deliberately steered whenever possible. 

Highly impressive is the wrapping room which is the 
first of three large rooms which make up the service de- 
partment. This, immediately behind a green moire cur- 
tain, is a 10 x 8 foot room with a variety of special cabi- 
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nets and work surfaces, designed by Moon for swift, 
efficient gift wrapping service. Most outstanding is a bin 
fixture, 6 feet long by 4 feet wide, dropped 12 inches from 
the ceiling, over a worktable of similar size below. The 
suspended cabinet contains 12 recessed bins on each of 
the long sides, and 4 on each of the short sides, which 
provide handy receptacles for gift boxes of all sizes. With 
a complete inventory of pure-white gift boxes stacked 
along the bins overhead, the clerk or service girl wrapping 
a purchased gift for the customer need not move in order 
to find the appropriately sized box. “We found long ago 
that few customers enjoy having a small item such as a 
ring, watch, pin, etc., gift-wrapped in a box many times 
too large,” he said, “and similarly, we found that cus- 
tomers believe it bad taste to force a large item into a 
box too small for it, simply through lack of anything else. 
Therefore, we have something like 30 sizes of gift boxes 
available at all times, and point out this fact to every 
customer who comes through the curtained doorway.” 
Suspended from the bottom of the overhead fixture are 
(Please turn to page 149) 
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BRITISH BUILDING, ROCKEFELLER CENTER, 620 FIFTH AVENUE, NEW YORK, NW. Y. 
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Diamonds U. ‘. A. ..- 1951 Fashions 





Above: Adaptation of Palais Royal necklace 
and matching bracelet from Harry Winston, N. 
Y., was composed of round and baguette dia- 
monds. Stone in hair was 50 carat "dewdrop." 





Above, right: This necklace from Linz Bros., 
Dallas, is of style called guilloche. Clip 
has three large brilliants in center of curls 
surrounded with baquettes and small rounds. 


received nationwide publicity 
through newspapers, radio and television following the 
third annual edition of the “Diamonds U. S. A.” show 
presented at the Plaza Hotel in New York on October 18. 
The latest in diamond fashions for 1951 were presented 
by 17 of the country’s leading jewelers from New En- 
gland to the Pacific Coast in this multi-million dollar 
style show attended by some 230 persons—members of 
the fashion press, newspaper columnists, radio and tele- 
vision commentators. 

New design ideas for diamond jewelry are based 
on scallops and crescents, on wavelines, valances, the 
cuilloche (interlaced scrolls) and crests. Gone are the 
stiff and straight lines and the bristles of spikes and 
spokes. Some of the new motifs are more familiar in Rillieuts, qxanduiee wad tannins on 


furniture, textile and masonry design than in jewelry. blended in this lavaliere from Grape & Co., 
The return of the lavaliere is important news. It was Washington, D. C. Tiny pears are repeat- 
ed as pendants in ear clips. "Capitol Dome 


last seen in the 1920’s. The revival combines a _neck- dinner ving is topped with leree brilliant. 
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The Integrity of the House of Harry Winston 


means to vou... confidence . . 


. confidence that your requirements will be met 
for a continuous source of ey enly oraded diamonds 
of an exact color. quality and size... from the 


smallest melee to the largest sizes... 


confidence that our large volume and rigid 
manutacturing controls will vive Vou prices that 


challenge the industry! 


. confidence .. . and prestige, too... for we 
acquire the most fabulous and highly publicized 


of the world’s diamonds... 


rare jewels of the world 
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"Heavenly Crescents,"" Van Cleef & Arpels, N. Clip and ear clips of heart shaped petals Flower-and-ribbon platinum lavaliere from J, 


Y., call this diadem and necklace of matched in new "satin and crepe" effect from Ruser, E. Caldwell Co., Philadelphia. The ribbon. 
stones. Large marquise ring matches the 15 Los Angeles. Same motif was carried out in ends are loose and free. Earrings and prin. 
swaying marquise pendants in the necklace. the large bracelet of interlocking circle links. cess-shaped bracelet are companion pieces, 


lace or neck chain with a pendant, designed as a whole. | 
It is not a mere chain with a “dangle.” By tradition, the 
ornament was named for the lovely Louise de La Valliere, 
early sweetheart of the youthful King Louis XIV. She 
was distinguished for her coquettish little neck bows 
which, in a later period, added a jeweled drop. Eve 
Lavalliere, a 19th century French actress who adopted 
that name, gave fashion cachet to this form of jewelry 
when it was revived around the turn of the century. 
“Diamonds U. S. A.” revealed lavalieres modernized with 
baguette diamonds and brilliants set in prongs of plat- 
inum. Prong settings in the 19th century were of gold. 
The newest earrings, in true feminine character, have 
changed their minds again and are on the way up. A 
line curving up the lobe makes a girl look happy. (On 
(Please turn to page 143) 








The design for these diamond clips on 
velvet pumps was taken from the state 
flower of Missouri — the anemone — by 
Mermod-Jaccard-King, St. Louis jeweler. 


Left: Large emerald-cut diamond centers 
each medallion of this Cartier necklace 
which with swirl clip-brooch are exam- 
ples of French "mise & jour" open work. 
Flower brooch has lifelike “limp' stem. 


Right: C. D. Peacock, Chicago, showed a 
modern version of the lavaliere made up 
of baguettes, marquise and round stones. 
Earrings show new upward trend; bracelet 
frozen lacework. A kite-shaped diamond 
centers tiny flowers of bouquet ring. 
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Newspaper ‘Catalog’ 


Doubles Sales of 
Christmas Gifts 


by MILDRED SULLIVAN 


PUR FTE sre re, Am ewes © 





W ics a 16-page rotogravure magazine- 
sized supplement in the Providence Sunday Journal, 
Baird-North, Providence, R. I., started its 1949 Christ- 
mas promotion the Sunday following Thanksgiving. Pro- 
fusely illustrated, highly attractive in copy style and out- 
standing in local advertising procedures, it brought in the 
largest immediate response of any advertising undertaken 
by the company. It broke all records in producing definite 
sales. 
Largest sales increase was in gifts, where holiday vol- 
ume actually showed an increase of more than double 
that of the previous year. All departments benefited and 
the store as a whole chalked up a sales increase of 17 per a 
cent. It added many new accounts and reopened many Pages of the 16-page supplement published in the Providence 
“aie. 2 Sunday Journal by Baird-North to start off its Christmas 
old ones. These results were outstanding in view of the buying season. The supplement with its 165,000 circulation, 
general business picture in Providence during that period. featured specific merchandise, each item numbered and priced 
There had been, of course, a general decrease in business with a description which resulted in record-breaking sales. 
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IN JEWELS 
Available on consignment for your special 
requirements. Platinum and gold Jewelry— 


precious colored stones, loose diamonds 


Specify price range desired. 





RAYMOND ABRAHAMS 


W-2039 551 Fifth Avenue e New York 17, N.Y. 
VAnderbilt 6-0457-8 
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by WILLIAM H. HERRING 


The Carson firm believes that 
electric housewares are a ser. 
vice and convenience for its 
customers, as this picture re- 
veals. In addition to appli- 
ances, certain seasonal items 
for the homemaker are carried. 


Appliances and Extra Lines 


Broaden This Jeweler’s Scope of Service 


cies Jewelers of Decatur, Ill., daily 
demonstrate that electric housewares draw traffic, and can 
be profitably merchandised in the jewelry store along the 
same dignified lines associated with the selling of precious 
stones, watches, clocks, silverware and related goods. 

The firm is turning this trick without increasing the 
store’s overhead expense, and at the same time is build- 
ing up added goodwill, raising its prestige in the com- 
munity, broadening the scope of its service and hiking 
its annual volume; all very desirable goals to be reached 
in the selling scheme. 

“All over the country there are jewelry stores, large 
and small, that sell china, glassware, a great variety of 
vifts, leather goods and the like, and it is not looked 
upon as out of character,” said A. M. Lieberman, mana- 
ger of Carson Jewelers. 

“These stores proudly display such wares and honor- 
ably go about promoting their sale. We are doing the 
same thing with electric housewares, the needs for which 
are basic, and becoming more so with each passing day. 

“Persons who come to our store for electric housewares 
are ripe prospects for much of the other merchandise we 
carry, and vice versa, when they come in for jewelry or 
to have watches repaired or adjusted, and they see our 
electric housewares, many impulse sales are made,” ex- 
plained Lieberman. 
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EDITOR'S NOTE: On page 99 of this issue is the 
story of how one jewelry firm is meeting the prob- 
lem of ever-increasing competition. By specializa- 
tion, by concentrating almost all of their selling 
efforts on diamonds, that store has solved its par- 
ticular problem. 

The story on this page is about a store which met 
competition by carrying a wide variety of extra lines 
and which has done it so successfully that it makes 
the old adage, “jack-of-all-trades and master of 
none,’ outdated so far as some stores are con- 
cerned. To specialize or not to specialize is a ques- 
tion jewelers will have to answer for themselves, but 
if they expand into different extra lines, they then 
must be prepared to know all their merchandise, 
give superior service and be especially sales-alert. 











Monthly sales volume is not consistent at the Carson 
store any more than at other jewelry stores. Therefore 
it was the desire of the management to level off the year 
round sales curve by increasing store traffic in the 
“valley” months. —_ 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 
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Above: The exterior of this jeweler's store is 
modern and up-to-date in design. Note the 
appliances displayed in the window beside a 
display of rings, watches, clocks, and silver. 









Right: Ads telling about the seasonal items 
carried by Carson's. This firm believes that 
constant advertising is the best way to cre- 
ate a customer demand for its varied goods. 














Below right: Store manager A. M. Lieberman 
hands a full set of towels to a customer. 
This promotion was heavily advertised and 
was one of Carson's most successful sales. 











With this target to shoot at, electric housewares were 
added, and from time to time the firm sells seasonal items 
that can be used in the home. Still another line is made 
up of several well known and accepted brands of electric 
razors and these are sold right along. Lamps are also 
promoted. 

The firm views the selling of electric housewares as a 
service and convenience for its growing list of customers. 
An excellent percentage of Carson’s yearly volume can be 
traced to the promotion of these wares, and seemingly 
sales will remain on a high level, said jeweler Lieberman. 

Carson carries no sub-standard lines. Each is a na- 
tionally advertised name, a popularity and performance 
leader, and this makes for the kind of customer ac- 
ceptance that pays dividends in sales and profits, it was 
said. 

The Carson store occupies a prominent site in the busi- 
ness district, is just across the street from the new J. C. 
Penney Co. store, a few steps away from the Sears Roe- 
buck & Co. department store and the traffic in this 
vicinity is immense. 

The Carson establishment is larger than the average 
jewelry store, is attractive inside and outside, makes good 
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customers 
will ask for 
Imperial Cultured 
Pearls this Xmas than 
ever before... 


they Il come 
for aristocratic Imperial Cul- 


tured Pearl Necklaces... treasured 
Imperial Cultured Pearl Gold Ear- 
rings . .. prized Imperial Cultured 
Pearl Gold Rings. . . distinctive Imperial 
Cultured Pearl gold pins. . . and the exclu- 
sive Imperial Cultured Pearl Cage Jewelry. 


Nationally and Internationally Advertised 
RICHLY PACKAGED 








/ Consistent Keepsake Promotion 
Pays Off in Record-Breaking Sales 
for Wilsons of Syracuse, New York 





John D. Wilson, Pres., 
Wilsons Leading Jewelers 


FASHION 
ACADEMY AWARD 
presented to Keepsake 

for exquisite design 
and brilliant fashion 
styling. | 
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says John D. Wilson, President, 
WILSONS LEADING JEWELERS, 


Inc. 


JL -€ a Only Keepsake Offers You 
<=“ “All These 7 Big Selling Advantages 


1. Saleability—Nationally Adver- 
tised by the biggest campaign in 
brand-name rings. 


2. The Fashion Ring of the Year— 
only ring chosen to receive the 
Fashion Academy Award. 


3. The strongest Guarantee in the 
trade . . . gives every Keepsake 
customer written proof of quality. 


Syracuse 


Please send 
No oblig2 


Franchise- 


Name.-.-+09°°*" 
Address. --*** 


City----*°° 





* 
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4. The words ‘‘guaranteed regis- 
tered perfect gem’’ appear on the 
Keepsake Tag. 


5. Keepsake prices are nationally 
established. 


6. Guaranteed by the Good House- 
keeping Institute. 


7. Exchange privilege is assured if 
turned in later on a Keepsake of 
greater value. 


me 


ation, of course: 
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1. Billfold 
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2. Basket Weave Watchband 



































3. New Men's Rings 








4. Pocket and Desk Set 





5. "Showboat" Alarm Clock 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] 1. Town Brief Clip for bills comes in various leathers and 
figures. $3.50 retail. From Anson Inc., Providence, R. I. 


[] 2. Gold and stainless steel combination watchband with a 
basket weave. This band has only one spring and eliminates 
all rivets and smaller springs. Goes with either stainless 
steel or gold watch. By the Cerc Mfg. Co. of Chicago, Ill. 


[] 3. Three creations from Ostby & Barton's 1950 ring line: | 
. bs Left to right: "Mardi Gras"—synthetic amethyst, zircon, jf 

6. "Contemporary" Hollowware synthetic alexandrite, synthetic ruby or rose zircon in a : 

10K or 14K gold setting; 'Mannequin"—lover's knot setting 

available in complete selection of synthetic birthstones; 

Men's Signet or Fraternal Ring of 10K gold. Other models of 

the O-B ring for 1951 have been announced by the company. 


[] 4. “Desk-Pac," combination pocket and desk set by Ever- 
sharp. The base of box is black jet plastic, the tray, holding 
pen and pencil is removable, so that receptacle can be used 
for paper clips or pens. Desk-Pac is $12.75 and $18.75. 


[] 5. "Showboat" alarm clock by Lux Clock, 1107 Broadway, 
N. Y., illustrates one of the famous showboats of the Old 
South. It is designed so that paddle wheel turns while clock 
is running. Retail $2.95 plus tax with Lux 30-hour movement. 


[] 6. Two items from Reed & Barton's "Contemporary Group’ 
of sterling and silverplated hollowware pieces. The can- 
delabra and the centerpiece are in silverplate and retail for 
$25 and $22.50 respectively. Reed and Barton, Taunton, Mass. 

[] 7. Choker and earring set combining simulated pearls with 
1/20 12K gold filled ‘twists and links," gift boxed in aqua 
and gold with white satin lining. By Henry Gorman & Son, 

7. Choker and Earring Set Inc., 94 Aldrich St., Providence, R. |. Keystone price is $7.50. 
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They re New 








2. Jade Brooch 





3. Flatware "Extras" 








5. “Wristop" 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


af [] 1. "Du-Liter" by Sanford Products Corp., 369 Olive St., St. 
Louis, Mo. The clear lucite tank makes fuel supply always 
visible. Adjustable flame for pipes or cigars. Clear plas 
tic gift box, everlasting wick. Lighter retails for $2.95. 


[] 2. Three matching pieces of smooth jade in even, translu- 
cent color are set in this 14K gold brooch of modern styling 
designed to set off quality of stones. Retail $150. Ac- 
tual size. By Art Craft Jewelry Co., | West 47th St., N. Y. 

[] 3. Three new flatware “extras: a hollow handle cheese 
server, fish knife and fork which have just been added to the 
Holmes & Edwards’ regular line of silverplate. The cheese 
server is $3.50; the knife and fork are priced at $2.85 each. 

[] 4. Pen-Cil-Scope, pen and pencil combination by the Risdon 
Mfg. Co. A pencil with ball pen that telescopes inside the 
cap, it comes in polished brass, nickel silver, and sterling 
silver and retails at from $1 to $5. Address inquiries to 
Princess Eve Products Corp., 48 E. 43rd Street, N. Y. C. 

[] 5. “Wristop," 17-jewel timepiece from Zodiac Watch Agency, 
New York. Gold and radium dial for use in day or night with 
sweep second hand that can be stopped by pressing button. 
Another button returns it to zero. Retails at $71.50 FTI. 

; [] 6 Kitchen Wall Clock by Seth Thomas. This comes in four 

6. Kitchen Clock decorator colors—red, green, yellow and ivory. The dials 

are in colors to match case. Retails at $6.95 without tax. 
[] 7. "Chiquita Square," new ladies’ band from Speidel Corp. 

See Providence, R. |. Also available in round shape, it comes 

in yellow, pink, or white metal with "calibrated springs.' 

7. Lady's Watchband - Retail price is $8.95 for either shape including the tax. 
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ON OW! This magnificent salad set at 1/; off!.. 


(MASSIVE 12%” SIZE) 
to introduce the glorious new 
“Holiday” ape in 


King Edward... Silverplate 


to retail at $ | 0 5 
* During Introduction 


Price after sale — $7.50 


















Glorious “Holiday” ... newest pattern in King Edward 
Silverplate ... combines the new slightly broader form with 
romantic flowing curves and a deeply sculptured floral motif. 


Complete line . .. keyed for every customer’s taste. Gala 
“Holiday” joins three other outstanding patterns ... traditional 
“King Edward,” romantic “Moss Rose,” contemporary “Cavalcade.” 


Quality features ... help you sell all King Edward Silverplate. 
Substantial plating ... taper and balance... sectional overlay 
on most used pieces ... most complete assortments . .. deluxe 
anti-tarnish chests... Unlimited Service Guarantee. 

AND NOW... HOLLOW-HANDLE KNIVES WITH NEW, 

FORGED MIRROR STAINLESS BLADES. 


Consistent national advertising in House Beautiful, 
House and Garden, Good Housekeeping, True Story, 
True Confessions, Modern Romances and True Romance. 
Feature King Edward Silverplate and cut yourself 

a generous share of profits. 


Actual size 
12%” long! 


‘CAVALCADE’ ‘KING EDWARD’ 


OADM RAE EE AED 


‘the popula priced silvenplate with the high, f niced, Cook, 
King Edward... Silverplate 


NATIONAL SILVER COMPANY New York LosAngeles Miami 
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7. Four-Color 
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2. Electric Clock 
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3. Purse Accessories 


6. Expansion Band 













1. Coin Watch 





5. Sterling Necklace and Earrings 


4. Regimental Necklace and Fob 








CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] I. St. Christopher "coin" watch, which was recently intro- 


duced by the Elgin National Watch Co. It has a sterling 
silver case and is about the size of a 50-cent piece. The re- 
verse side carries the medal of St. Christopher. $33.75 FTI. 


2. "Tele-A-Glow," one of Telechron's new electric clocks with 
case and dial that glow blue at night and luminous hour dots 
and hands. It has alarm and synchro-sealed Telechron motor. 
The retail price of the ivory-cased clock is $6.95 plus tax. 


3. Matching handbag accessories includes a billfold with a 
matching purse pouch in choice of two sizes, small for change 
and large for combs, cosmetics, etc. In Colt leather in vari- 
ety of colors. The set, billfold and purse, retails at $3.95. 
Recently introduced by Enger-Kress, West Bend, Wisconsin. 


4. New line from the Robbins Co., Attleboro, Mass., features 
U. S. Army regimental coats of arms. This necklace and fob 
retail for $4 plus tax. Jewelry is of "jewelers’' bronze,’ 
gold plated and coat of arms is of hard fired enamel color- 
ing. Distributed through J. V. Pilcher Co., Louisville, Ky. 


5. Sterling necklace with matching earrings are one of the 
new lines for Fall being featured by Phyllis Originals Inc. 
of Providence, R. |. Gift packaged in leaf design jewel case. 


6. Gemex “Adventurer, a new expansion band with self-ad- 
justing end designed to fit more than 90% of men's watches. 
It comes in a gift box of lustrous blue Tenite with map on 
concave top. Gemex Co., 1200 Commerce Ave., Union, N. J. 


7. 4-O-Matic, engine-turned, completely automatic four-color 
pencil. Sliding down desired color automatically retracts 
color previously used. Choice of round or octagon shapes in 
chrome, silver, and rolled gold. Retails from $5.95 to $15. 
From Triplex Lighter Co., 1133 Broadway, New York 10, N. Y. 
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Comprehensive selections of fine Gems 
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Diamond mountings. . . 
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Rubies + Star Rubies - Sap phires 
Star Sapphires - Emeralds + Catseyes 


610 FIFTH AVE., Rockefeller Center, New York 
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Now Available—Three Grades For You to Choose From 


The GEM-O-GRAPHS° 


Dramatic, Revolutionary, Attractive and Proven Instruments 
As Used Successfully by Jewelers of the Nation 








ADATAVAMMMGLLETODALEASASALAOUOUALETETAUiAL 


THEY CONSIST OF TWO INSTRUMENTS: 


1. The Carat System Gem-O-Graph, Model R-36, containing ten genuine 
diamonds of sizes from one point to one carat. 


2. The Fancy Cuts Gem-O-Graph, Model F-49, containing ten genuine dia- 
monds of representative and unusual fancy cuts. 


Time Saving @ Prestige Building @ Increasing Traffic & Sales 


. « « e And Remember: Three Grades for Your Selection: 


(1) FINE; (2) MEDIUM and (3) STANDARD. 


For Further Information Write: 


‘Nhe em- C). Graph Conporation of merica, Inc. 


*TRADE MARK, U. S. Patents Pending 608 FIFTH AVE., N. Y. C. 
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Can You Help Me? 


My Display Problem Is 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display will 
be answered in this department each month by Miss Virginia 
Dixon, one of America’s topnotch display experts whose talents 
have been brought to a focus on the jewelry field. Miss Dixon is 
already well known to JC-K readers as the author of many 
standout articles on jewelry store display. 


LAST MINUTE CHRISTMAS SUGGESTIONS! 
_— overlook the possibilities of Christmas tree 


ornaments in window decoration. Used in quantities 
they can make very effective and quite inexpensive 
decorations. Hang several dozen of them (for a small 
window) by narrow ribbons from the window ceiling. 
Get a valance effect by placing the ribbons in graduated 
lengths close to the plate glass with a Christmas ball tied 
on the end of each ribbon. Or string the balls on long 
lengths of ribbon (tying each one in place) and festoon 
them across the background or from the front window 
corners to the background. It is usually possible to get 
satin ribbon and foil wrapping paper in colors to match 
the ornaments. By using three or four colors of orna- 
ments and matching gift-wrapped packages to them, a 
very pleasing display can be arranged. 

At Allied Display, 65 Madison Avenue, New York, they 
are showing their lines of “Chantelles”—Christmas trees, 
angels, deer and snowflakes made of “Chantella”—a white 
lacy-like material—dainty and Christmas-y! The trees 
are available in 22-inch and 30-inch sizes, both plain and 





charmingly decorated. The plain trees would be excellen; 
for decking with actual jewelry instead of the usual orna. 
ments. The 22-inch size, plain, is under $4.00 apiece— 
about $7.00, decorated. Pretty angel heads come in large 
sizes (6 in. x 10 in., 10 in. x 24 in.) and in small sizes oy 
wooden pins. 

You can make giant candy canes for window and 
interior displays by combining red and white striped card. 
board tubes with cane tops from Mutual Display Manufac. 
turing Company, 1101 Power Avenue, Cleveland 14 
Ohio. The tubes come in diameters from 1 inch to 14 
inches, and cane tops are available to fit all sizes. The 
red stripe may be had plain or metallic. 


A new circular from W. L. Stensgaard & Associates, 
346 N. Justine Street, Chicago 7, IIl., illustrates a group 
of new decorations made up in their “Crystafoam” mate. 
rial—foam-like plastic, light in weight and permanently 
colored—in twelve different and exceedingly attractive 
designs. The units average in size 10 inches wide by 15 
inches high and include a clown, a Christmas stocking, 
a deer head and a full-size deer atop a chimney, a Christ. 
mas tree, a Santa Claus and a Santa head, a wreath, an 
angel, candles and bells. Each one has a “Merry Christ. 
mas” ribbon. They are amazingly priced at $1.50 each— 
$15.00 for the full set of a dozen assorted. 


Stensgaard also has an attractive display unit which 
tells the shopping days to Christmas. It consists of a 30. 
inch high by 26-inch wide calendar background with a 
set of printed calendar sheets for the period from Thanks. 
giving to Christmas. A colorful Santa Claus hand holding 
a quill forms part of the unit. This is priced at $12.50. 
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ONDS FOR PROMOTION 


been known. 





OLD MINERS * ANTIQUE JEWELRY « RE-PURCHASED JEWELRY 


We have recently acquired and cut abroad a large quantity of naats and 
spotteds in a wide range of sizes, from melees to large stones. They are 
ideal for promotional selling. Exceedingly reasonable prices enable you 
to use this line in low-priced goods. 


Of course, we are continuing to supply the market with better grades 
and the finest qualities, for which the firm of Paul de Vries has always 


PAUL de VRIES, Ine. 


DIAMOND CUTTERS and IMPORTERS 
535 Fifth Avenue, New York 





é 





Nias | 


THE JEWELERS’ CIRCULAR-KEYSTONE 


a 
q 
4 





ent 





You can get natural fresh cut evergreen roping from 
the Carolina Foliage Co., Mount Airy, North Carolina. 
Hemlock, laurel and white pine are from 12 to 16 cents 
per yard, depending on quantity and variety ordered. 
These can be used for both interior and exterior decora- 
tions, but since they are not preserved, they should be put 
in place soon after arrival. All shipments are by express. 

If you are planning on using a Christmas tree in your 
store, you may be interested in the musical tree turner 
offered by Ulrich Brothers, Granger, Indiana. The 
mechanism causes the tree to revolve slowly while a Swiss 
movement plays familiar Christmas carols. The unit is 
housed in a 13 by 13 by 9-inch chrome-plated covering 
and can be adjusted to hold up to a 9-foot tree. There is no 
winding required. A quiet electric motor supplies the 
motion and operates the musical mechanism. The price 
is under $35. 

For something different in Christmas lighting this year, 
investigate the Blinker-lites and Twinkle-lites of the Noel 
Manufacturing Co., 167512 Third Avenue, New York 28, 
N. Y. The Blinker-lites create a gentle twinkling star 
effect by causing each of the tiny lights to blink on and 
off independently. Twenty lights have about 52 feet of 
wire. The Twinkle-lites burn steadily and create a soft, 
glimmering effect. 

To make sure that your loveliest Christmas trim is not 
obscured by a steamed-up window when the cold weather 
hits, check on steam-proofing it with “Clearsite #£500.” 
Easily applied to the window glass it will give clear vision 
in the coldest weather for long periods. Write to Clearsite 
Laboratories, Inc., 923Y Forbes Street, Pittsburgh 19, 
Pa., for full information. 





Branch Store 


(From page 91) 


and summer stock theatre, the internationally famed 
Scripps Institution of Oceanography, the cosmopolitan 
tourist trade and fine shops, it retains much of the closely 
knit, clannish attitude of the small village. 

The first objective, then, in the creation of a La Jolla 
branch, was to dispel any potential resentment toward 
“intruders.” 

To accomplish this, Jessop’s recruited its staff from 
members of the parent store who resided in La Jolla and 
from La Jollans who were then trained in the firm’s 
methods at San Diego. In taking over the post of man- 
ager, William J. Wright, former head of Jessop’s jewelry 
department, moved his home and family to the suburb. 

The second objective was the designing of a function- 
ally suitable store that would blend with the prevalent 
Mediterranean architecture of La Jolla. All too often, 
the architectural integrity of the smaller community is 
marred by the garish interpolation of a chrome and plate 
glass replica of the big city store. Recognizing this as a 
major danger, Jessop’s sought the advice and skills of 
local architects, interior designers, contractors, and fur- 
niture builders. 

Benson Eschenbach of the La Jolla firm of Abrams and 
Eschenbach was selected as architect, Ross Thiele as in- 
terior decorator. Typical of the two years’ forethought 
and research that preceded the opening of Jessop’s La 
Jolla are the series of sketches by Eschenbach that visu- 
alized the store in the contemporary, Colonial, and Span- 
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ish moods. The final vote, because it combined intor- 
mality with charm and graciousness, went to French 
renaissance. 

In exterior design, Jessop’s La Jolla is an idealized 
village store. A radical departure from the trend toward 
the “precious” entrance, with barred doors and small 
windows, Jessop’s features an inviting entrance with 
French windows from ceiling to sidewalk. 

In place of the conventional window displays, Eschen- 
bach utilized high French provincial cabinets, through 
which strollers-by can view the entire store interior. 

To minimize exterior reflections which might impair 
this view, the store is recessed four and a half feet from 
the sidewalk and shaded by a copper canopy. Below this 
is a cast iron grill, patterned after the delicate tracery of 
old New Orleans grillwork. The store signature is sil- 
houetted above the entrance. 

In the recessed walls, flanking the windows, are two 
picture frame shadow boxes with bas relief carving. 
echoing the interior furnishings. Characteristic of La 
Jolla’s year round summer is the red Dutch door, always 
half open and invitingly informal, and shadowing this 
charming picture is a fifty-year-old eucalyptus tree. 

Within, Jessop’s cannily sacrifices the swank and 
swish of the metropolitan store for the more leisurely 
neighborliness of the village. Two conversational group- 
ings of upholstered chairs, lamps, and end tables at the 
entrance and rear of the store emphasize the underlying 
theme of the interior: to reproduce as far as possible in 
a commercial establishment the atmosphere of a family 
living room. 


In place of conventional fixtures, French provincial 
furniture has been adapted for store use, reflecting the 
enthusiasm of many of the Jessops for French antique 
furniture in their own homes. 

Cabinets of natural color applewood, hand carved jp 
bas relief design, stand free of the wall. These contain 
silver, crystal, and fine china. Recessed into the wall 
are six carved French provincial shadow boxes, ranging 
from six to twelve feet in length. Painted to match the 
wall, these break up the potentially monotonous line of 
shelves and add valuable feet to the selling area. 

They display smaller items, such as perfume and small 
leather goods. Silver flatware is emphasized, with one 
shadow box devoted to place settings in fifty favorite 
patterns. 

Jessop’s fine stock of table accessories are shown to 
best advantage on a dining-room table set in the theme 
of current seasons and holidays. 


POINT-OF-SALE COMFORT 


Replacing the more stern high counters of the San 
Diego store, Jessop’s La Jolla features kneehole glass 
desks where customer and clerk may sit as they examine 
merchandise. In addition to reaffirming the personal 
relationship, so important in small town retailing, Jes- 
sop’s has found that these encourage more sales from 
smaller selections as the customer, relaxed and com- 
fortable, can turn her entire attention to the merchandise 
at hand. 

Concealing the passageway to the work and storage 
area is a large French provincial cabinet backed by a 








UNUSUAL ASSORTMENT <A. 
OF ‘ 
EARRING MOUNTINGS 








crews \ 
7620. 


ROSENTHAL & KAPLAN 


126 WEST 46th STREET, NEW YORK, N. Y. 


MEN’S SEMI-MOUNTED 
RINGS and MEN’S MOUNTINGS 






Ra 









157908 
PATENT NOS. 47007 








THE JEWELERS’ CIRCULAR-KEYSTONE 




































beautiful, if unseen, French provincial wrapping desk. 

A clever idea was utilized in breaking up the line of 
the back wall and concealing the store’s safe: two 
hinged screens with alternate panels of French scenic 
wallpaper and mirror. The safe, incidentally, is the only 
antique in the store. Brought from England in 1887 
by the first Jessop, it was recently undusted and ap- 
praised. Found to be as nearly theft and fire proof as 
safes of today, it was installed in the new La Jolla store. 
It still bears the original English landscape pictures. 


COLOR-ENGINEERED FOR EFFECTIVE DISPLAY 


Color has been used in the La Jolla shop not as an end 
in itself but as a dramatic background for silver and 
jewelry. Teal green and turquoise are blended in walls, 
ceilings, and carpeting, the last specially dyed for correct 
shading. 

Desk chairs are padded with green leather. The only 
other color accent is a deep old rose, echoing the Dutch 
door. The upholstered chairs and lamp shades are 
covered in fabrics of this color, and the cabinets are 
lined in French wallpaper with minute triangular designs 
in old rose. 

Lighting, a major facet of jewelry store design, is 
developed in the La Jolla Jessop’s store to show both the 
merchandise and the interior to best advantage. Cold 
neon and incandescent lighting are blended to fulfill the 
requirements of silverware and gems. The interior is 
lighted indirectly from a recessed cove which equalizes 
and softens glare. Ceiling spots highlight each of the 
eight counter desks, focusing on the merchandise. 

For night time visibility, of exceptional importance 


in La Jolla, where window shopping is an evening di- 
version, sixteen concealed spotlights can be focused at 
any point within the store. 

In its La Jolla store, Jessop’s has experimented with a 
new method of lighting merchandise, especially china- 
ware and crystal. Older overhead lighting has been 
replaced by fluorescent tubes concealed behind the rim 
of each glass shelf in the display cabinets. These light 
the merchandise from above and below, eliminating ail 
shadow. 


The new store measures twenty-two by a hundred feet, 
the last forty feet of which are devoted to stock and 
wrapping rooms and a modern jewelry and watch making 
shop. 

The La Jolla store has a staff of five employees, each 
specializing in one phase of the operation, and is expected 
to do a fifteenth of the volume of the parent store. 


San Diego county is as large as the state of Connec- 
ticut and Jessop’s La Jolla, established for the conveni- 
ence of its northern residents, carries all merchandise 
handled by the parent store: silver, crystal, sterling, 
plated silver, china, diamonds, costume jewelry, watches, 
clocks, English figurines, social engraving, small leather 
goods, and perfume. 


Jessop’s is reputed to sell more perfume than any 
other jewelry store in the country. It first pioneered the 
field when the Lucien Lelong firm was started, and still 
regards toiletries as an important and remunerative line. 

Although the La Jolla store has no promotion budget, 
all advertising in the San Diego papers mentions both 
stores and advertised merchandise is always available 
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how many customers 
must you sell... 
to make 
up for one 
unnecessary 
loss? 





Ever think of how many 

individual sales must be made to make 
up for one unnecessary loss? Why 

take chances and risk losses on 


your insurance coverage? 


Why worry about several 

policies for limited amounts? Get the most 
inclusive protection all in ONE, The 

St. Paul Jeweler’s Block Policy. 

This broader coverage gives greater security 
and peace of mind. It is individually 
written and tailor-made for your 
operations ... by the company with the 
longest and strongest record in the 


jewelry insurance field. 


See your St. Paul agent or broker! 


St. Paul Fire and Marine 
Insurance Company 


Mercury 
Insurance Company 


HOME OFFICE 
111 W. Fifth S¢. 
St. Paul 2, Minn. 


PACIFIC DEPT. 
Mills Building 
San Francisco 4 


EASTERN DEPT. 
75 Maiden Lane 
New York 7, N. Y. 





at the branch establishment. However, the more cos. 
mopolitan tastes of the smaller community are reflected 
in a greater interest in high style jewelry and sterling 
silverware. 

Some of Jessop’s preconceived ideas of La Jolla pref. 
erences have undergone changes since the opening of the 
new store. Despite the suburb’s reputation as a “rich 
man’s town,” with forty-eight millionaires listed within 
its limits, such budget ideas as the sterling silver club 
have had immediate and widespread response. 

Incidentally, the response of both cities to the sterling 
silver club led to the formation of Jessop’s china and 
crystal club. During the month of the announcement, 
business in these two lines mushroomed three hundred 
per cent. 

The first day of the new Jessop store had the comic 
elements of a “Man Who Came To Dinner.” Announce. 
ments had been printed in La Jolla and San Diego papers, 
and invitations had been mailed to five thousand pros- 
pective customers. To mark the occasion, a gem display 
was arranged and gifts offered to every woman visitor— 
the gifts being fifteen hundred Lelong lipsticks. 

By noon, all fifteen hundred were gone, and the major 
traffic flow had only begun. Total for the day: six thou- 
sand, including many San Diegans plus customers from 
as far as El Cajon, fifty miles eastward. Jessop’s wired 
back east frantically for more lipsticks, to send to guests 
who had arrived too late on opening day. 





A Penny and An Anniversary 


Kennard & Co., Inc., well-known Boston, Mass., jewelry 
firm, accented the tradition of the firm’s history on its 
recent 150th anniversary with a story of a penny which 
has played a part in the story of this business. 

The story, told in the spread shown below in the Sun- 
day rotogravure section of the Boston Herald, related how 
Oliver Parry Kennard, founder of the firm, who, as an 
apprentice goldsmith of 14, hammered an old cent into an 
octagonal shape, marked it with his initials and the date, 
1800, and returned it to circulation. 
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A double-page spread in the rotogravure section of the Bosfon 
Sunday Herald told the story of Kennard's 150-year history and 
the story of its famous penny. 


Twenty-six years later, the story relates, the penny 
found its way back to Kennard who made a special case 
for it and kept it always with him. At his death, the 
penny was passed on to his son, William H. Kennard. 
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Stolen from him later, the penny disappeared again and it 
was not until years later when William H. had passed on 
and his son Arthur W. Kennard headed the business, that 
the penny was recovered. Today it is in the possession 
of John S. Kennard, the present head of the jewelry busi- 

S. 
The value of the old penny is entirely extrinsic, but its 
history and apparent afhnity for the Kennard family have 
made it a valuable heirloom. Another interesting fact 
about the penny is that its history seems to be made up 
of 50-year cycles. It was returned to its original owner in 
1826, was stolen from the second Kennard owner in 1876, 
and returned to its present owner in 1926. 

Perhaps in 1976 its cycle of events will again make a 
news story but meanwhile, its tale makes an interesting 
sidelight to the 150-year history of this Boston jewelry 


business. 





Mail-In Offer Gets Out-of-Town Trade 


Proctor’s Jewelry Store, 262 Yonge St., Toronto, Ont.. 
attracted watch repair business from out of town residents 
with an unusual promotion which was advertised in 
Toronto newspapers having a wide circulation outside 
the city. 

Out-of-towners were invited to mail in their watch to 
Procior’s. After examining the watch, Proctor’s sent a 
free estimate to the customer on the cost of repair work. 
On receiving instructions back from the customer, the 
store proceeded with repairs and mailed the watch back 
at the store’s expense. 








Fashion is Masculine Too! 
(From page 93) 


masculine because it is less exaggerated in every way 
and is designed to take full advantage of natural manly 
attributes of shoulder breadth, body line, and height. 

Color is assuming a new importance in men’s clothing. 
The basic wardrobe shades are deeply rich and con- 
servative. They range through the middle zone of color 
and are called, Mid-Tone gray, Mid-Tone brown, and 
Mid-Tone blue. They provide an excellent background 
for distinctive jewelry. Warm tartan plaids, tattersal 
vests, and colorful corduroys are top fashion with uni- 
versity men and are finding their way into more mature 
wardrobes for sport and at-home evening wear. These 
need a bright flash of jewelry to dress them up and a 
trend toward colored shirts is an opportunity to sell 
tie-bars and cuff links in vari-colored stones—a wardrobe 
idea. 

Shoes are less bulky and are comfortably tapered. 
The sole extension is narrower which gives a more slender 
appearance to the foot. There is a new leather called 
“Reddy Brown” which blends pleasingly in both shoes 
and gloves with the Mid-Tone wardrobe shades. 

Hats have narrower brims, from 2%% to 2% inches 
wide. The crowns are tapered for a lofty effect and it 
is recommended to coordinate them in color to the dark 
part of your wardrobe. 

Trousers are tapered for trimness and fit sleekly at 
waist and hips adding to the impression of height. 

Coats have less width across the shoulders and hang 
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in straight natural lines. They have notched lapels and 
tapered sleeves all of which contribute to the tall look. 


Shirts have neat pin-point collars or round-point col- 
lars. Wide, gaping collars are a thing of the past and 
collar pins are due for a strong come-back. French 
cuffs are more popular than ever which is good news 
for the cuff links business and colored shirts provide an 
opportunity to sell jewelry with matching colored stones. 


Ties are narrower, with small knots adding to the taller 
look and furthering a trend for slender tie bars. 

Accessories such as socks, ties, scarfs, and suspenders 
have pointed, terraced designs pointing up the tall effect. 
The whole fashion line points upward! 


This then, is Mr. “T” dressed in new heights of fashion. 
He wears a look of aristocratic distinction that is having 
swift bearing on masculine jewelry styles. There is no 
better measuring stick for fashion than the actual sale 
of merchandise for it establishes what people are actually 
wearing. I visited 15 leading manufacturers of men’s 
jewelry in order to bring you the following report, and 
you'll find that exciting new trends are evident. . . 
trends that will stimulate your jewelry sales! 


All of these houses have complete and _ beautifully 
styled jewelry lines, and all of them have an individual 
approach to current trends that gives distinction and 
variety to the jewelry fashion picture. Traditional styles 
are being treated in a fresh way, ensembles are being 
put together with new tricks and imaginative combina- 
tions and everywhere there is an expression of rich ele- 
gance. I think the best way to present this report is to 
list briefly some of the new pieces and best selling num- 


bers of each individual company. ‘And these are the 
things that I saw as I stopped here and there: 


NEW ENSEMBLE IDEAS 


Watch bands remain, of course, high on the list of 
jewelry favorites, but there are so many fascinating de. 
signs on the market it is impossible to include them all 
and have any space left to list other items. The only one 
| shall mention specifically is Flexlet’s “Honey-Comb” 
band which forms a strikingly beautiful watch band and 
cuff link combination. Shining, gold-filled links form a 
bright honey-comb design focusing beauty at the wrist in 
a brand new ensemble idea. (Illustrated on our fashion 
page. ) 

Automatic Chain is combining gleaming sport chains, 
key chains and tie chains in sterling or gold-filled en. 
sembles giving a new twist to a traditional style and a 
chance to plus sales since these are wonderful “add-to” 
items. Sport chains are gaining in popularity, they are 
so comfortable with sport clothes. They fasten casually 
but securely through the trouser belt loop while the watch 
tucks into the watch pocket, or they can be worn looped 
through the lapel button of a sport coat while the watch 
drops into the breast pocket. (Illustrated on the model 
striding along with the dog for company on our fashion 
page.) 

R. F. Simmons Co. reports a terrific business in watch 
chains, both the Waldemar which drapes gracefully 
across the vest from pocket to pocket and the vest chain 
which has a bar that slips through the buttonhole while 
the chain loops across to the vest pocket. I saw a charm- 
ing collection of antique watch chains at this house. 
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elaborate and massive in their designs. It was fun to 
trace the elegant fashions of a by-gone era through these 
chains to the clean-swept gold-filled links that R. F. Sim- 


mons makes now and that express the theme of elegance |; 
today. This house has a remarkable new tie bar called, | 
“Stubby.” It is very short in length, as the name implies, : 
and is jaunty with whittled down ties. (Illustrated on |: 


model with dog.) 


Shields, Inc., are promoting the idea of a large jewelry | 


wardrobe for every man and are concentrating their 


efforts on inexpensive sets with the look of better jewelry. | 
Their smartly stylized sets include cuff links, tie clasp, | 
collar pin and key chain in a complete variety of assort- | 


ments. The idea is for each sale to include an assort- 


ment that gives a man a different set for every day in the | 
week, and they have made the price point very low in | 


order to make it possible. 


Hadley stresses the fact that the “bold” look is a thing 
of the past and that trimmer clothes for men require 
jewelry with refinement of design. One of their best 
selling is a modernistic, dimensional tie bar and cuff link 
set in terraced heavy gold plate. This design is very 
popular for accessory patterns in socks, scarf-borders and 
ties, and teams companionably with the jewelry to em- 
phasize the taller look. 


Hayward are very proud of their newest cuff links, in 
a sporting motif, which suspend colorful trout flies in 
crystal clear lucite and settings of gleaming gold. These 
give a brilliant flash of color in Scarlet Ibis, Feted Green, 
Royal Blue and many others. Almost all manufacturers 
are making jewelry of these colorful feathered flies; 
they're such favorites they are fast becoming a classic 
part of men’s jewelry styles. Hayward adds a nice touch 
to the growing ensemble picture with beautiful belt 


buckles to match tie bars and cuff links in a threesome | 


combination. 


TREND FOR ELEGANCE 


Forstner Chain has a stunning identification bracelet | 


fashioned like an expansion watch band. It fits smartly 
about the wrist with the accent on trimness and trans: 
forms a utility item into desirable jewelry. Identification 
bands are with us strongly again and are being worn by 
civilians as well as by service men and women. The trend 
for richness is expressed in this line by tie bars and cuff 
links in rich gold plate striped dramatically with black 
enamel, 


Jacques Kreisler reports that Mr. “T” is placing a dis- 
tinct touch on their distinctive gold-filled jewelry. Classic 


Ques 





Unique Promotion Display by Jeweler 





This attractive three-dimensional shadow box designed for silver- 
ware promotion by Ernest Burk, Washington, D. C., jeweler, proved 
to be a salesgetter in the store's silverware department. 
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patterns are being treated in a fresh way, while designs 
are neater and not so gaudy. The styling is precise and 
handsome, and cuff links are smaller to match narrower 
tie bars. Kreisler has beautiful gold-filled jewelry in 
which the gleam of the metal contrasts with modernistic 
engine-turned lines of purest beauty. They also report an 
increasing interest in gold-filled pieces set with diamonds, 
sapphires and rubies. 

Krementz, too, announces an upsurge of interest in 
precious jewels set in karat gold, and in the importance 
of semi-precious stones such as chrysoprase, lapis, car- 
nelian, black onyx and red and green moss agate in set- 
tings of 14 kt. gold overlay. These designs are thor- 
oughly modern yet in conservative good taste and there 
is a demand for plain metals with elegance of design. 
White gold is selling very well and they prophesy it may 
even surpass the popularity of yellow gold. 

Anson corroborates the growing favor of white metal 
and says a true trend is heavy sterling. They have heavy 
sterling cuff links and tie bar sets with exquisite hand- 
turned engine designs which reveal the shimmering over- 
tones of the otherwise unadorned metal. (Illustrated on 
our fashion page.) Anson is furthering the move for 
masculine elegance with white rhinestones executed with 
restraint, with black onyx flashed with rhinestones, with 
hand-painted crystals and the virile beauty of tiger-eye, 
cat’s eye, sardonyx, etc. Collar pins are matched to tie 
pins in conversation-making ensembles, and cuff links are 
coordinated with tie bars in a diversified story-telling 
theme. 





Swank contributes dashing flavor to the fashion picture 
with a new line of Zodiac jewelry. Intriguing Zodiac 
designs are smartly crafted in a lovely two-tone finish ang 
offer every man an opportunity to wear his own personal 
sign in the heavens even though he’s otherwise earth. 
bound. Another gay conversation-making series is called, 
“Ty-Line” in which a little Scottie dog, duck, horse o; 
leaping sailfish fit through the tie like a bachelor button 
with the added control of a graceful looping chain. And 
Swank has designed, especially for the “T’’ man, smooth 
looking, genuine leather jewelry in eye catching combina. 
tions with heavy gold plate. (Illustrated on our fashion 
page.) 

Emblematic jewelry is always in fashion and Irons and 
Russell have added some interesting new designs to their 
wonderful assortment. One is a delightful Masonic charm 
that opens like a book, and inside are the Masonic work. 
ing tools. (An emblematic lapel pin is illustrated on ow 
business man on the fashion page.) An attractive em. 
blematic tie bar with a new feature is called, Ti-Glide. 
It has the appearance of a tie slide and the freedom of 
movement of a tie chain. Bill Smith of Irons and Russel] 
had a unique opportunity to check the efficiency of the 
Ti-Glide while watching a re-run of a television show in 
which he takes part. He says his tie stayed most properly 
in place for the entire evening! 


SOLID GOLD JEWELRY IN DEMAND 


Gold Brothers have added lively innovations to their 
magnificent solid gold jewelry for men. There is a charm. 
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Ire ing locket that opens for sliding pictures and when the Mr. “T” is certainly stepping-up the fashion pace with 
























ac cover folds back it becomes an efficient money clip. There the whole men’s wear industry and jewelry manufac- 
nd § are cleverly reversible tie bars, crafted with hidden turers solidly behind him. They’ve given us lots of. mate- 
ral springs, that give double beauty and variety in a single rial to work with and an unprecedented opportunity for 
th. piece of jewelry. There are magnetized key chains in stepping-up jewelry sales. Let’s put these new fashions to 
od, glittering gold, and a newly designed sliding belt buckle work, back the coming trends, and take full advantage of 
or § with the appearance of a harness buckle for men who like a new source for profit and gain! 
mn ff the convenience of one and the look of the other. Such 
nd f features are stimulating the sale of solid gold jewelry. | Round Watches Preferred by Men 
th &§ Gutenstein Brothers produce solid gold jewelry in 
a & sedate and handsome designs and many of their tie bars Dr. Rudolph Schild-Comtesse, director general of the 
nf and cuff links are set with precious sapphires, rubies, and Eter na Watch Co., Grenchen, Switzerland, reports an 
diamonds. Curious, as always, I asked Mr. Gutenstein if increased demand on the part of American men for the 
id there was an appreciable preference for these jewels and round wrist watch which has long been the European 
ir § he said, “Oh, yes! In this price bracket we sell 75 per favorite. 
’ ° . 66 99 66 ° 
m § cent of our jewelry set with blue sapphires!” All propaganda to the contrary,” he says, “American 
e Jules Glaenzer, noted jewel authority at Cartier’s, men are as susceptible to fashion changes as women, but 
mM confirmed this preference for blue sapphires, especially they are less outspoken about it. It is only by systemati- 
for evening wear. Although white pearl studs and cuff cally checking men’s current fashion preferences with 
. } links are a “must” with a dress suit and white tie, when retailers that masculine style trends can be predicted.” 
f F a man wears a dinner jacket he may prefer solid gold, 
l § black pearls or blue sapphires. All are perfectly correct, A New Year promotional activity on tap by a retail 
ef and the blue sapphires have preference over other colored jeweler is the offer of ten $2 awards for the best New 
n jewels because they are quiet enough to be in good taste. Year’s resolutions submitted. All who send in resolutions 
y The man on our fashion page goes formal in informal receive a voucher worth 50 cents on any purchase of $5 
comfort wearing a single breasted dinner jacket with a or more made prior to March 1. The submitted resolu- 
satin shawl collar and cuff links and studs of engine tions are printed in the local newspaper together with the 
turned gold. He would be equally correct in a double store’s own resolution “to provide only the very finest in 
r breasted jacket or with notched lapels and grosgrain jewelry at prices which are just and equitable, consistent 
- trim—but the black tie, always, of course! with the quality of the merchandise being offered.” 
No. 217 is the floor clock : 
illustrated. 80” high. 
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Thinking of Remodeling? 


Fourth of a series of short ar- 
ticles by Murray M. Pearlstein, 
store design consultant for the 
JEWELERS' CIRCULAR.- 
KEYSTONE. Mr. Pearlstein will 
give here each month helpful 
hints and suggestions of the 
things which should be consid- 
ered before starting plans for 
store remodeling. 





Since the utilization of light as an integral part of store 
design has become and is today, a major phase in store 
planning, this article will be confined to the planning of 
your store lighting. 

There are certain basic items, that must be determined 
and considered beforehand in a store’s electric wiring and 
lighting plans. 

1. Main Electric Service—This is the service that your 
local utility company provides, to take care of the 
entire electric power required for your store. A 
practical method of determining the size of this 
service for your particular needs is to add all the 
wattage and/or amperage of all the light and power 





of the total to. it. This 20 per cent surplus wil) 
eliminate fuse blowing and overloading of existing 
circuits due to additional outlets being installed at 
some future time. 

2. Provide an adequate number of base and wall re. 
ceptacles throughout the sales and office areas. Do 
not overlook outlets for cash registers, adding ma. 
chines, water coolers, watch repair and engraving 
equipment, etc. 

3. Locate panel boxes in convenient places. There 
should be a separate panel box controlling the store 
front lighting and the exterior signs. This panel 
box should be located in the store front area. Time 
clocks should be provided for the store front lighting 
and the exterior signs. All panel boxes should be 
large enough to carry at least four spare circuits. 


Planning for proper lighting is important and should 
be so arranged as to focus the customer’s attention on the 
merchandise and not the lights. Remember, you are sell- 
ing merchandise not lighting fixtures. 


As a guide to achieve adequate lighting for your store, 
a minimum of 45 foot candle power should be used for 
the interior of the store and 100 foot candle power for 
the show windows of the store front. 


Incandescent accent lighting in the form of spots and 
floods is recommended for lighting over show cases and 
for special displays; fluorescent lighting for general 
illumination is widely used. Wherever possible and prac- 
tical, all units of lighting should be recessed. Fluorescent 
or fluorescent slimline strip lighting, has been very suc- 
cessful for the wall cases display areas. 








to be used in your store. And then add 20 per cent 




















729 Sansom Street 





HADLEY’S Stainless Steel... 


Men's Watch Attachments 


The Watch Attachment with the Unqualified One Year Guarantee 


Immediate Delivery for limited time 


JOSEPH B. BECHTEL & CO., Inc. 


Wholesale Distributor 








Philadelphia 6, Pa. 
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It is well to provide adequate switches at the panel 
boxes for your store lighting. This will enable you to 
use portions of your lighting, depending upon the time 
of day, etc. In selecting the type of lighting equipment, 
don’t practice false economy. Attempting to save a little 
of the initial cost, usually results in very large mainte- 
nance expenditures. Good quality lighting fixtures and 
equipment have proven the least expensive in the long run. 

If you do not have the services of a store design expert 
to handle the store planning and design for you, I sug- 
gest that you contact your local electric utility company, 
whose engineers will be happy to help and guide you in 
the planning of your electric wiring and lighting for your 
store. 

Today in particular, with both building and operating 
costs continuing at high levels, there is a great need for 
careful planning of your store remodeling on a long 
range basis. Accurate advance studies should be made 
of all the factors that influence the long range operation 
of your store in order that the master plan be right at 
the very beginning. 





Anniversary Reminder a Sales Builder 


A “card prospecting system” developed by Adams- 
Magnon Jewelers, at 510 Franklin Street, in Tampa, 
Florida, evolves about postcard-sized printed pieces which 
are distributed in small stacks along the store’s counters, 
so placed that they are always handy for customers to 
pick up and convenient for salespeople to hand out. 





DO YOU FORGET THESE IMPORTANT DATES? 


Your Wedding Anniversary. _._ 
Your Wife's Birthday .. ..... 


Please fill in this information and return to us to be recorded on our files. Let us 
remind you of these important dates and select or suggest a suitable gift for you 
on these occasions. 


NAME... — 
HOME ADO Eee PCO, CRESTS OORT TT MT SY OR ET PHONE 
BUSINESS ADD... intr, _ _ 


ADAMS-MAGNON JEWELERS 
Phones 2-2456 and 2-2079 510 Franklin Street 
TAMPA, FLORIDA 











Visitors to this jewelry firm are given these postcard-size 
“reminders'' and advised that store will notify them of an- 
niversaries and birthdays ten days before the event. 


Headed “Do You Forget These Important Dates?” the 
card then lists under the heading, “Your Wedding Anni- 
versary” and also “Your Wife’s Birthday.” It then invites 
the customer to “fill in this information and return it to 
us to be recorded on our files.” Spaces are provided for 
name, home address, business address and telephones of 
the person filling out the card. 

The Adams-Magnon management has seen to it that 

one of these cards is offered every store visitor, with the 
explanation that the store will gladly send a reminder 10 
days before the anniversary. 
: In the office, the cards are filed by dates. As each 
matures” 10 days before the event, a letter is sent re- 
minding the prospect of the forthcoming occasion, and 
making a general gift suggestion; frequently manufac- 
turers’ folders. Thus contacts which require only a mo- 
ment or so at the counters in the store are translated into 
sales throughout the following twelve months. 
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CHASE 
WATCH CORP. 


Proudly Announces Its 


Beautiful, New 


CATALOGUE 


of Distinguished 


CHASE WATCHES 


RIGHT IN STYLE 
RIGHT IN TIME 
RIGHT IN PRICE 


48 handsomely illustrated pages of 
new masterpieces of the watch- 
makers art...respected for over 
2 generations by discriminating 
jewelers ...designed in the best 


traditions of quality and beauty! 


Complete in wide range 


of styles and prices 


- Write for your copy today to: 


CHASE WATCH CORP. 


68 Nassau St. ¢ New York 7,N.Y. 
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Christmas Displays 
(From page 103) 


Changing windows at the height of the Christmas sea- 
son may seem an unnecessary burden of work for an 
already over-burdened staff, and in some stores it may 
be impossible. But if there is any way—by planning 
ahead, by delegating the work to someone whose time 
can be spared, even by hiring outside help, it should 
prove well worthwhile in additional sales. 

If it is impossible to effect a complete window change, 
plan at least on some variation of your basic window 

. . some simple change that will give variety . . . and 
certainly change the merchandise from the original ar- 
rangement. Plan a basic background with changes of 
decorative material—or if your window background is 
a curtain or screen, easy to change without disturbing 
the rest of the wondow, change that and leave the rest. 
A change in color scheme will most effectively give the 
effect of a complete transformation and this usually 
means a change of background material. Instead of 
spending the budget on one change of expensive fabric, 
try using two changes of some less expensive material 
in two strikingly different color schemes. 

The two window suggestions sketched here utilize dec- 
orative materials that are easily changed without dis- 
rupting the entire display and that would appear effec- 
tively against many different background materials. No- 
tice that only two or three types of units are shown in 
each display and these have been chosen for their 
harmony with each other. 


A variation on the traditional Santa Claus and fire. 
place theme is shown in the first sketch. The fireplace 
effect—a swag of simulated brick with two gayly stuffed 
stockings — the Santa—a roly-poly number in papier 
maché with a spun glass beard, coyly offering a gift 
wrapped package. Both Santa and swag come from 
Staples-Smith Displays, Brooklyn, N. Y. Santa is oj 
course dressed in bright red—a fluorescent paint in this 
case and his cap is fetchingly trimmed with ribbon and g 
Christmas ornament. The arrangement of the balance 
of the window provides for the harmonious showing of 
a wide variety of merchandise in one display. Boxes 
wrapped in red and white candy-cane paper serve as 
elevations for showing silver and novelty pieces. A 
large flat circle covered in red or white fabric is the 
setting for an arrangement of small jewelry pieces. The 
background should be plain, but could be white, green, 
pale blue or a glitter material. 

The decorations for the second display are of a much 
daintier sort and would be particularly appropriate for 
an all jewelry window. The two-and-a-half-foot high 
Christmas tree which takes the center of the stage is made 
of pleated tarlatan and decked with myriad little glittery 
snowflakes and tiny flittered birds. The clear plastic 
plaques suspended against the background with narrow 
red ribbons spell NOEL in gold glass letters and are 
trimmed with holly and snowflake decals, plastic snow. 
flakes and sequins. Pleated tarlatan snowflakes, flittered 
and sequin trimmed, may also be hung against the back. 
ground. A semi-circular arrangement of step elevations 
is indicated in the sketch, but these elements could be 
used with almost any arrangement of steps or blocks. 










































If you have a good steady following with independent jewelry stores 
in either of those combinations of states, the positions to be filled offer 


a splendid opportunity on a permanent basis. 


Our trademarked, franchised system of merchandising LOYALTY 
and FAITH diamonds, FAITH watches and FAITH jewelry 
holds fine sales possibilities for the right man. Apply now, in confi- 
dence, giving us detailed information as to your past experience. 


Address: 


Julian G. Schwab, Pres. 
A. G. SCHWAB & SONS, INC. 


Duttenhofer Building 


ATTENTION 
WHOLESALE JEWELRY SALESMEN! 


We want two additional salesmen—one for Indiana and Illinois, the 
other for Virginia, North and South Carolina, for 1951. 





Cincinnati 2, Ohio 
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Diamonds U.S.A 


(From page 114) 


her mouth she can do it with lipstick!) Pendants are 
still important for evening but tend to be narrow and 
close to the head. 

A velvet pump decorated profusely with diamond ane- 
mones produced the most startling footwear since Polly 
Cinder’s glass slipper. Made by a St. Louis shoe manu- 
facturer in collaboration with a St. Louis jeweler, the 
design was based on the state flower of Missouri. Worn 
in the show by a ballet dancer, the lovely slippers put 
a new “kick” into fashion modeling. 

Probably the most valuable engagement ring in the 
show was a single emerald-cut diamond of the rarest 
gem quality. The original rough stone, weighing 45 
carats, was iound in the famous Jagersfontein mine in 
South Africa and was cut to slightly over 15 carats in 
the United States. Only a little smaller was one recently 
recut from a diamond of the ancient Golconda mines in 
India. 

Other engagement rings showed a new “booster” type 
of mounting. The main diamond of the ring is given 
added brilliance by small diamonds set around it. The 
small diamonds shoot their sparks into the big one—and 
also outward to your eye—seeming to increase the fire 
of the whole. 

Carrying out the graceful theme of the jewelry, the 
17 models in “Diamonds U. S. A.” were dressed alike in 
varying pale pastels of silk chiffon. Coiffures created 
by Michel of Helena Rubenstein were especially effec- 
tive with the diamond bandeaux and crescent-shaped dia- 
dems worn by some of the models. (Fashion tip to ladies 
with tiaras: wear them far off-face if you’re youre!) 

The following jewelers exhibited at the show: Shreve, 
Crump & Low Company, Boston, Mass.; C. D. Peacock, 
Chicago, IIl.; Arthur A. Everts Co. and Linz Bros., 
Dallas, Texas; Wright, Kay & Co., Detroit, Mich.; B. D. 
Howes and Son and Ruser, Los Angeles, Calif.; Coleman 
EK. Adler & Sons, New Orleans, La.; Black, Starr & Gor- 
ham, Cartier, Tiffany & Co., Van Cleef & Arpels and 
Harry Winston, New York City; J. E. Caldwell & Com- 
pany, Philadelphia, Pa.; Mermod-Jaccard-King, St. Louis, 
Mo.; and Shreve and Company, San Francisco, Calif. 





Christmas Stunt Pays Off 


The Tanner Jewelry Co., in Salt Lake City, came up 
with something new in Christmas stunts last year—and 
it paid off in extra holiday profits! 

Richard Bennion, manager of the store, came up with 
the idea that something should be done with a large 
number of names gathered at a recent jewelry show held 
at the store. At the show, each visitor signed a guest 
— and the names were placed on the firm’s mailing 
ist. 

A Christmas tree was placed in the window and 25 
names were placed on the tree. Each of the name tags 
was worth $5 in trade on any $10 purchase to the 25 
persons who called in person at the store and found his 
name on the tree. 

The promotion was followed up by a complete mailing 
campaign, inviting the customers to come down and find 
their names on the tree. 
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The MONTICELLO, 
with Westminster 
Tubular Chimes, 


retails for 
plus tax. 


The R-95!1, smartly fashioned and with 
Westminster Chimes, retails for $47 
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Re Fame: SWISS WATCHES el 
Obtainable through your Wholesaler or 
RODANA WATCH COMPANY, INC. 


745 Fifth Avenue, New York 22, N. Y. ° Plaza 9-6346 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 
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Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 


Tel. MUrray Hill 8-0648—0649 


Pacific Coast Office: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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The Book Shelf | 


Retail Advertising Textbook 


Effective Retail Advertising, by Irving Settel. Published by 
Fairchild Publications, Inc., 7 E, 12th St., New York‘3. Cloth 
bound and _ illustrated, 216 pages. $4.75 a copy. “Available 
through the Book Department, Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17. 

A common-sense approach to retail advertising pro. 
cedure to serve the needs of both the small merchant and 
the student of advertising promotion is presented in this 
new textbook on the subject by Irving Settel who is known 
to the readers of THE JEWELERS’ CIRCULAR-KEYSTONE fo; 
his articles published on this subject. 

In searching for a simple text to use in the classes he 
conducts on the subject at Pace College, the author recog. 
nized the necessity for a guide to modern advertising 
procedure which would, at the same time, help retailers 
avoid wasted effort and money in operating their adver. 
tising campaigns on a hit-and-miss basis, and provide a 
basis for study by the student. His book, which is the 
culmination of three years of writing effort and 12 years 
of practical experience in the retail advertising field, wag 
written to satisfy this need. 

Mr. Settel has covered every element of the advertising 
operation in a retail store from the preliminary planning 
and budgeting through the choice of media, preparation 
of copy and layout, and production. Special chapters dis. 
cuss at length the relative merits of newspaper advertis. 
ing, direct mail, radio and television. Specific suggestions 
for increasing the effectiveness of other promotional 
activities—signs, display, handouts, publicity—are in- 
cluded, along with a number of tested advertising ideas 
that have been successfully applied by retailers. A retail 
advertising dictionary and a list of the postal regulations 
for the retailer complete the text. 





Choose Customers’ Christmas Cards 
With Care 


Jewelers planning to send Christmas greeting cards to 
customer lists should exercise extreme care in selecting 
subjects. In recent years, and in certain circles, it has 
become “smart” to send out so-called clever holiday 
ereetings. Some of these cards, though beautifully de- 
signed, convey sentiments hardly in keeping with the 
season of “peace on earth” and, frequently, prove offer: 
sive to those who receive these “gestures of good-will.” 
For every laugh or chuckle such cards evoke, it is likely 
many more are met with resentment. 

Fact to remember in selecting Christmas cards for 4 
customer list is that Christmas is a religious celebration, 
though this is often lost sight of. Fun is fun and most 
customers enjoy those little jokes—though they don’t al 
agree on what is funny. Don’t count on customers seeing 
the humorous side of a Christmas greeting. 

While the orthodox Christmas card may not creale 
as much comment as the so-called clever card, neither 
will it give offense to those who revere the religious 
significance of the holiday season. It is better by far to 
make no impression than to make an adverse one. 
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Competing With Santa 


Jewelers in Jenkintown, Pa., were placed in the posi- 
tion of competing with Santa, a parade and reduced- 
price “Jenkintown Days” during the past Christmas 
season. Generally, we hear of merchants who profit from 
those types of promotion but in this case the individual 
jewelers, such as C. Fred Muth, Jr., now president of the 
Philadelphia Guild of the American Gem Society, and 
Miss Marie Leonhardt, who first introduced the idea of 
bringing Santa to Jenkintown, found the situation re- 
versed. 

One Friday in every month is called “Jenkintown Day” 
and merchandise is marked with tags announcing reduced 
prices. The jewelers, realizing that they could not offer 
reduced prices on the majority of desirable merchandise 
protected by fair trade, could not participate. 

C. Fred Muth, Jr., gained confidence and retained the 
dignity of his establishment through a series of educa- 
tional and informative signs in his window giving the 
public valuable information on how to buy. 

Miss Leonhardt encouraged her customers and the 
prominent members of the community to share in a 
charitable campaign into which she announced she would 
place the major part of her promotional budget, when 
the Business Men’s Association decided Santa’s parade 
would be more expedient than this charity. She wrote 
to a selected list of wealthy residents requesting them to 
contribute to the Jenkintown Day Nursery and mention- 
ing the good this organization was doing and the specific 
needs toward which the money would be used. Then 
she placed an oversized glass bowl in a prominent posi- 
tion in the middle of her store with a neat placard telling 
the story of this organization’s need. She stressed the fact 
that the entire proceeds would be used for the nursery 
and, when asked, informed anyone who wanted to know 
that she was conducting the one-woman campaign and 
she was defraying incidental expenses. 

When the bowl was presented to the Nursery it con- 
tained enough money to completely equip the kitchen 
with a new electric refrigerator and other electrical ap- 
pliances. Every contributor whose name and address was 
known received a personal letter from Miss Leonhardt 
thanking them and telling of the good work accomplished 
through these contributions. This list was sizeable since 
all who donated were invited to leave their identity and 
receive a report. 

Of course many jewelers donate to charity and allow 
the placing of receptacles soliciting funds for legitimate 
organizations to be placed on their counters. But this 
one-woman campaign for an organization lacking a regu- 
lar promoter, taking full advantage of local interest, with 
all expenses paid by the jeweler, and visible, concrete 
results shown so soon afterwards, made the difference. 
While many other merchants gave evidence of a poor 
Christmas the jewelers found these conservative and dig- 
nified goodwill builders enabled them to compete with 
Santa, his parade and “Jenkintown Days.” 





To increase sale day attendance, merchants in one 
Louisiana city offered free parking to all out-of-town 
shoppers and specially reduced prices at local restaurants. 


~ stunt ts said to have increased attendance consider- 
ably, 
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There is no 
substitute for 
experience. And 


vast experience 


Aisenstein & 
Gordon has gained 
in serving jewelers, 
since before the 
turn of the 
century, makes 

A & G a reservoir 
of assistance which 
you can draw on 
profitably at any 


>. At time, without 
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Seeland Watches @ R. F. Simmons Co. 
Community Plate @ Speidel Corp. 

Tudor Plate @ Louis Stern Co. 

1847 Rogers Bros. @ Van Dell Jewelry 

Wm. Rogers & Sons @ Ronson Lighters, etc. 
Anchor Rogers Sterling @ Herschede Hall Clocks 
Poole Silver Plate @ Ingersoll Clocks & Watches 
Phyllis Jewelry @ Ingraham Clocks & Watches 
Forstner Jewelry @ Revere Hall & Chime Clocks 
Bugbee & Niles Co. @ Seth Thomas Clocks 
Carl-Art Inc. @ Telechron Electric Clocks 
Carmen Bracelets @ Westclox Clocks & Watches 
Deltah Pearls @ Hamilton Beach Appliances 
Excell Mfg. Co. @ Manning-Bowman Appliances 
Finberg Mfg. Co. @ Schick Electric Shavers 
Irons & Russell Co. @ Sunbeam Appliances 

Iskin Jewelry @ Toastmaster Appliances 
Jacoby-Bender, Inc. @ Waring Appliances 
Marathon Co. @ Westinghouse Appliances 


Marvella Pearls @ Westinghouse Fans 
Shiman Mfg. Co., Inc. @ Sansom Rubber Blade Fans 





@ Arctic Aire Fans 
Polar Cub Fans 

Rival Appliances 
Rolls Razors 

Flint Carving Sets 
Carvel Hall Cutlery 
Eversharp Pens 

@ Terry Wallets 

@ Ekco Pressure Cookers 
@ Ekco Cooking Utensils 





FINE JEWELRY © DIAMONDS © TOILET WARE the 1951 4 & 6 cata. 


A COMPLETE LINE OF FINE STONE RINGS 


is now available. 
Write for it today. 


Aisenstein & Gordon Ine. 


712-714 Sansom St. AG Philadelphia 6, Pa. 
Phone: WAlnut 2-3995 








. 
' 
: 
e 
: 
; 
vad 


te 


TCO er UM Ee 





a 
, 
, 

% 


am. 
SY 
%, ’ a 


7 


WIN WITH FOOTBALL CHARMS 
by Disher 


You can be the big winner in the midwinter athletic banquet 
season by selling charms to the many champion teams. 


Build for permanent leadership in this field with Fisher 





quality, in Sterling, Gold-Filled, Rolled Gold Plate, and 
Golgeh melo) (o Mm @N0) @tolilo ME LONE NN coh emilee LM dieliriel ee 


J. M. FISHER COMPANY, Attleboro, Mass. 





A New Stock of 





iy 
ica - Necklaces 


from wholesalers, 
jobbers, 


manufacturers B All Sizes and Grades from 
one epee. $30 to $5,000, Keystone 
Immediate 


j from one . 
“Sieiovet © L008e Pearls 


and most 


/ 
get B crom 3 to 10 MM., All Qualities 


Memorandum selections sent on request 
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CULTURED PEARL 


IMPORT COMPANY 


ROOM 1013, 665 FIFTH AVENUE, NEW YORK 22 
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Cultured Pearls 


—AT NEW, LOW PRICES— 





The Gensler-Lee Story 


(From page 101) 


| 7 
G. J. GENSLER RALPH C. LEE BUDD ROSENBERG 


of selling only diamonds. This was a tremendous job 
because large wall cases and large showcases were grad- 
ually looking like empty spaces as merchandise lines were 
eliminated. Large wall cases were taken out; wall panels 
and small shadow boxes were installed; eight foot floor 
cases were replaced with small five foot cases to take 
less merchandise; floors were carpeted which had a ten- 
dency to make the store look smaller and more intimate. 
Rear portions of the stores were partitioned off and 


_ shortened. Window valances were painted down and 
_ made smaller to accommodate diamonds, which take up 


little space. Space fillers in the way of interior decora- 
tion were designed to take the place of wall cases. The 
firm has their own display department where all window 
and other displays are designed and constructed. 

The new stores were especially designed to follow the 
new plan; small stores, small windows, a store designed 
to look like a “diamond store.” Some radical innovations 
were made in the new stores, such as placing carpet right 
out through the lobby. Realizing that this is impractical 
the carpeting is constructed so it can be changed readily, 
but the advertising value is great. Facades have a repe- 
tition and emphasis of the firm name and diamonds. It 
may seem overdone to some merchants but Gensler-Lee 
think it puts over their idea. They attempt to provide 
an atmosphere conducive to the sale of an important item 


_—a diamond; colorful, quiet, reposed and _ attractive. 


| SOME VOLUME LOST IN EARLY STAGES 


“True, we lost some volume in making this change. 
We eliminated the short profit lines first. In analyzing 
such lines with the high service costs and low mark-up 
and high selling costs, it looked like we were swapping 
dollars. But while we were losing volume in some di- 
rections we were selling more and more diamonds even- 
tually. Yes, we took a licking for a period, but we feel 
we have more than made it up.” 

The five years passed and the job was still not done. 


_ There are still some loose ends to tie up. But the job 


is about 90 per cent completed. Today only diamonds 
and diamond watches and diamond merchandise are 
featured. No other merchandise is displayed in the 
windows, or advertised. Their volume is practically 100 
per cent diamonds. 

While all this transformation was going on, the Gensler- 
Lee advertising also underwent a face-lifting and change 
of policy. Vice-president and advertising director, Budd 
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Rosenberg, who has been responsible for the Gensler-Lee 
advertising for thirty years, developed a unique type of 
institutional advertising, designed to sell diamonds to the 
public, and that Gensler-Lee was the place to buy them. 
In order to create new interest, the advertising went as 
far away from conventional jewelry store advertising as 
possible. No merchandise was shown. No prices men- 
tioned. No promotions. Just straight institutional, car- 
ried in full page newspaper advertising. Radio, direct 
mail and outdoor media were also used in this manner. 

Because Gensler-Lee cover the entire state of California, 
they are in an advantageous position to use complete 
statewide coverage, fully utilizing Sunday newspapers 
with large out-of-town circulation, billboards throughout 
the state and many radio stations. The success of this 
specialized plan is attributed largely to the fact they op- 
erate a statewide chain of twenty stores and are therefore 
able to convincingly and thoroughly deliver their adver- 
tising message. 

Many obstacles had to be overcome. Fortunately 
leases on many stores expired and new stores could be 
built to accommodate the new merchandising plan. Most 
of the twenty California stores have been remodeled and 
rebuilt during recent years to fit the new merchandising 
policy. 

Budd Rosenberg is of the opinion that in a highly 
competitive field, some form of specialization is neces- 
sary in order to keep a forward position. He says: “Re- 
gardless of the size of the community, a jeweler can find 
some item or service which can become a keynote of his 
advertising and his store. For example, he can become 
known as a specialist in gem stones, or a store known 
for fine silverware, or he can specialize in clocks and 
watches, or repair service. Or he may even wish to place 
emphasis on his personality, as a theme for selling his 
store to the community. People are busy. There are 
lots and lots of stores. If a merchant is to project his 
store into the consciousness of the buying public, he has 
to stand out from the crowds, so to speak. Consistent, 
specialized advertising and store promotion will build 
his name, fame and sales. You can’t be all things to all 
men. Decide what kind of a store you want to be and 
stay with it.” 





More Christmas Sales 
(From page 98) 


Instead of advertising singly, the Dryades street busi- 
ness men bought a “double truck” cooperatively each 
week. (A double truck is two facing newspaper pages in 
the center part of a section.) 

Inside this double truck, there was a powerful, hard- 
hitting headline which appeared each week. It said: “Big! 
New! Exciting! Dryades Street Christmas Sale. Shop 
Early! Save Time! Save Money! Jackson and Freret 
buses to the doors.” 

Under this two-page banner headline appeared the 
individual advertisements of the Dryades street stores. 
Each had a definite space of its own, inside which its 
merchandise competed with no other, and where the 
format, copy, illustrations, sales appeals, were left to the 
discretion of the store itself. 
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EMBLEM JEWELRY that 
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WEFFERLING BERRY & 
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FERRANTE-RIVIECCIO Co. 
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Diamond Grading 


(From page 108) 


although old miners usually have a smaller table and 
either oval or badly rounded and open culets. 

Those jewelers who are more technically inclined cay 
class a good brilliant cut diamond when it corresponds 


| very closely to the requirements listed as follows: 


1. Depth of the stone about 60 per cent of the width 
of the girdle. 
2. 29 per cent of the depth of the stone above the 


cirdle. 
71 per cent of the depth of the stone below the 
girdle. 

3. Width of the table 51 per cent of the width of the 
girdle. 


4. Small or “closed” culet. 

5. Angle of upper main facets is 34.1/3°. 
Angle of lower main facets is 41°. 

6. 58 facets in all, including table and culet, —33 
above, 25 below. 


Now that we have covered all three phases of diamond 
srading—color, perfection and make or cut—we can jot 
down some samples using the suggested grading symbols, 

For instance, let us look at an imaginary diamond, 
It is a fine clear white stone—a Top Wesselton—and it 
is very slightly imperfect, say a hard-to-find pinpoint. 
The make is of good proportions. The symbols of this 


stone would be (W+ .G). 


Let’s take a look at the following symbols and translate 


| their meaning: 


= 
s S 
S te 
S = 
<3 
=) o & 
SO fy = 
W+ . G Clear White (Top Wesselton) VVSI 
(Very Very Slightly Imperfect) Good 
Make. 
LY = H Light Yellow. Slightly Imperfect. 
Heavy Make. 
Y xX S Yellow. Imperfect (1st Piqueé) Shallow 


Make. 

T Oo OM ~~ Tinge (Crystal) Flawless. Old Miner. 

W— XxX G Top Crystal. Badly Imperfect (2nd 
Piqué) Good Make. 

W ; H White (CWesselton) VVSI. Heavy 
Make. 


All the symbols used in this article are merely sug: 
gestive. They have the advantage over most other sym- 
bols used in that they are more visual and thus easier to 
remember and work with. In any case, jewelers should 
have some kind of a diamond grading system. Whether 
they use these symbols or others of their own devising, 
the important thing to keep in mind is a system that is 
easy to work with and readily understandable both by 
themselves as well as by their employees. 





One jeweler arranges to have all last-minute gift items 
purchased on December 23rd or 24th, delivered by West- 
ern Union if the gift is intended for a local recipient, or 
by air parcel post or air express if intended for somé 
out-of-town recipient. A large airlines map in his window 
points up the offer. 
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Customer Services 
(From page 110) 


12 rods holding 12 spools of gift-wrapping ribbon in 
various colors and designs. Below the edge of the work- 
table are rolls of gift-wrapping paper which give the cus- 
tomer a wide variety of choice in papers, ribbons and 
trim. There are always at least two types of paper avail- 
able, usually chosen for a seasonal motif, and the cus- 
tomer, if she wishes something unusual in gift wrapping, 
is courteously invited to select the paper and ribbon her- 
self. With tape dispenser, a scotch tape machine, stapler, 
seals, and paste handy in the center of the table, it is a 
simple matter to wrap exquisitely designed gift packages 
ina few moments’ time. To the left of the worktable, and 
likewise constructed entirely of white enameled hard- 
wood, are a series of larger bins, in which gift boxes large 
enough for wrapping lamps, large vases, or clocks are 
kept. Six of these bins provide oversized boxes, in view 
of the fact that Moon Jewelry Company’s gift lines incor- 
porate pottery, lamps, pictures, and large, bulky home 
accessories. 


SPECIAL SERVICES EMPHASIZED 

After viewing the gift-packaging facilities, the customer 
is invited to look over the silver polishing bench, again 
done throughout in white, in the right-rear corner of the 
room. This, 4 feet long by 3 feet wide, has a removable 
cover on which sterling flatware and hollowware is pol- 
ished, with a tremendous variety of polishes for meeting 
various conditions of tarnish or corrosion, on open 
shelves below. Here, too, the customer is usually intro- 
duced to an effective variety of silver polish which is 
manufactured by Moon Jewelry Company under the 
humorous name of “Moon Shine.” “Displaying our Moon 
Shine product to most visitors is a humorous break on the 
tour,’ Moon said, “and, we think, it helps to impress 
forcibly upon them the fact that we polish all sterling we 
sell, whenever the customer wishes.” 

Passing through the sales office at the right, the cus- 
tomer enters the watchmaking department, which, except 
for dark hardwood workbenches, features white walls. a 
glass-block wall for illumination, and an all-white ceiling. 
Pointed out here are modern equipment for watch repairs 
and a complete filing system whereby records on more 
than 30,000 watch repairs are alphabetically and chrono- 
logically filed. One of the most important points which 
Moon Jewelry Company emphasizes at this call is the 
engraving department, where a full-time hand-engraver is 
at work. “Showing the visitor that maintaining our own 
hand-engraver makes it possible to turn out engravings 
within a short time after purchase of the item quite fre- 
quently brings an exclamation of surprise.” Moon said. 
“and it has certainly influenced many new customers to 
visit the store.” 

Net results after a tour of this sort, conducted by Moon 
or any of the salespeople of the store, are invariably good. 
Through maintaining the clean, all-white atmosphere of 
the service departments, Moon believes he sends every 
woman customer out of the store with a thorough appre- 
ciation of Moon Jewelry Company’s “good housekeeping.” 
This. naturally, translates into a better regard for the 
store’s merchandising methods, its inventory, and _per- 
sonnel. 
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WATCH REPAIRING TO THE JEWELRY TRADE 


Since 1940 


Gne week's service on average overhaul jobs 


i PPP TTTRTTTTETTPTT ETL $3.00 
\self-winding - $1.00 extra) 
Cleaning and Staff .........--- cece ceeceeeees 4.50 
Cleaning and Mainspring .........-.-+-+++-e8> 3.50 
Cleaning and Stem and Crown ..........++++:- 3.60 
| PPT TTTTUTTITT TTT ET 2.50 
Stem and Crown only .........0-seeceeeecees 1.75 
Mainspring only ... 2... ccc cc cccccccccescees 1.75 


Jewels - balance, roller, pallet (with clean) ea. .85 
Crown, hand, crystal reg. (with cleaning) ea... .30 


Pivots polished ..... 2c ccccccccccccccccccccece 1.00 
IN. £0040 66446k06060600 0000800600 1.00 
RP GRIND © go 5 6.60 cc ccecccecececevsens 1.00 


Chronographs overhauled (plus parts)... .$8.50 - 10.50 


Dial refinishing - factory prices. 


All customers’ watches are fully insured while in our possession 
by our Jewelers Block Policy, issued by the St. Paul Fire and 
Marine Insurance Co. 


We acknowledge all watches upon receipt with a list of your 
numbers, size, maker, jewels, case. 


We have a good staff of competent Watchmakers—NO 
APPRENTICES. All repairs timed on our WATCHMASTERS 


and carefully checked before returning to you. 


If you are interested in FIRST CLASS WORKMANSHIP and 
repairs that we fully guarantee, we can be of service to you. 
Repairs shipped “open” to well rated accounts. Terms: Net: 
10 days. 


We are offering following material assortments which every 
watchmaker should have on hand and have purposely omitted 
staffs, stems, and mainsprings as these items are usually 
stocked. 








AS 970 ASSORTMENT 
| only roller table, complete 
2 " yoke bridges 


minute wheel 


FF 120 ASSORTMENT 


| only roller table, complete 
" yoke bridges 

| " minute wheel 

1 " setting wheel (inter- 


! 

mediate } | " clutch wheel 
2 “ clutch wheels 5 * eee wheel 
“ hour wheel 2 “ 4th wheels, sec. hand 
3 click springs neat 
3" clutch lever springs eee 
2 ™“ winding pinions winding pinion 
YOUR COST $3.00 }] YOUR COST $3.00 














Both assortments $5.70 or $2.85 each in lots of 2 or more. 


Terms: Net Cash—Postage prepaid when remittance accom- 
panies order. 


Prices subject to change. 


FRED P. SMITH 
6008 W. Belmont Ave., Chicago 34, Illinois 
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CULTURED PEARL 
NECKLACES 


’ 
s 
All Sizes of Loose 
Pearls 
e 
= 
CAMEOS — SEMI-PRECIOUS STONES 


BEApDs — Zircons — MosalIcs 


Selections Sent on Approval 


A. DIAGONALE & SONS, we. 


116 Nassau St. New York 7, N. Y. 
Tel. COrtiandt 7-4674 














AN APOLOGY 


To our friends and patrons who have experi- 
enced delay in delivery of our Patented* Wing 
Back. We are happy to announce that due to 
improved facilities we are now in a position to 
insure immediate shipment. 


clicks opening 
clicks closing 


*Patented. Design 155,535 
Patented Construction 2,472,958 


Infringers will be prosecuted 


NIASH REFINING COMPANY 


116 Nassau St., New York 7, N. Y. 


CO 7-4496-7 











Newspaper ‘Catalog’ 


(From page 116) 


in almost all lines. Locally, one large manufacturing firm 
had been closed for several weeks and during the holiday 
season was operating only on a limited scale. Coupled 
with an increase in unemployment in general, there was q 
marked decrease in the amount of money people had to 
spend. 

“I have never seen anything like it,” comments Jack 
Ronson, store manager and advertising manager. “The 
day after the supplement appeared our telephones rang 
constantly, and it was practically all from that medium. 
While some calls were inquiries, most of them were actual 
orders. I have never known an advertising promotion to 
produce such immediate and such a large volume of 
business. It started the Christmas buying season on Noy, 
28, which was considerably earlier than usual. We con. 
tinued to write business from that advertising into Janu- 
ary and February, when people came in bringing parts of 
the section they had clipped out. 

“Our major aim in using that promotion was to put 
jewelry stores in the fore for gift buying. Department 
stores with large and impressive promotions had estab- 
lished themselves as major gift sources. We believed that 
people thought of the jewelry store for diamonds, watches, 
silverware, but overlooked the gift merchandise. What we 
tried as an experiment proved one of the best investments 
we ever made.” 


BRAND NAMES FEATURED 


The supplement, with its 165,000 circulation, featured 
specific merchandise, each item numbered and priced, 
with a brief description. Well known trade names were 
featured freely throughout. In presenting watches, for 
instance, two full pages were devoted to the lines of two 
nationally advertised brands, while a third page was 
given to featuring the remaining watch lines combined. 
One full page was devoted each to men’s leather and 
jewelry accessories, ladies’ costume jewelry, sterling sil- 
verware, plated ware, clocks, and portable radios. The 
center double spread was given to diamond jewelry, in- 
cluding watches, rings, fraternal emblems and crosses. 
Considerable space was given to gift items and a half 
page was given to baby jewelry. 

Two by-lines were featured alternately at the bottom of 
each page, one reading “Save this Xmas guide for your 
shopping convenience” and the other “Call Plantations 
1-4232, 1-4233, 1-4234 or Use Mail Order Coupon on 
Page 16.” 

Among the more popular items were coffee making 
sets, sugar and creamer sets, clocks, bridge accessories, 
costume jewelry and occasional pieces. Of the featured 
soup ladle, more than 200 were sold at $5.95. Many 
people selected and started sets of sterling and silverplate. 

So successful was the experiment that it is being re- 
peated and enlarged for the 1950 Christmas season. It 
will contain 20 pages and possibly 24 pages and will be 
patterned along the same lines. One change will be the 
back page. In last year’s edition, this was given half to 
baby jewelry and half to a convenient mail order blank. 
This year’s edition will eliminate the order blank and 
suggest ordering by mail, since the company found that 


THE JEWELERS’ CIRCULAR-KEYSTONE 











most people visited the store or telephoned. The telephone 
business was tremendous and the store numbers will be 
emphasized throughout the supplement. 

While the supplement spearheaded the season’s promo- 
tion, it was supported by a large schedule of conventional 
newspaper advertising, which included full and half 
pages in rotogravure and two and three column black and 
white copy in the Providence Sunday Journal throughout 
the season. During the week, black and white copy of two 
columns of 100 lines appeared in the newspaper several 
evenings each week. Newspaper copy featured one item 
or one department, never a mixture of merchandise and 
departments. Copy featured the romance of giving and 
receiving, the romance that surrounds the gift, the ro- 
mance that suggests the gift. 

Radio spot commercials are used over WEAN on a 
24-a-week packaged basis, the spots put on at the time 
most convenient to the broadcasting station. For this, 
Baird-North made four recordings and these were alter- 
nated throughout the season. The company also used six 
spots a day for six days a week over WNAC and WPRO. 
Radio spots feature specific items with prices and from 
time to time feature promotions offered exclusively 
through this medium. Tests from the latter prove the 
sreat value of radio spots. These will be continued for the 
1950 season and television will be added on a limited 


basis. 
Direct mail pieces were sent to 25,000 persons on the 


Baird-North mailing list. This featured specific merchan- | 


dise with prices but also emphasized free gift wrapping, 
free gift mailing, free engraving and reminded people 
that their credit accounts are still good. The first mailing 
piece went out about the middle of October and was the 
breaker for the season’s promotion. One of the early 
mailing pieces last year was a letter and coupon offering 
a comb and file in leather case at a special price of 65¢. 
This proved a big traffic builder and reopened many old 
accounts. Another piece included a letter and coupon, 
sent to 14,000 diamond customers, offering a free bottle 
of diamond cleanser and emphasizing the store’s free 
checking service on diamond merchandise. This also 
brought good response. Mailings for the 1950 promotion 
will include two letters plus a display piece featuring 10 
selected items. 


Windows and interior displays tie in with all advertis- 
ing and are changed weekly, so that people are reminded 
of all departments in the store. 

“The basic objective,” Ronson says, “is to get people 
into the jewelry stores of the country for gift merchan- 
dise. The jewelry retailers must promote their merchan- 
dise aggressively to meet the inroads made by department 
stores and other outlets which have already taken away a 
large amount of business. It is up to the jewelers to go 
after this business and get it. People know what merchan- 
dise our store carries but they need to be reminded 
constantly.” 





One jeweler offers a special gift wrapping arrangement 
whereby not only are gift items selected and wrapped 
atractively, but a bouquet of flowers is included with each 
purchase of $10 or more. The customer can deliver the 
flowers personally and the idea has been found to be an 
incentive for jewelry purchases to be made on that basis. 
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14 KT. GOLD WATCH BRACELETS 
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See is believing! You only have 
to see Esquire’s superbly styled, hand- 
crafted. 14 kt. gold watch bracelets to 
fully realize what makes Esquire the 
most sought-after line today. But, talk 
is cheap! If you’re looking for an exclu- 
sive distinctively designed line of men’s 
and women’s watch bracelets, in 14 kt. 
yellow or white gold, drop us a note, 
it takes but a moment of your time, 
and our representative will be happy to 
show you the complete Esquire line. 
Fashion Styled ... in Exquisite Taste! 
























Mf _ Inc. 


g. 

63 EAST BROADWAY 
NEW YORK 2, N. Y. 
BArclay 7-5036 





FIRST! 


all Be sure to see the ESQUIRE line . 
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PERFORMANCE 
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Nationally acclaimed ARCH CROWN 
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Mfd.by ARCH CROWN TAGS, INC. 


peprK-9 277 Halsey St. Newark 2, WJ. 











One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 


Lene West 47th St. © New York 19, N. Y. © JUdsonm 6-1666 punt 
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HANDY & HARMAN 


82 FULTON ST., NEW YORK 7, N.Y. 
BRIDGEPORT, CONN. @ CHICAGO, ILL. ¢ PROVIDENCE, R. 1. 
LOS ANGELES, CAL. « TORONTO, CANADA 
PRECIOUS METALS SINCE 1867 





HANDY & HARMAN 















Appliances Broaden Scope 


(From page 120) 





use of its display windows and its sales force is alert, 
informative and courteous. Store fixtures are of the 
latest design and all goods are displayed to the best pos- 
sible advantage. There is an air of friendliness about 
the place that people like. 

In the center aisle, well toward the rear of store, is a 
three-tier specially constructed display unit of walnut 
construction. This is used for the presentation of electric 
housewares. It was purposely set up at this point be- 
cause the majority of the firm’s customers make payments 
on a stipulated basis for the goods purchased. 

When they come in to pay on their respective accounts, 
they go the cashier’s station, and on the way must pass 
the housewares, and by having the wares at this point 
they are never overlooked. There is ample recom on all 
sides of the display for the passing of those examining 
the offerings. 

The lower section of the unit is about six inches off 
the floor, and this prevents the scuffing of shoes, the 
marring of the fixture, and also makes for greater ease 
in the dusting and cleaning operations which are per- 
formed each day. The bottom shelf is 21% feet wide by 
6 feet long. 

Set out at this point are pressure cookers, waffle irons, 
ege cookers, mixers, air jet driers, electric poppers, elec- 
tric tool sets, meat grinders, drink mixers, etc. 

The second shelf, raised about two feet from the bot- 
tom shelf. holds another assortment of the wares, includ- 
ing thermic jugs. Numerous electric irons are also pre- 
sented here. The top shelf, a foot wide, holds lighter 
weight items, such as attachments for the mixers, smaller 
sized mixers, toasters, small fans and other electric house- 
wares. There is a good showing of coffee makers. 

The items are set out in orderly array with manufac- 
turers’ literature in neat piles. In front of the unit as 
you enter the store, is a smaller display stand, which is 
used for electric fans in good variety. Window fans, 
pedestal fans, window ventilators and large oscillating 
fans are conveniently arranged on the floor. 

The store was opened to the people of Decatur and its 
trading area on Oct. 3, 4 and 6, 1947. From the very 
beginning the firm carried a small stock of electric house- 
wares and as the line proved highly profitable and was a 
traffic builder, it was enlarged from time to time. 

The Carson organization is a firm believer in adver- 
tising. It buys a hugh amount of space in local papers 
yearly and there is no let up in the regular appearance 
of the firm’s messages. The electric housewares always 
come in for their share of the space. 

The firm also sponsors a radio program every Sunday 
night except during the months of July and August. 
Jeweler Lieberman, in behalf of his firm, takes a most 
active part in all community affairs, and the firm is 
highly regarded even among its competitors. 

“We are always trying to create demand for the goods 
we carry, and are not just satisfied to supply the demand 
someone else has created,” said Lieberman. “We resort 
largely to advertising to persuade people to buy and to 
create store traffic. We always give concrete reasons 
why people should buy what we have to offer and these 
reasons are never exaggerated.” 
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He goes on to say that advertising is the dynamic force 
that energizes sales—knocks down barriers and removes 
limitations. It reduces the cost to sell and increases the 
store’s sphere of operation. Advertising also assists the 
store to instill confidence into the customer’s mind and 
heart—it tends to make folks feel that the firm wants 
their patronage. 

Then Lieberman added that this is why advertising is 
used to bombard trade, intensify the call for such goods 
as the store wishes to sell and ever add to the prestige 
that the store has gained. 

The sales force at Carsons has a thorough knowledge 
of the housewares featured and what service they will per- 
form. This inspires confidence on the part of the cus- 
tomer and results in more sales. The sales person with a 
full knowledge of the product has more confidence, too, 
and the customer absorbs this, it was pointed out. 

One of the most important jobs of a salesperson in a 
housewares department is to be able to give the customer 
an accurate and concise picture of the value and adapt- 
ability of the mixer, the toaster, the electric iron, the fan, 
and the like, and it is no different when selling such wares 
in the jewelry store, it was explained. 

That’s why the management insists that the salespersons 
are thoroughly familiar with the items sold at Carsons, 
and pass their knowledge along to the prospective buyer. 

The management never slights the sales possibilities 
and the profit potential inherent in electric housewares 
and fans, and to this end, they are displayed, advertised, 
promoted and otherwise highlighted the year ’round. 

When it comes to the use of dealer aids, Carson 
Jewelers are partial to those which tie-up with national 
advertising campaigns as presented in magazines and 
newspapers, as tests have demonstrated that they produce 
better results. 

“The dealer aids that make a hit with us are those that 
give instructive and understandable information, that 
unfold a whole story, and are embellished with illustra- 
tions which drive the selling arguments home quickly.” 
said Lieberman. He added that it is this sort of dealer 
aid that he unfailingly uses. They make selling easier and 
quicker. 





Bulletin Board Accents Store Ads 


An innovation in jewelry merchandising which has 
consistently improved sales for Selle Jewelry Company, 
St. Louis, Mo., is a novel “bulletin board” which appears 
on the wall of the store, immediately behind the watch 
repair department. 

The board, 6 feet long by 314 feet wide, is constructed 
of cork, with a white frame, and its color scheme matches 
the general color scheme of the store. Mounted on the 
bulletin board at this prominent point, where a heavy 
percentage of daily traffic is focused, are copies of all 
newspaper ads run for the preceding week by the store, 
special notices which may interest customers, and any 
other information. In this way, gathered in one spot, is 
most of the helpful information which customers shop- 
ping in the store may need. Thus, the housewife inter- 
ested in a special event on costume jewelry may refresh 
her memory as to price, details, etc., while another cus- 
tomer, looking for a specific brand of watch, who might 
have forgotten the brand, can quickly locate it on the 


bulletin board. 
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Ask for Folder G 


NEW HERMES 13-19 University Pl., New York 3 } 
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in each package 


With beautifully 
Retail $3.9 5 esta athe ae _— Tox incl. 
Dealer's cost 2.00 match gold watches Decler’s cost 3.25 


ALSO OBTAINABLE IN 10 KT. ALL GOLD 
RETAIL $75.00 Plus excise tax DEALER'S COST $40.0 


Scientifically designed by jewelry craftsmen for the jewelry trade 


NO OTHER METAL WATCH BAND HAS THESE FEATURES: 

@ Resilient, stainless steel, non-corrosive, non-magnetic 

and perspiration proof. 
@ Adjustable clips with sliding device to fit any watch, 

relieving strain on watch case lugs. 
@ Watch can be attached in 30 seconds. @ Ideal for hot weather. 
@ Nothing to get out of order. @ Shock absorbing. 

@ Instant sales appeal. 


With beautifully 
designed chrome clips 
to match 

white watches 








Immediate delivery Ordernow @ Small 6'%"—Medium 6 %"—Large 7” 


Dow Yecace WAH BANDS 2.222702 
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ACCLAIMED A TRULY GREAT PATTERN 


i the Sea 


THE MAGNIFICENT NEW 


WALLACE 


Chit Yynena 4070 Beauly DESIGN 


Winning applause the country over is Wallace Sterling’s exquisite new pat- 
tern “Romance of the Sea.”’ Masterfully designed by William 5. Warren, sculp- 
tured in full-formed “Third Dimension Beauty,” it is superbly crafted in ster- 
ling silver by Wallace Silversmiths. 

Though introduced only a few short months ago, it has become as treas- 
ured as the five other magnificent “Third Dimension Beauty” patterns . . . Rose 
Point, Sir Christopher, Stradivari, Grande Baroque and Grand Colonial. This 
exciting design is now making history over the silver counters throughout 
America. It is destined to become one of the most sought-after patterns of the 
coming year. 

Pian to feature “Romance of the Sea” in your sterling silver merchan- 
dising plans this Fall. You'll discover the demand for this design is great, for 


consumers have taken it to their hearts and want it for their homes. 


WALLACE SUTLVERSMITH! 
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E. H. Bass shows a group 
of visitors the prize-winning 
table at the recent contest 
which he sponsored. Local 
clubs were invited to con- 
tend for cash prizes which 
Bass offered for best table. 


Tableware Lines 
Limelighted at 


Setting Contest 








Above: An Easter table which won 2nd prize in the table 
i ’ . . : setting contest. Below: This bridal shower table earned 
O stimulate interest in sterling silver and third prize for a Rocky Ford, Colo., women's organization. 


fine crystal, E. H. Bass of Bass Jewelry store, Rocky 
Ford, Colo., has instituted a unique and highly success- 
ful annual sterling show in the form of a table setting 
competition between Rocky Ford women’s clubs. 

First show was held April 1, 1949, and the second, 
March 31, and April 1, 1950. In 1949 nearly 500 per- 
sons attended the showing, and this year the crowd was 
much larger. 

The shows were designed to interest good prospective 
customers, especially members of women’s clubs and 
teen-age girls’ organizations. With the thought in mind 
that such organizations were usually anxious to add 
money to their club treasuries, Bass offered cash prizes 
for the best table settings. 

Results in terms of local prestige and good news stories 
—not just “free publicity’—in the Rocky Ford news- 
papers were gratifying, Bass reports. In 1949 the store’s 
sterling silver business gained appreciably after the show, 
and Bass anticipates similar results this year. In fact. 





























(Please turn to page 168) 
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BETTER your home...better your LIVING 





A DIGEST OF 
SALES-BUILDING IDEAS 

FOR YOUR BUSINESS 

FROM THE PAGES OF 
DECEMBER HOUSE BEAUTIFUL 
WHICH REACHES YOUR BEST 
CUSTOMERS ON OR ABOUT 
NOVEMBER 20th. 





Ph ME BMALTIFULS 


} | Ache 





On newsstands the end of November at 50¢ 
per copy — House Beautiful’s influential 


GUIDE FOR THE BRIDE, 


reaching 47,000 brides and_ brides-to-be 
who are realistically in the market for 
silver, china and glassware. Want free 
“Guide for the Bride” display cards, 
mounted with advertisements in the forth- 
coming issue? Turn the page for easy 
instructions on ordering. 





GLASS PROMOTION PACKAGE 


Nine Feature Editorials in December 
House Beautiful Offer Unlimited Tie-in Ideas to 


Build Extra Glassware Sales 


This is it... one of the most important contributions to the glassware industry 
ever made by a consumer magazine! Nine promotable editorials on the American 
Style in glass, practical glass wardrobes . . . almost every aspect of glassware’s 
role in today’s living! And they’re timed to strike your best prospective customers 
when gift and entertainment item buying is heaviest! 

Make room on your counters for tie-in displays. Plan your promotions 
now! This can easily be the biggest glassware season you've ever experienced! 





AMERICAN STYLE IN GLASS... 








American Style in Glass ... as 
pictured in December House 
Beautiful — practical, uncom- 
plicated shapes, restrained, 
often non-existent ornament, 
fulfilling the demands of char- 
acteristic American traits. 
“Laurel Wreath” ice tea tum- 
bler, Glastonbury, Inc., Chi- 
cago, Ill.; “Pristine” divided 
relish dish, Cambridge Glass- 
ware Co., Cambridge, Ohio: 
‘““American” pressed glass 
water goblet, Fostoria Glass 
Co., Moundsville, W. Va.; 
“Spanish Crinkle” frosted 
glass, Carbone, Inc., Boston, 
Mass.; floral etched sherbet 
glass, Lotus Glass Co., Inc., 
Barnsville, Ohio; cocktail 
mixer, ice bucket and teardrop 
cocktail glasses, Steuben Glass, 
Inc., New York, N. Y.; cut- 
crystal coupette, Hunt Glass 


W orks, Corning, N. Y. 





RIGHT FROM HOUSE BEAUTIFUL 


ADVER-TIES 


FOR EASIER, MORE PROFITABLE 
SALES TIE-IN YOUR FORTHCOMING 
PROMOTIONS WITH THESE FAMOUS 
NAMES FEATURED IN THE ADVERTIS- 
ING PAGES OF DECEMBER HOUSE 
BEAUTIFUL. 
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CHINA, GLASS & TABLEWARE 


19. BACCARAT CRYSTAL CANDELABRA 
BACCARAT & PORTHAULT 


20. BARONET CHINA FROM BAVARIA 
FISHER BRUCE & CO. 


A 5-piece place setting in one of Europe’s fine 
dinnerwares for only $11.50! The china — 
BARONET by Eschenbach of Bavaria; the pattern 
— LORAINE; the advertiser — Fisher, Bruce & Co., 
exclusive U. S. distributor. LORAINE is charm- 
ingly decorated in coin gold and gray, comes 
in large 101/2’’ dinner plates and footed, flared 
teacups and saucers. 


21. BERGDALA SWEDISH CRYSTAL 
STEMWARE 


R. F. BRODEGAARD & COMPANY, INC. 


REGINA, a stemware pattern by BERGDALA at- 
tains simplicity-supremacy of the highest stand- 





ard in contour beauty and transparent clarity, is 
offered at moderate prices for present-day living 
for the young homemaker. 


22. BING & GRONDAHL FIGURES 
D. STANLEY CORCORAN, INC. 


23. BLENKO MODERN GLASSWARE 
BLENKO GLASS CO. 


24. BUENILUM & BEAUMONDE 
BRASS HOSTESS ACCESSORIES 
BUENILUM 


25. FENTON HOBNAIL GLASS 
THE FENTON ART GLASS COMPANY 


New Fenton place-settings in hand-made Hobnail 
Pattern are featured in a dramatit full-color 
photograph showing the smart, adaptable square 
coupe shape. Readers will get entertainment 
ideas from the advertisement. Retailers carrying 
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MORE 


ADVER-TIES 


the line will get abundant free merchandising 
helps from The Fenton Art Glass Company, 
Wi.liamstown, W. Va. 


26. HAVILAND DINNERWARE 
““ARBOR”’ PATTERN 


HAVILAND & COMPANY 


In a striking display, Haviland & Company are 
showing their new ARBOR pattern. This classical 
decoration owes its distinction to unusual way 
in which it is treated, not only in design but in 
co'or treatment which combines deiicate bluish 
purple tones highlighted with darker shades; 
whole effect tied together with light brown 
tendrils. 


27. HEISEY ETCHED CRYSTAL 
“HEISEY ROSE” PATTERN 


A. H. HEISEY CO. 


HEISEY ROSE etched crystal will catch customers’ 
eyes in a full-page four color ad in this issue, 
featuring a special glassware section. Use the 
magazine itself, or write HOUSE BEAUTIFUL for 
a mounted reprint. Send to Heisey for Heisey 
Rose display card, folders, radio scripts or news 
mats. 


28. KARHULA CRYSTAL & 
ARABIA OF HELSINKI DINNERWARE 


FINLAND CERAMICS & GLASS CO. 


From Finland — The KARINA . . . stemware pat- 
tern in KARHULA CRYSTAL distinguished by its 
beauty of line in design, is combined with The 
INGRID dinnerware pattern by ARABIA of 
HELSINKI, noteworthy also for its unadorned 
simplicity to form a harmonious table setting 
for dinner, luncheon or breakfast. 


29. LENOX FINE CHINA 
LENOX, INC. 


Once more Lenox, makers of America’s World- 
Famous Fine China, sends your customers news 
of its loveliest china patterns through full page, 
full color advertisements in leading national 
magazines. This advertisement in House Beautiful 
features three widely varied patterns — Cretan, 
Ming-Coupe, and Essex Maroon — to appeal to 
the tastes of all your customers. 


30. MELMAC DINNERWARE . 
AMERICAN CYANAMID CO. 


All molders of fast-selling MELMAC dinnerware 
now have prints of movie (sound color) demon- 
strating how and why such dinnerware can sell 
even faster. Showings can be arranged through 
molders of any of the following brands: Boon- 
tonware, Brookpak, Dallas Ware, Devine Ware, 
Lifetime Ware, Mallo-Ware, Maplex, Meladur, 
Northern Air-Ware, Restraware, Texas Ware. 


31. MONOGRAM STYRENE TRAYS 
MONOGRAM GLASS COMPANY, INC. 


“CARD PARTNERS” solve the problem of table 
top confusion. These handy styrene trays, fas- 
tened to your card table legs, hold glasses, ash 
trays, cigarettes, pencils, etc. out of your way, 
below table level. Molded in brilliant decorator 
colors — Leaf, Cherry, Lemon Peel, and Sandal- 
wood. Set of two serves table of four. 


32. SALEM DINNERWARE 
“CHERRY BLOSSOM” PATTERN 
THE SALEM CHINA CO. 


33. SENECA CRYSTAL STEMWARE 
“HOLIDAY” PATTERN 


SENECA GLASS CO. 


American Craftsmanship at its best ‘“HOLIDAY’”’ 
a new stemware pattern with the traditional 
yuletide holly wreath, symbolic of joyous fes- 
tivity, hand-engraved on quality-ringing clear 
crystal, is most appropriately offered at this 
particular time of the year. Its exquisite beauty 
will highlight the table settings of all formal 
festive occasions. 


34. VAL ST. LAMBERT CRYSTAL 
VAL ST. LAMBERT GLASS CO. 


Heavy-leaded, handmade crystalware from Cris- 
talleries du Val Saint Lambert, Belgium. As 
advertised in House Beautiful, House & Garden, 
Town & Country and the New Yorker to over 
6,600,000 readers coast-to-coast. For further in- 
formation write Val St. Lambert, Inc., 9 East 
55th Street, New York, N. Y. 
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35. VIKING HAND MADE GLASS 
VIKING GLASS CO. 


36. WESTMORELAND HANDMADE 


MILK GLASS 
WESTMORELAND GLASS CO. 


* RUSSEL WRIGHT AMERICAN 
MODERN DINNERWARE 
RICHARDS-MORGENTHAU & CO. 


SILVERWARE 


37. GORHAM STERLING 
THE GORHAM COMPANY 


The second of the Gorham Sterling Christmas 
advertisements appears in December. This is a 
double-page spread which features and promotes 
fourteen famous Gorham patterns. For extr= 
Christmas sa'es, tie in with this advertisement. 
Let customers know that ‘’Giving or Getting — 
You'll be proud to say ‘It’s Gorham Sterling’.’’ 


38. INTERNATIONAL STERLING 
“BLOSSOM TIME” & 
“BROCADE” PATTERNS 
INTERNATIONAL SILVER CO. 


39. REED & BARTON 


SILVER TEA SERVICES 
REED & BARTON 








Concentration in Glass. Here’s a sensible 
“short line” wardrobe of “Old Williams- 
burg” glassware, by A. H. Heisey & Co.., 
Newark, Ohio .. . featured editorially in 
the December issue, as an example of use- 
fulness concentration, which saves storage 
space and makes ownership of several dif- 
ferent sets of glass possible. It’s a timely 
promotion theme for your store. The tall 
tumbler doubles for ice tea or high-balls, 
the goblet for water or milk, the cham- 
pagne glass for seafood or sherbet. the 
juice glass for parfait, and the cocktail 
glass for wines. 





LINENS 


40. IRISH LINENS 
IRISH LINEN GUILD 


For effective background in store display, add 
that important ‘‘giftiness’’ and luxury to silver- 
ware and carving sets by display with beautiful 
Irish Linen napkins. Draw a gaily printed Irish 
Linen handkerchief through good-luck rings, 
bracelets, etc. Just be sure you use genuine Irish 
linens — it’‘s a simple way to spell quality. 


STATIONERY, PLAYING CARDS 


41. CRANES’ FINE PAPERS 
CRANE & CO., INC. 


Crane’s Paper Trousseau — Made from choicest 
materials — Crane’s Kid Finish Ecruwhite Wed- 
ding Papers are instantly recognized for their 
quality . . . afford finest surface for engraving 
and steel-die stamping. Invitations lead list, 
cards come next and include: church, reception, 
at home, calling cards, informals. For bride's 
thank-you notes, die-stamped note sheets and 
letter sheets. 


42. EATON LETTER PAPER 
EATON PAPER CO. 


The slogan which has promoted gifts of Eaton’s 
throughout the year is extended in that Com- 
pany’s 4-color page: ‘‘A Good Gift for Anyone 














at Anytime, Especially at Christmas. ’’ Straight 
forward display of a.lur.ng merchandise, factuc!| 
captions plus dancing color — this ad will pro 
duce retail sales in stores stocking Eaton’s. , 


43. MONTAG’S WRITING PAPERS 
MONTAG BROS., INC. 


44. DURATONE PLASTIC-COATED 
PLAYING CARDS 
ARRCO PLAYING CARD CO. 


“The quality gift that thinks of everyone,”’ is the 
theme of the new series of Duratone advertise. 
ments beginning in the December issues of 
HOUSE BEAUTIFUL, COSMOPOLITAN, NEW 
YORKER, ESQUIRE, FLAIR, TODAY’S WOMAN 
HOUSE & GARDEN, LIVING FOR YOUNG HOME. 
MAKERS and SUNSET. Featured are the d'stinc. 
tive new designs available only in Duratones . . 
the original plastic-coated playing cards. 


45. GUILD PLASTIC-COATED 
PLAYING CARDS 
WESTERN PLAYING CARD CO. 


Guild plastic-coated playing cards have always 
sold fast, and now with the new Canasta designs 
pus the dual-purpose plastic tray case they will 
be hard to keep in stock. Customers will readily 
recognize the unusual value ($1.75 complete) — 
for gift-giving and for keeping. 

Western Playing Card Co., Racine, Wis. 


DECORATIVE ACCESSORIES 


46. ASCOT TABLE LIGHTER “PAGODA” 
AMERICAN SAFETY RAZOR CO. 


47. TAPERLITE CANDLES 

WILL & BAUMER CANDLE CO. 
Popular hand-dipped candles with high turnover 
and 40% profit. The 15 taperlite colors have 
been consumer-tested in a recent nation-wide 
survey. Now packed in the fast-selling ‘‘Two- 
Pack’’— easier to handle and display. Newspaper 
mats, folders, counter cards, window streamers 
and display stand given free to dealers. 


MIRRORS, CLOCKS, DOOR 
CHIMES, LAMPS, ETC. 


15. NUTONE DOOR CHIMES & 
CHIMES CLOCK 
NUTONE, INC. 


48. DONNELLY-KELLEY MIRRORS 
DONNELLY-KELLEY GLASS CO. 


49. SETH THOMAS CLOCKS 
SETH THOMAS CLOCK COMPANY 


Seth Thomas Suggestions for Christmas Time: 
new clocks, beautiful clocks, decorator and nov- 
elty clocks! Seth Thomas advertisements featur- 
ing Christmas clock suggestions are appearing 
in December issues of House Beautiful, House & 
Garden, American Home, Better Homes & Gar- 
dens, Holiday, Fortune and The Saturday Evening 
Post. Tie in with this big Christmas campaign. 


50. TAYLOR WEATHER INSTRUMENTS 
TAYLOR INSTRUMENT COMPANIES 


51. VERPLEX LAMPS & SHADES 
VERPLEX COMPANY 


Verplex offers the lhargest selection of ‘’Quality- 
at-a-price’’ values in replacement lampshades, 
pin-up lamps, occasional table lamps, decorative 
wrought iron floor lamps with table combination 
and modern table lamps. In addition, Verple? 
merchandise is given saleability with 16,000,000 
readers consistently seeing the Verplex tag ina 
series of exclusive national advertisements. 


SMALL APPLIANCES 


52. FILTRON COFFEE EXTRACTOR 


HELMCO — LACY 

The FILTRON, cold water coffee extractor, the 
only one of its kind on the market. A three piece 
glass unit which takes a full pound of your 
favorite brand coffee and turns it into an instant 
extract to be used as needed. Works without 
heat of any kind. An ideal Christmas gift pro- 
motion item. 


53. GENERAL ELECTRIC COMBINATION 
SANDWICH GRILL-WAFFLE IRON 


GENERAL ELECTRIC CO. 


Talk about bui'ding fast sales . . . nothing holds 
a candle to the General Electric Combination 
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Sandwich Grill-Waffle Iron. we . heneinanes gift 65. HAVILAND CHINA 77. GORHAM STERLING 
jem. . . -, it has year-roune aoe ee OUSE “ARBOR” PATTERN GORHAM COMPANY 
t's backed by cottons AND GARDEN BET. 
BEAUTITAES & GARDENS, and LIFE. HAVILAND & CO., INC. 78. INTERNATIONAL STERLING 
66. ORCHARD DINNERWARE INTERNATIONAL SILVER CO. 
-BEACH MIXETTE 
54. saeco en NEWLAND, SCHNEELOCK & PIEK, INC. 79. LUNT STERLING 
HAMILTON- ° 
Mixette, Hamilton Beach's portable agp aes 67. REIZART ORIGINALS LUNT SILVERSMITHS 
gains popularity daily Gs oh. ality. thane “AMERICAN BEAUTY” STEMWARE 80. PACIFIC SILVER CLOTH 
po one hand operation, me — C. REIZENSTEIN & SONS PACIFIC MILLS 
. « be hung on wall or stored in 
drawer. Stores featuring report succesful pro- 68. ROYAL DOULTON DINNERWARE 81. POOLE SILVER HOLLOWWARE 
motions. ’ DOULTON & CO. POOLE SILVER CO. 
55. HANDYHOT APPLIANCES 69. SENECA CRYSTAL STEMWARE 82. QUAKER STERLING “wmnesoR” 

VASE 

MANUFACTURING CO. SENECA GLASS CO 
LIQUIDIZER QUAKER SILVER COMPANY, INC. 

56. K-M 70. SPODE FINE ENGLISH 

ne DINNERWARE  caume tan Semmeen 
Ideal gift suggestion for any season, Knapp- COPELAND & THOMPSON, INC 
Monarch’s famous, original ee sg enpesicnd ’ . REED & BARTON 

li in one — a “‘must have” for every 
ten PP "kitchen and bar! Mixes, grinds, grates, 71. SWEDISH CRYSTAL GOBLET BY 84. TOWLE STERLING 
chops, whips, purees! Homemakers prefer it HOVMANTROP 
b its h -shaped bowl gives ‘’whirl- TOWLE MFG. CO. 
Te neces aaliee, aad rmits addit “BLACK ROSE” PATTERN 
7 a. eS a 85. WALLACE STERLING 
of foods without splashing. $34.95. R. F. BRODEGAARD & CO., INC. . 

R. WALLACE & SONS MFG. CO. 
rac oe 
WEST BEND ALUMINUM CO. 72. theme, ; : 

“The coffee maker, of the year” is the name DECORATIVE ACCESSORIES 

applied to est Bend’s automatic percola : 

which has come along fast in consumer accep- 73. AMSTON STERLING 

tance since it was introduced to the trade last AMSTON SILVER CO 87. PEERAGE BRASS ACCESSORIES 

January. It starts to perk in less than a minute — : S. P. SKINNER & CO.. INC 

is fully automatic and shuts off when the coffee 74. DIRILYTE E - iF. “7 . 

is brewed. Retails for $10.95 including excise tax. ° TABLEWARE 88. RONSON TABLE LIGHTERS 
DIRILYTE COMPANY OF AMERICA : RONSON ART METAL WORKS, INC 

LUGGAGE 75. FRIGAST DANISH SILVER 

58. AMELIA EARHART LUGGAGE PAUL WILKENS, INC. STATIONERY 

AMELIA EARHART LUGGAGE CO. 76. HEIRLOOM STERLING 89. CRANE FINE PAPERS 
“World's Finest Luggage’’— that’s the continuing ONEIDA, LTD. | CRANE & CO., INC. 





theme of Amelia Earhart Luggage’s gay but 
power-packed Christmas message. Cases include 
26” Pullman, 21’ Overnight, Party Box in woven 
twill and top quality leathers. Readers are in- 


vited to see the new mahogany leather, and to Taito, [yore y Alii s 


send for the new informative booklet, ‘’There Is 
FREE DISPLAY 








A Difference’. 


* No Card Available. 











FEATURE THESE NATIONALLY- 
Send for your FREE House 
KNOWN BRAND NAMES IN YOUR Beautiful Window and Ceunter 
STORE PROMOTIONS . . . RIGHT Display Card this easy way . . . 
FROM THE ADVERTISING PAGES OF Circle the numbers below which appear beside the advertisement you wish 
HOUSE BEAUTIFUL’S FORTHCOMING mounted, fill in your name and mailing address and mail coupon to: 
GU | ) F FO R T 4 c 5 RID F Merchandising Division, House Beautiful Magazine, 572 Madison Avenue, 
New York 22, N. Y. 
JCK DEC. 
CHINA, GLASS & TABLEWARE 15 
59. BALLERINA DINNERWARE 
UNIVERSAL POTTERIES, INC. 19 20 21 22 23 24 25 26 27 28 29 30 31 32 = £33 
60. BUENILUM & BEAUMONDE 34 35 36 37 38 39 40 41 42 43 44 45 46 47 48 
BRASS HOSTESS ACCESSORIES 
BUENILUM 49 50 51 52 53 54 55 56 57 58 59 60 61 62 63 
” aah. 4 —— 64 65 66 67 68 69 70 71 72 73 74 75 76 FF 78 


MIDHURST IMPORTING CO. 
62. CEMAR DIP DISHES 


79 80 81 82 83 84 85 86 87 88 89 








CEMAR CLAY PRODUCTS CO. NAME 
63. FLINTRIDGE CHINA 
“TEA LEAVES” PATTERN ADDRESS 
FLINTRIDGE CHINA CO. 
64. FOSTORIA CRYSTAL STEMWARE CITY ZONE STATE 





“SPRITE” PATTERN 
FOSTORIA GLASS COMPANY 
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What Is an 
Ethic? 


You can’t take an ethic apart, 
disect it, chart it, graph it. No, 
ethics represent that intangible 
something that enable you to deal 
with complete faith and confidence. 
The Hubbard-Denn code of ethics 
is right ond fair... and, our ~ 
customers must like it, because they 
return again and again through 
the years, with the positive knowl- 
edge that here they can choose 
and select from the finest jewelry 
in the world .. . at fair and rea- 
sonable prices. 





| Hubbard-D 
Jenlai 


211 SOUTH MAIN 








The Hubbard-Dean jewelers feel that the surest _ to —— 
plete readership is to peg the theme of their = > — 
subject and you can get more selling punch in this typ 


Small Ad Campaign 
Gets Steady Response 


by DAN VALENTINE 


- Hubbard-Denn Jewelry store in Salt 
Lake City believes in small ads—and plenty of om . 
While competitive stores splash full-page an ~ - 
age ads across the pages of the three Salt Lake City 
daily newspapers, the Hubbard-Denn firm concentrates 
on small four-inch ads that pay off in goodwill and extra 
mats are written in an informal. readable style— 
and they are strictly institutional. rey —_ ———_— 
ing j ther, there 
igh-pressure selling in the small ads. Rather, 
ea on the part of the ads to sell the store rather 
the item. | | 
neWe ‘Sante believe,” one of the firm officials explained, 
“that the success or failure of a jewelry store a > 
goodwill. If a store wins this all-important goodwill, 
good business is sure to follow.” . 
And this theory has meant success to this store. 
The firm also believes in repetition—the lifeblood o 
good advertising. The small ads, all in the same format, 
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Our Forty-First ad 


We're read i 
; Y to begin 5 
forty-first year of Operation 
- O 
complete and a a? - 


Salespeople ex ri " 
Courteous, Perienced and 


_ Forty-one years is 

time, long enough to tales. 
lewelry business from A to 7 
long €neugh to know how to | 
anticipate your jewelry needs, 
Won‘’t YOU come in ; 
$00n and see ys? 


Credit at No Added eee: 


Multbard-Dera | 


an Baill. 
Pencil set. Parker p 
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REDIT AT No EXTra COsr 















ft... Dad 


How many years has Mother been 
saying with a patient smile and 








little sigh: “Some day,. | 

=» geal to have a real silver 
service.” 
Well, Dad, Christmas is coming— 
and there’s probably no gift in 
the world that’ would give her 
more pleasure and pride through 
the years than a truly lovely sil- 
ver service. ’ 
Here at Hubbard-Denn’s you'll 
find all the famous names~—Gor- 
ham, Lunt, Heirloom, Wallace, In- 
ternational, Reed & Barton. - And, 
we'll be glad to help make : your - 
selection from d host of new de- 
signs. ann 
Will you be in soon, Dad? 

CREDIT AT NO ADDED COST 


-— 
Hubbard om 

















#| The Girl 
You Love... 


For generations, wise young 
men in love have selected 
their diamonds with complete 
-confidence at Hubbard-Denn’s . 
—because a Hubbard-Dennh 
diathond is an honest value 
—a true token. of the love, 
affection and devotion they 
hold for their partner in life. 
Compare the brilliance and |f 
beauty of a Hubbard-Denn_ 
diamond with any other and 
judge for yourself, 
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appear daily in the local newspapers, and, ~ — 

in the same spot. Firm officials pointed out —— - 

an advertisement is more or less a oe sar a 

used to a certain type of ad, and they o_ ve fe 

said. “Our ads are all the same in format. We feel, 
(Please turn to page 172) 
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Westinghouse Around a Creidl, New 


ELECTRIC BLANKET 


—— 
COMPLETE, AUTOMATIC 


we COMFORT WITH AN ELECTRIC BE : 


SLEEPING URPOSE ~ + : “ “ 6” = 
VERING FOR EVERY PURSE AND a <a “ 4 
co ;' — ‘ . 
ms: . 
and still carry only 7 He : 
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The Lady of the House may prefer Practical Beauty in Bed Coverings . . . 


SELL HER THE CQQzC HMM ae 


Sell beauty and practical sleeping com- — You’II_ harvest additional profits by 
fort ... when you offer the soft, fleecy offering the Electric Blanket with Dual 
Blanket in three rich colors (Evening Controls when Mr. and Mrs. want 
Rose, Sapphire Blue, Emerald Green). individual warmth settings. 
(You need carry only 3 Blankets, one of each color. Blankets and Controls are 
packed separately to give you this flexibility without doubling your inventory.) 














Grandma may ask for Warmth Without Weight, plus Lush Luxury .. . 


SELL HER THE Cac Comyoute 


It’s the most beautiful Electric Bed a jiffy ... the outer cover can be dry- 
Covering at any price... anywhere, cleaned ...an exclusive feature). It’s 
yet it has appeal-plus for the practical full-sized too, and won’t slip off the 
prospect. Demonstrate how easy it 1s bed. Automatic Watchman Control 
to clean... (inner warming sheet maintains selected warmth all night 
can be zipped out and laundered in long. Colors: Rose, Blue, Green. 





(Carry only 3 Electric Comforters; 1 of each color.) 





Pop may go for Utility and Economy... 


SELL HIM THE ©QQ0«€K= =>SHl 


It’s simple to demonstrate and sell the quilt or comforter as a top cover...and 
features of the practical Electric Sheet. ... when Pop sees how easily it can be 
Mom will like the idea of using her packed for overnight trips, you can 
own favorite lightweight blanket, count on another sale. 


(There is only one Westinghouse Electric Sheet.) 





Only Westinghouse has them All! And you carry only 7 items: 3 Electric Blankets (1 of each color), 
3 Electric Comforters (1 of each color) and 1 Electric Sheet. 


WESTINGHOUSE ELECTRIC CORPORATION © Electric Appliance Division ¢* Mansfield, Ohio 


you CAN BE SURE..IF its Westinghouse 
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Teamwork Tells 
A Better Christmas 


Sales Story 


by W. R. HUNT 


Left: A Christmas window at Corrigan's. The displays 
were changed but the "Kissing Mannequins," a boy 
and girl each holding a gift, were kept in the window 
through their successful Christmas Season promotion. 


Below: Santa Claus with an armload of gifts was one 
of the hits of Corrigan's Christmas displays. It was 
set up on November Ist right at the beginning of the 
promotional period to create an atmosphere of cheer. 





By coordinating their display, advertising, and sales work all the way 


through the Christmas Season, Corrigan’s moved more merchandise than ever. 


— November 1, Corrigan’s opened 
one morning with everything all set. A Santa Claus was 
standing inside, well back from the entrance, close to the 
stainless steel rails that guard the stairway to the base- 
ment. The windows and the store showed plenty of arti- 
ficial snow, with numerous stars overhead. Numerous 
signs proclaimed: “My Stars, It’s Almost Christmas.” 

In the diamond display window, to the left of the en- 
trance, the center of attraction was a $125,000 diamond 
necklace, with a very attractive diamond display around 
it. On the right of entrance, watches were prominently 
displayed. Some novelty gifts were also in this window. 
In the windows running the length of the store, silver- 
ware, fine china, crystal and numerous novelty gifts found 
their places. 
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Mr. Davis would not quote an exact figure on stock 
but said: “We have enough.” Several visitors who were 
familiar with jewelry stock estimated the total amount at 
figures ranging from $1,000,000 to $1,250,000. 

One important factor in getting outstanding sales was 
the fact that Corrigan’s could meet the needs of almost 
everyone. 

The conservative wealthy person could find standard 
nationally advertised brands of top quality in the various 
departments. The wealthy person with a determination 
for “something different” could find expensive designs 
that Corrigan’s had made up in their own workshops. 
There was also plenty of the usual and the unusual in 
lower price ranges. | 

Suppose a customer wanted a ladies’ watch, but after 
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looking over several “regular” styles still had that uncer- 
tain look in his eyes. The salesman would take the hint 
and suggest: “How about some unusual design?” 

The customer would be shown a 17-jewel watch, stand- 
ard movement, 14 karat case; a square shaped little watch 
that looks like it has a short handle to it. The salesman 
slips the gold sheath off the “handle” and there, under- 
neath, is a blank key that any key man can cut to fit a 
cylinder lock. The price, $100. The “extras” have been 
fitted to a standard watch by Corrigan’s craftsmen. Sev- 
eral customers decided on this model. 

But there were more in reserve. A ring watch—a 14 
karat gold ring with a small watch for the “set.” That 
one comes at $97.50. Then there is the exotic yellow gold 
bracelet, heavy and solid, reminding one of some oriental 
scene, or bringing to mind the arm of a Gypsy dancer. 
The bracelet carries a beautiful standard make watch and 
sells for $180. 

Suppose a customer wants “Some unusual cuff links.” 
That’s when the salesman really smiles to himself because 
he has so many unusual designs. 

One especially popular design is made of 14 karat gold, 
with a revolver forming one end of each link. The cyl- 
inder in the gold revolver actually revolves. The re- 
volvers have pearl handles. At fifty dollars a pair, a 
dozen pairs of these sold in two days. 

The customer who wants something “especially fine” in 
cuff links can get a diamond studded initial link at $475 
per pair, or another design with each link set with four 
small diamonds, $325 per pair. 

Is the customer patriotic? So many Texans are that 
around 100 bought gold cuff links made up in the shape 
of the State of Texas, with a diamond where fabulous 
Houston perches. These sell at $75.00 per pair. 

Money clips proved fairly popular as gifts and came 
all the way from 14k gold with pearl handle revolver 
attached at $100, to clips selling as low as $10. A unique 


FOR. NOVEMBER, 1950 


Left: A silver display which was very effective in 
selling odd pieces of silver. Everything was priced 
under $10 and the wide variety of items shown helped 
customers make a good choice of Christmas presents. 


Below: This small but outstanding display is a good 
example of how Alexander A. Gatto, Corrigan's dis- 
play director, makes even a small corner attract a lot 
of attention through a simple but eye-catching exhibit. 





clip made up as a wish bone in 14k gold selling for 
$37.50 attracted a good many customers. 

Bill folds, belt buckles, cigarette lighters, pen and pencil 
sets, and many other items were elaborately stocked in 
wide price ranges and proved good sellers. 

The silverware department made some record sales. It 
so happened that about the time the Christmas sales 
started a shipment of rare old English Sterling arrived, 
valued at $65,000. This was in addition to heavy stocks 
of American made Sterling and plate already on hand. 
When the Christmas season was over the old English 
heirloom silver was sold and stocks in other silver were 
low. 

The china and crystal ware departments are on the 
lower level. Also a large part of the silverware stock is on 
this floor. 

The china and crystal departments adjoin. On the floor 
are several small tables, with displays to show how the 
fine ware looks on a table. This adds considerably to the 
effectiveness. of the displays. 

The crystal department covers a wide price range, 
beginning at $1.25 per stem and ranging to $19.50 per 
stem, with plenty of crystal at prices between these 
extremes. 

A person in the market for china would be indeed hard 
to please if he could not find something to his taste and to 
fit his pocketbook. Medium priced and the highest class 

(Please turn to page 170) 
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A Practical Course in Artistic Engraving 


by R. ALLEN HARDY 


Section C—Cutting Ribbon Letters—Parts 1 through 10 





Section C—Ribbon 


1. Ribbon letter alphabet; drawing on pa- 
per; principles of construction. 

. Cutting ribbon alphabet. 

. Drawing (on paper) two-letter ribbon 
monograms. 

. Cutting two-letter ribbon monograms. 

. Drawing (on paper) three-letter ribbon 
monograms. 

. Cutting three-letter ribbon monograms. 

. Drawing (on paper) three-letter drop 
monograms. 

. Cutting three-letter drop-monograms. 

. Drawing (on paper) diagonal drop mon- 
ograms. 

10. Cutting diagonal drop monograms. 

(*Subjects completed in previous installments 

of series.) 


wo @ ~1 Oo wn W bd 





Tac ribbon alphabet is 
so-called because its design and method 
of cutting is supposed to resemble real 
folds of ribbon. Upon examining the 
alphabet, Figure 38, one might con- 
clude that such elaborate designs 
would hardly be adaptable to present- 
day engraving, the trend leaning to- 
ward the simpler or plainer designs. 
Actually, one may seldom find occa- 
sion to use a ribbon letter, such as the 
“K,.” in its entirety; but rather a sim- 
plified version of the design. 

However, the ribbon alphabet as it is 
presented here is invaluable to the 
beginner in learning engraving for 
several reasons. Much cutting practice 
is gained; technique in design is de- 
veloped to a high degree; a_back- 
ground is formed from which the en- 
graver may vary the style or design to 
suit his own purposes. 

The ribbon alphabet introduces a 
system of cutting that may be adapted 
to many other simpler alphabets, on 
which instruction will be given later 
in the course program; hence the 
placement of the ribbon style next in 
importance to slanted script. It will 
also be interesting to note how im- 
portant a part it will play later on as a 
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foundation for the work of Sections H 


and lI. 


1. RIBBON LETTER ALPHABET; 
DRAWING PRINCIPLES 


Design on paper the “Ribbon Alpha- 
bet” as shown on Figure 38. In de- 
signing a letter, a good plan to follow 
is the point system, always working 
from center. It should be understood 
that in order to design successfully, a 


critical eye must be developed and the 
secret lies in being able to judge com.- 
parative distances or spaces from point 
to point. For example, on the ribbon 
letter “L,” Figure 39, construct a per- 
pendicular line that splits the center 
stem. Construct three horizontal lines 
representing the top, bottom and center 
of the letter. Design the stem, noting 
that the swing to the top left is equal 
to the swing to the bottom right. The 
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Figure 38. Ribbon alphabet. 
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AS SEEN IN “FORTUNE” 


Thirty million watches today are protected against shock by INCABLOC — what better proof of 
INCABLOC acceptance! 


INCABLOC’s demonstrated superiority plus its consistent, direct-to-consumer promotion have 
made it a must in modern watches. Watchmakers’ experience everywhere shows that a watch 
is easier to sell when it is equipped with this superior shock-resistant mechanism. Every day 
more and more customers ask for INCABLOC by name...more and more readers see it in 
influential magazines like FORTUNE...so enjoy the protection, prestige and extra sales- 
impetus of INCABLOC by featuring it in your models and by promoting them as INCABLOC- 
equipped watches. Write today for literature, tags and other valuable promotional aids. 


CUSHION THE SHOCK WITH 


INEABLOE + 


The world’s “‘fool-proof” shock absorber 


The American Incabloc Company, 366 Fifth Avenue, New York 1, New York Factories: La Choux-de-Fonds, Switzerland 
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~ ORDER OF CUTTING .___— 
“J. CUTS THAT GO UNDER TOTSER, GUTS. 
2. Is FoLLow-THROUGH GuT 
3% Firkin RISBON. COTS 
4. LAST FOLLOW-THROGGH CUT 


/ ters 
os siitindes, 5. 3 DOWN GCuTS 





Figure 39. Order of Cutting 


distances to the right and left may be 
located by eye, placing a dot or point 
with a pencil. The complete stem may 
be drawn from top to bottom. It will 
be noted that the top of the “L” de- 
velops into an oval and it is deter- 
mined how far over to the right the 
oval swings by placing a point at its 
outer edge. Draw in the oval. The bot- 
tom of the “L” has an individual con- 
struction and can be compared to a 
horizontal figure eight. The outer dis- 
tances are located equi-distant from the 
vertical stem. Place two points at the 
outermost edges of the figure eight. De- 
sign a symmetrical figure eight. Now 
the letter proper is complete. It only 
remains to locate the smaller curves. 
The right loop of the figure eight is 
extended upward to a point located 
just above the horizontal center line. 
The locations of the smaller loops are 
located by points, estimating their re- 
spective positions in relation to the 
center horizontal line and the bottom 
horizontal line. Of the three smaller 
loops, located at the lower right of the 
“L,” the one in the middle is closer to 
the center line, and its respective posi- 
tion is so located. The smallest loop 
is clearly seen to swing just above the 
center horizontal line so its point loca- 
tion is easily determined. It remains to 
connect these points with a single line 
and last sketch in the width or shaded 
portions. Now, the loop in the upper 
left of the “L” develops from the oval 
already constructed at the upper right. 
The outer edges of these loops are lo- 
cated in the same manner as the loops 
at the lower right. The letter is now 
complete, and it only remains to check 
all oval forms to make sure there are 
no flat spots. Carefully round up the 
whole design. 
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In designing the other letters, always 
break them down into their simplest 
forms as in Figure 40. The letters “B- 
E-G and S” can be constructed using 
the figure eight. The “C-O and Q” are 
simple symmetrical ovals. The “M-N- 
V-W” have identical stems. The “A-H- 
K and R” are basic constructions of 
two beauty stems combined. The “F-I- 
J-P-T and Y” are variations of the 
same beauty stem. The “D-U-Z and L” 
have individual formations. 


The “K-E-B-R” are best constructed 
by locating the center oval on top of 
the center horizontal line. The “M” and 
“W” have two sets of parallel lines; the 
“V” and “N,” one set. If the design on 
these four letters does not appear sym- 
metrical, it is usually because the stem 
lines are not parallel from top to bot- 
tom. 


2. CUTTING RIBBON ALPHABET 


The cutting on ribbons appears con- 
fusing (See Figure 39). This is be- 
cause there is so much cutting to be 


done on one letter and the cuts are - 


placed very precisely. In reality, the 
system of cutting is quite definite and 
easy to follow. First, practice must be 
done on the two beauty stems and two 


SUG0L.8.8 840 8 


double cuts (A-B-C and D of Figure 
39). The stem that makes up the left 
side of the letter “A” will be discusgeq 
first. The design is constructed as pre. 
viously described. The small loops are 
cut first since they’ appear to run up. 
derneath the larger cuts (See Order of 
Cutting, Figure 39, step 1). Gaps are 
left for the longer cuts to run through, 
In cutting, a series of shade cuts are 
placed so closely together that each cy 
barely trims the outer edge of the 
previous cut. Five to seven cuts are per. 
missible on large letters. A better ef. 
fect is obtained with the minimum 
number. Now. begin cutting on the 
stem. The first cut is a follow-through 
cut, beginning at the bottom, (Figure 
39. step 2), complete the oval and swing 
up into the long stem. Go upward as 
far as possible. When it becomes 
necessary to turn in a clockwise direc. 
tion. lift the graver out. Start again at 
the bottom and make three fill-in cuts 
(Figure 39, step 3); on the other side 
make three fill-in cuts; on the long 
stem. make three fill-in cuts: the last 
cut is a follow-through cut starting at 
the bottom line and skirting the outer 
edge of all previous cuts (Figure 39, 
step 4), swinging from the oval into 
the long stem and lifting up as before. 
Now. make three light cuts down to 
meet the long stem and the figure is 
finished. (Figure 39, step 5). 

The stem on the right of the letter 
“A” (Figure 39 B) is cut in the same 
manner. The double-cut as in _ the 
lower right of the “R” (Figure 39 C) 
is cut in the same manner. It requires 
added skill to pick up and blend each 
individual double-cut. When finished 
with this figure, the double-cut should 
show definitely. No attempt is made 
to camouflage it. In the bottom of the 
“PD” and “L” (Figure 39 D) another 
double-cut is used, but this cut is 
camouflaged. It is necessary to hide 
this double-cut because of the line pass- 
ing underneath. When these detail fig- 
ures have been practiced and are un- 
derstood. it is advisable to go right into 
cutting the entire alphabet. Cutting 
and designing can be worked out at 
the same time. By the time the end of 


(Please turn to page 209) 
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Figure 40. In designing, letters are broken down into their simplest forms. 
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Presenting an 

outstanding line of 
earrings for pierced 
and unpierced ears. 








* For unpierced ears. * For pierced ears. 
| /20-12K gold filled—ear wires only. 10K ear wires. 


. 10K ear wires and hoops. 
Available for Prompt Delivery 14K ear wires and hoops. 


SOLD THROUGH WHOLESALERS ONLY. 


WAITE EVANS MANUFACTURING COMPANY, 50 TOBEY ST., PROVIDENCE, R. I. 
New York—Leo Zucker Chicago—Fred Whitney Los Angeles—Al. Trachman 
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Setting Contest 


(From page 156) 


he has been so pleased by the shows that he plans to 
continue them annually. 

“Silver is our baby,” he says enthusiastically. “So 
we don’t forget to sell it!” Last year 28 per cent of the 
store’s gross was silver, and 80 per cent of that total 
was sterling sales. 

However, at the shows no attempt was made to sell. 
Instead Bass let the table settings, which featured a wide 
variety of sterling and crystal patterns, do the selling. 

Details of the competition were sent in special letters 
to all the women’s clubs with which Bass was familiar. 
In addition newspaper ads were used to invite other clubs 
who were inadvertantly overlooked. 

In all there were 11 clubs represented in this year’s 
showing. And there would have been twice that many, 
Bass said, except for limited space in the dining room 
of Rocky Ford’s largest hotel, where the show was held. 

“Happy Holiday” was the theme used, and table set- 
tings represented Christmas, Easter, Thanksgiving and 
bridal shower examples. In addition, Bass set up Valen- 
tine buffet and wedding reception tables, which were 
not entered in the competition. 

Rules were simple, and judging was done on the basis 
of correctness of setting (a “must’”), originality of 
thought in design and overall appearance. To obtain 
impartial results Bass had four out-of-town women from 
four nearby communities as judges. 





In order to display as wide a variety of patterns ag 
possible, Bass paired silver and crystal together, wrote 
the selection on slips of paper and had club representa. 
tives draw. 

For each table Bass provided silver, crystal and fresh 
flowers. Clubs provided china, table linen, special dego. 
rative effects and ideas. 

Prizes of $25, $10 and $5 were awarded to the three 
best tables. 

Every effort was made to make the show as lovely an 
occasion as possible. High school girls in pastel formal 
gowns served as ushers, presenting visitors with printed 
programs on which were listed table numbers, silver 
and crystal patterns used, clubs and names of the women 
or girls who did the actual work. 

With special music as an accompaniment, punch and 
cookies were served from an attractive table near the 
entrance to complete the picture. Bass and his store 
personnel were on hand to answer questions. 

Only direct advertising used was a brief note on the 
back of the four-page program: “If you do not own 
sterling or would like to add to your present service, we 
invite you to ask about our Sterling Silver Club plan.” 

The shows are not the only time that Bass Jewelry 
plugs the silver club plan, however. Newspaper adver- 
tising and window and interior displays are used year- 
round. 

FE. H. Bass opened the store in 1947 after his return 
from service. In July, 1948, he inaugurated the silver 
club plan. 
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There is a trade- 
mark and quality 






stamp on every 
Admark bracelet. 




















TRADE MARK REG. VU. S. PAT. OFF. 


The signature of America’s 
finest Scarab bracelets 









Masgnificently worked ars 
Scarab bracelets employing 
the finest quality European 
stones with Bombay backs, 
set in heavy, handemade gold 
and gold filled mountings. 





714 SANSOM STREET, PHILA. 6, PA. * CHICAGO: 10 SOUTH WABASH AVE., HARRY W. SHERRILL 
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He has several rules that he follows, building toward 
continued sterling sales. For one, payments are kept 
low so that the customer is likely to complete them. 

Initial payment is approximately 15 per cent, but it 
is always figured so that later payments are in even 
dollars and cents for customer convenience. No interest 
is charged, and unless the customer desires otherwise the 
plan is set up on a yearly basis. 

After the first payment Bass Jewelry gives the cus- 
tomer a knife, fork and spoon. This serves a dual pur- 
pose; it insures the customer retaining that pattern, and 
it gives her something to show her friends—the best 
possible advertising for Bass’! 


Unique Display Policy Steps Up Sales 

F. D. Fogg and E. A. Gabriel, owners of the F. D. 
Fogg & Co. jewelry store in Albuquerque, N. M., believe 
that the usual jewelry store window misses the boat 
because scattered displays of many items tend to confuse 
the passers-by. 

“Our theory is that because most jewelry items are 
extremely small, it would pay us to use a type of display 
that would focus attention on small, independent displays 
rather than showing many things behind a broad expanse 
of glass.” So their store was constructed to have a mini- 
mum rather than a maximum amount of display space. 
Most of the windows are approximately 4 by 314 feet, 
giving them the appearance of paintings along the wall of 
an art gallery. Each of the eight windows displays only 
one line at a time. “There is an air of privacy about such 


displays,” Fogg said. 





The curiosity arousing, special exhibit effect is height- 
ened by showing only two or three pieces of whatever 
jewelry line is featured in each window. A customer stop- 
ping before the diamond window, for instance, will see 
an engagement ring, dinner ring, and some other par- 
ticular type of diamond ring without the distraction of 
other merchandise. The effect is heightened by the use 
of rich display cloths such as satin, brocade, and felt. 

The interior of the store follows the exterior in display 
design. Each of the eight outside windows is visible on 
the inside, thus serving a dual purpose. In addition, there 
are ten interior wall displays which, of course, are only 
visible from the interior. The partners have followed the 
same theme as they do for their outside windows. 

Foge’s further attention to detail is exemplified in the 
treatment of the glass itself. All the glass on the western 
side of the store is tinted a deep blue because of the strong 
sunlight in the late afternoon. This lends a certain attrac- 
tion to the displays. “The blue tint is not pronounced 
enough to distract from the displays,” Fogg said, “but it 
is easily recognizable to the pedestrian.” Lighting of the 
exhibits consists of six to ten frosted, semi-circular, 150- 
watt incandescent spotlights in the ceiling of each window, 
spaced from four to ten inches apart. 
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ANOTHER Action HADDON 
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ORIGINAL 





* Consumers price 
Keystone list 





DIMENSIONS: 12” wide, 7%” high, 3%4” deep. 


The little lady rocks continuously, the fireplace flickers with a 
warm glow. Dial and scene illuminated by indirect lighting 
which also serves as a night light. Walnut or ivory finished 
case with contrasting color decoration. 


Don’t Forget the CHIPPENDALE 
GRANDFATHER 


With actual SWINGING PENDULUM 
it is a miniature replica of the Early 
American Grandfather, rich in au- 
thentic detail and tradition. Finished 
in Mahogany, Walnut, or Antique 
Ivory with metal etched dial and deli- 
cate gold tipping. 
DIMENSIONS: 16!/" high, 6!/" wide, 
3!" deep. 
Consumer's price $15.95 
Keystone list 19.14 


All HADDON clocks powered with 
"America's Finest," the HANSEN 
SYNCHRON (sealed in oil) self start- 
ing motor and movement. Fully 
guaranteed. 


See your jobber or write 


HADDON sie ote racy 


2066 So. Canalport Ave., Chicago, Ill. 














FOR: 





NECKLACES 278 
BRACELETS 
167 

EARRINGS | 

vans $§j=_. 
bs ~~ xl 
KEY CHAINS 

_ WALDEMARS 379 


o 


CUFF LINKS 


TIE CLIPS see 


& & ee 4.6 €4 6.4 € Gx 


ww 6.4 648 


> #s4¢e 


waite : 


CATALOG. 


— ‘SIZE 


hand made Chasm Brac 













WE SPECIALIZE IN GOLD & PLATINUM CHAINS 








ea@céea 


YOU CAN STAKE YOUR REPUTATION ON 


orth, amalon/ 


 —_— 


“F 28664 8 Oe ttt st t @ 






Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
and 1llustrations the ultimate in quality 
and craftsmanship in 
forged stainless steel 
blades 





Prices 
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NORTHAMPTON CUTLERY COMPANY e 
NORTHAMPTON 2, MASS: @ ESTABLISHED 1871 
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of American made china was prominently displayed, 

Of course, the diamond department rang up the most 
sales in dollar value but all the other departments enjoyed 
outstanding sales, largely because the management does 
not have any department that is considered “unin. 
portant.” 

The elaborate displays and some attractive newspaper 
advertising “brought ’em in,” but the force behind the 
counters are the persons who ring up the sales. Their 
training is such that to hear a Corrigan salesman or sales. 
lady in action is to get a good lesson in salesmanship. 

Pride of ownership, and the satisfaction of having an 
article that is artistic, substantial and lasting, is something 
the force knows well how to get over. In fact, a slogan 
often used in Corrigan advertising is: “A Gift From 
Corrigan’s today is an Heirloom of tomorrow.” 

This writer listened in on a number of sales. For in. 
stance, one of the ladies showing a customer a Bellek 
Parian China bowl even went back 100 years to John C. 
Bloomfield of the Castle Caldwell Estates in County 
Fermanagh, and in an interesting manner explained the 
history, the art and the craftsmanship of this product. 

She stressed the gossamer appearance, and emphasized 
the fact that it is not unusually fragile. She called atten. 
tion to its mother of pearl glaze and its soft pastel colors. 
Then she gave the customer a little Irish folklore and told 
how that had influenced the modeling of some of the 
creations. She explained some of the artistic craftsman. 
ship; the slip casting method and how the slip is prepared 
by grinding the ingredients against granite blocks for 
several days. 

It was obvious the lady was not “selling a bowl.” She 
was inducing the customer to invest in fine art. The 
customer invested. 

Over in the silverware department, a rough looking 
man who was probably a highly skilled and highly paid 
refinery worker was pondering over some silver. The 
saleslady there quickly explained the high quality craifts- 
manship, the artistic beauty and the fact that it was not 
an assembly line product but was produced by artistic 
craftsmanship handed down from father to son. 

On the evening of Christmas Eve, Davis and Gatto 
looked like they had worked hard for a long time. The 
sales force looked tired, too, but everybody seemed happy. 
The November-December holiday promotion had moved 
considerably more merchandise than any other similar 
event in the history of the store. 

Gatto noticed that some of the displays were looking 
skimpy, something that almost never happens at Corr'- 
ean’s. “My stars!” he exclaimed, “we have got to get new 
stock in a hurry!” 

“Tt’s already bought, Al,” Davis answered, “and the 
first big shipment should be here the day after Christ: 
mas.” 

It was closely coordinated display, advertising and sales 
work all the way through, with each individual doing his 
part. Davis says: “The total result was many new cus 
tomers. both old and new customers well satisfied, and 4 
big increase in sales not only for November-December 
but for the future as well.” 
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Training Your Extra Salespeople 


All indications point to a busy forthcoming Christmas 
holiday season for all jewelry stores. In almost every 
‘nstance it will mean hiring extra help to handle the busi- 
ness rush during the holiday season. 

When the right personnel is hired and when such 
extras are handled carefully and given a small amount of 
training, then they can be a profitable addition to the 
sales staff. 

Just a little planning and thought in picking extras 
and handling them on their job will mean more efficient 
service in the store, extra sales volume, and greater 
loyalty among regular employees. 

Where the store has a bonus, quota or commission plan 
the most delicate problem to handle is working in the 
extras with the regulars in such a manner as to avoid 
bitterness from old employees. 

In many stores the extras are made to feel by the regu- 
lars that they should not wait on customers if a regular 
is free. A policy to handle this problem should be set up 
at the start. 

This can be in the nature of assignment of counters or 
departments of the store with regular employees given 
first choice of locations, as used in some stores. It can 
be in placing the extra as assistants under regular em- 
ployees and permitting regular employees to have a 
small over-riding commission on all sales made by the 
extras in their charge. Such a figure may be very small 
and fully satisfy any regular who has a right to kick if 
extras are shoved into choice spots in the store or given 





all sales opportunities while regulars must attend to stock 
keeping, department management, and other chores 
which take away their actual selling opportunities. 

Related departments and related selling should all be 
explained in detail to extras. Hiring people merely as 
“order fillers” during the holiday season permits a great 
deal of business to be lost if we had taken the time to 
teach them a little about related selling. Sometimes regu- 
lars will help on the floor in such training but it is gen- 
erally best to hold an hour or two evening class for such 
extras, with the store manager explaining how related 
selling works and how it can make extra sales for the 
store and added commissions for the salespeople. 

Such training is always costly. If done on too exten- 
sive a basis it may be unprofitable. Several store mana- 
gers have found it most effective to hold question-answer 
periods after store hours a few days after the extras have 
zone to work. The problems that have come up in actual 
selling in the particular store can then be aired and 
answered for all. Such a brief question-answer period 
will be welcomed by most extras after three or four days 
of experience on the floor and the opportunity for prob- 
lems to arise has occurred. 

The handling of the store system, cash registers, sales 
slip procedure and other points should be set forth clearly 
and we should make certain every extra understands them 
before he or she goes to work. Mistakes in such depart- 
ments mean expense. These can be anticipated rather 
than corrected. 

It is also wise to choose extras who will handle change 
making with the utmost care. Some people have a knack 
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\ for this—others can never be taught how to make change 
» | quickly and accurately. 
No extra should ever feel unwanted in our store. They 


ER ~ \ should be made welcome by store regulars, should be 


/ JEWELERS 


L given information on store procedure, be made a part of 

¥ W y everything the store offers its employees. Every extra is 
\ a future employee of the store—the training they receive 
during their holiday extra period may well fit them for a 


ACTIVE — INACTIVE AND OBSOLETE role as one of our best salespeople at some time in the 


future. 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! Small Ad Campaign 


(From page 160) 





Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 


new patterns, providing they can receive a fair price I believe rightly, that folks look at our ads and auto- 
for their old silver. We are prospective customers for matically think of Hubbard-Denn.” 

this silver and will be pleased to make a tentative : — Il , 
offer on receipt of information as to quantity, con- An effort is also made to make the ney ads timely. 
dition, etc.; or, a definite offer on receipt of the “What good’s an ad if people don’t read it?” That’s the 
silver. This will enable you to obtain a much higher way the Hubbard-Denn jewelers feel. And the y’re right. 


price for the old silver. We are also interested in 


purchasing any sterling silver your customers wish The surest way to gain complete readership is to peg 








to dispose of or any sterling flat or hollowware stock, the theme of the ads on a timely subject. 
either new or used. | Thus, the ads are written to emphasize seasons, holi- 
Correspondence Solicited | days, and numerous other ideas. 


The ads cover only one subject. “One idea a day, 
that’s what we strive for,” it was explained. “We feel 
that the ad has accomplished its purpose if it gets across 
J lj one idea. Why clutter up an ad with a lot of copy that 
| uliusS Goodman & Son | people won’t read?” 

a MADISON AVE. MEMPHIS |, TENN. | For example, one ad covering the subject of ethics in 
. _ the jewelry business began: 
| WHAT IS AN ETHIC? 
qt You can’t take an ethic apart, dissect it, chart it, graph 
CCURATE _ it. No, ethics represent that intangible something that 
EATS ALL enables you to deal with complete confidence. .. . 
OMPETITION 


Nothing can be more clear, more to-the-point than that. 
in production & delivery of 


“We always strive for a first sentence that will make 
au BAGS & ROLLS 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 




























people read on,” a firm official said. 
Here are some sample first lines of typical Hubbard- 


Denn ads: 








Write f | 
e To Protect Your Merchandise Price Lit | “You Get What You Pay For... .” 
© To Merchandise Your Product Pa | “Our Forty-First. .. .” (Announcing their anniversary.) 
PACIFIC SILVER CLOTH © ANTI-TARNISH FLANNELS Jept. K “The Girl You Love... .” 
ACCUPAC COTTON-LINER PAPER e@ KIMPAK “What’s Ina Name?...” 


“Dollars or Handshakes. .. .” 
On oe. “From Alpha to Omega... .” 
Street New York 11, N. Y. “Abraham Lincoln Said... .” 

Chelsea 2-4880 “No Talk About Men? .. .” 
| “Know Your Onions... .” 

“A Warm Secure Sound... .” 

“There’s a Reason... .” 

All in all, the Hubbard-Denn jewelry firm believe that 
their small ads pack twice the selling punch of large dis- 
play ads. And they cost far less. It’s possible to run 
almost a month’s ads for the cost of one display page. 
“And they’re before the people every day of the year,” 
an official said. 

Wh at the Salt Lake jewelry firm does, can be done by 
other wide-awake, alert jewelers. 

In brief: 

Make the small ads interesting. 

82 FULTON ST., NEW YORK 7, N.Y. Make them in the same format day after day. 
EMRE Make the copy timely | 

PRECIOUS METALS SINCE 1867 Concentrate on institutional advertising—and the busi- 
ness will take care of itself. 
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Tableware Settings for Thanksgiving 


Tablewares are uppermost in the thoughts of all house- 
wives as Thanksgiving approaches, so they should be 
suggested both to the home-maker to add beauty to her 
holiday table and as much appreciated gifts to a hostess. 

J. Jessop & Sons, San Diego, Calif., specialize in silver. 
but in November they play up all their tablewares, run- 
ning separate ads to call attention to silver, china and 
crystal. Instead of confusing the mind with many lines 
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Black velvet curtains with large orange plaque served as 
background for this display of silver by Samuel's, Oakland, 
alif. 


and patterns, their double column, 12-inch ads mention 
a single pattern in china or crystal, enabling them to 
stress all its good points. In their china ad they call 
attention to a 20-pc. starter set; for the gift-seeking guest 
they offer a single place setting, or individual serving 
pieces. They complement each ad with a window display 
of that particular pattern, with a single place setting. 

A corner window of H. Morton & Co., Oakland, Calif., 
suggested silver for Thanksgiving in an impressive man- 
ner. In the center were two-foot cut-out figures of 
Pilgrims. White truncated columns were topped with 
silver water pitchers and coffee service, with turkey plat- 
ters leaning against them. Down front, on billows of 
white silk, was a big silver punch bowl. There were 
massive silver candlesticks, a coffee service and several 
other pieces of hollowware. A card suggested “For holi- 





Silver was also featured in this Thanksgiving window by 
Granat Bros., San Francisco. 


day entertaining—sterling silver. Remember, it’s nearly 
Thanksgiving, and Christmas is just around the corner. 

Silver was also featured by Granat Bros., San Fran- 
cisco, Calif. A large circular card, decked with autumn 
leaves, with fruit and vegetables at the base, advised “For 
your holiday entertaining—Silver—symbol of gracious 
living.” Sterling hollowware was shown, including sev- 
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A TREASURED GIFT @ A CHERISHED KEEPSAKE 








DIDY and 
BIB PINS 








A steady, quick moving item. Available in 
Sterling, Goldplate, and Solid 10K. Lots of 
features. Attractively boxed. For immediate 
delivery, Postpaid. If your wholesaler is un- 
able to supply you write direct to manu- 
facturer. 


MEMO SELECTION ON REQUEST 


The ideal gift for every baby. Chained for 
utility and safety. Can be used for didy, bib, 
and strap pins. The finest pin of its kind. 


Newspaper mats, displays, and other promo- 
tion material furnished. 


REPRESENTATIVES— 


Some of the better territories are still open. 
We invite your inquiries. 


WEE CHERUB MFG. CO. 
2016 TRAVIS, HOUSTON 4, TEXAS 
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PRICE TICKETS 


WITH YOUR STORE NAME IMPRINTED 


SUPPLIED BY Conuoned 


The only monthly window display service 
with this new, exclusive, personal feature, 
at no additional cost. 


Discriminating Jewelers: 



















Order this month’s 3 dimensional window dis- 
play service for a ten day free trial and be 
convinced of its window ‘‘Eye-Appeal’‘ as well 
as ‘‘Buy Appeal.’’ Your store name will be 
imprinted on price tickets with succeeding 
services at the same price of 10.00 per month. 
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ADDRESS 
CITY 
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614 West 51 Street, New York City 
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' “TRIM solves 


i ah Problem in 


| @ Bosshart & Morphy, Clifton 
© Springs, N. J., report that 
mineral water springs create a 
severe tarnish. problem in their 
area. After years of search 
Trim Protectors solved their 


Dirt, Dust and Moisture Proof ae a 
© Perfect Visibility, Easy Access ‘ey: None of the silver 

it displayed in TRIM Pro- 
7 Seeeities Cues, Cosheads oat rs _ one on the slight. 


est tarnish." 

etc. They now recommend TRIM 
to other stores and to their retail customers. 
Envelope type Vinylite protectors in several sizes are interchangeable 
for flat and hollowware silver, china or linen. Roll-type units with 
12 or more pockets for flat silver. Roll unit for 6-pe silver place 
setting is marvelous-for "bride-trade." Designed by Lucile Whittier. 


Now nationally advertised. Among units available and list prices: 
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F $. Same 


¢ Tarnish Proof, Moth Proof 


Trim Units for 6-pc Flat Silver place setting.......... .... $1.25 
Trim KIT for 72-pe Flat Silver service................ 000. 6.75 
12 Units, each 15x19". . .$5.00 6 Units, 12x13" ...:... 2.00 
16 Unrts, Ass't Sizes ... 5.00 | Unit, 18x24" ....... 2.00 
3 Unirs, each 16x20"... 2.00 | Unit, 24x30" ....... 3.00 
| Shelf Protector, 27" deep by 36" wide ................. 1.00 
| Complete SILVER TEA SERVICE PROTECTOR, 32x19xI4". 3.00 


| Flat Silver Tray Storage Protector, 18xIl8" ............... 


re TRIM Company 12" 40% 


2669-JCK Cascade Springs Drive, Ada, Michigan 
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eral coffee and tea sets, with the card “Beautiful silver for 
your Thanksgiving table.” 

L. Eaves & Co., Santa Barbara, Calif., had a window 
floored with cherry-hued velvet, on which were Shown 
various patterns of flatware, and several items in Sterling 
hollowware. Cards bordered in red suggested, “Tha 
turkey deserves the best possible accessories for Thanks. 
giving,” and “Thanksgiving is the great American feag 
day, and deserves silver of the best quality.” They com. 
plemented their window with an ad showing a roag 
turkey on a silver platter, with the heading “We are offer. 
ing silverware and carving sets that will add to the beauty 
and service of your Thanksgiving table.” 

A decidedly colorful display of silver for Thanksgiving 
was arranged by Samuels, Oakland, Calif. The display 
was backed with curtains of black velvet. On the rea; 
wall was a large orange-hued plaque on which was a 
card of orange and olive green, lettered—“Highlight your 
Thanksgiving Table with silver from Samuels.” In front 
of this was a cornucopia pouring out fruit and nuts. On 
orange-hued drapes were a number of pieces of hollow. 
ware. Another window with similar plaque and card 
featured quality china. 





Advertising 
(From page 96) 


when Mr. Olsen stepped into my office Tuesday morning, 
January 3, and said, “Let us try something different. 
Let us run a small ad with no cuts and advertise a Dime 
a Day Sale, payable weekly.” 

So on January 5, we ran a small ad at one of ow 
stores carrying out this idea of Mr. Olsen’s. We sold 
128 watches the first week, right after the holidays, in 
what ordinarily is a slack period. These were nationally 
advertised watches at regular factory prices. 

In fact, during the month of January, 484 watches 
were sold on this plan alone, which, of course, had 
nothing to do with our regular sales. It reduced our 
inventory of watches by nearly 500 in the month of 
January! 

Size of this ad was 9 inches by 4 columns. 


— 








At Olsen & Ebann... 


You Can Now Own & Enjoy An Elgin, 
Bulova, Gruen Or Benrus Watch Up To 
$42.50 For Only 


A DIME A DAY 


(Payable Weekly) 
No Cash Down Payment Required! 
Sale Starts Friday, Jan. 6th 


Trade-In Your Old Watch For A New One... Get A Liberal Allowance. 
Higher Priced Watches On Proportionately Easy Payments. 





* 


Sale Ends 
‘Tuesday, 


* 
Main And Pipestone Sts. 


When most jewelers today consider rings a dead issue, 
we found ourselves doing a nominal business in colored 
stone rings. So we decided to run a small ad on rings 
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at one of our stores. 100 rings were sold in one week. | 
Here’s a reproduction of the ring ad. Its size was 141% | 


inches by 3 columns. 





Our radio business being down, we decided to run a 


| 
} 
' 





small ad on low-priced radios at one of our stores. This | 


i 


store sold higher priced radios of other makes in addi- | 
tion to the one advertised. In fact, 225 radios were sold | 


that month. 
Here’s a copy of the ad. 
2 columns. 





At Olsen & Ebann - - - 
PLEASURE WHEREVER YOU GO... 


NEWS! MUSIC! SPORTS! Operates on AC, BC, or sof 
: conteined berteries Imert 
indoors —AC on BC nines simuieted & 





with gay plestc Large Dynemie 
specker, other “big set” features give 
rich tone quality. See lt here tedey! 








TRIULER 


3-WAY PORTABLE 

















Last Fall, merely because we were curious, we sent 
some of our ads to the National Research Bureau and 
asked them for an analysis. 

Here’s an analysis on one of the ads. 

Dear Mr. Blaha: 

“Enclosed find copy analysis of the Olsen & Ebann 
advertisement in The Anderson Herald of September 
29, 1949, as requested in your letter of October 29. 
“This ad rated very high in the number of persua- 
sive elements that make people want to buy. The 
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Its size was 914 inches by 











BEATTIE 





” The only lighter with the 


4 


flame you can point. 


Equipped with wicks that 


need no replacement. 


TILTED .. . jet 
flame for pipes 












UPRIGHT. .. for 


cigarettes and cigars 












®@ Consistently advertised in national magazines with 
increased schedules planned for 1951! 


@ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all time high! 


Retailing at: 
Heavy Silver Plate $8.00 
Heavy Gold Plate, 


Heavy Nickel Plate $5.00 

Pigskin or Black Morocco $6.50 

Satin Chrome $6.50 Leather Covered $12.00 

Engine-turned Chrome $8.00 Heavy Gauge Sterling Silver $22.50 
Desk model, custom built body, genuine Leather $8.00 


e Also Beattie extra large flints, retailing 25¢ per pkg. 


Ask your favorite wholesaler or write direct to 
Beattie for name of distributor in your territory. 





Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet 
Lighters to: 
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#7753—Junghans ATO Mantel Clock. 11 x 8 inches, with 
magnetic pendulum. Runs for 1000 days without replacing 
dry battery. Keystone $72. Square Model #7754, Keystone 
$92—both come in brass, gilt polished. 









Sole Agent for the U. S. A. 


HENRY COEHLER CO.,, INC. 


220 FIFTH AVENUE — NEW YORK 1], N. Y. 











REFINING SERVICE 







A long-established, nation-wide service, 

noted for prompt service and consistently 
accurate returns. Send us your next lot 

and compare. : 











HANDY & HARMAN 


"ITT in MLL 82 FULTON ST., NEW YORK 7, N. Y. 
BRIDGEPORT, CONN. e CHICAGO, ILL. e PROVIDENCE, R.1}. 
LOS ANGELES, CAL. e TORONTO, CANADA 
PRECIOUS METALS SINCE 1867 
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NEW HERMES - poy out of profits 


, 2 13-19 University Pl., New York 3 











ad copy contained a total of 72 persuasive elemeny, 
—an unusually high total for an ad of this type, 
These 72 persuasive elements were varied and com. 
plete, and contained 22 motivating forces, 28 Product 
features, 11 institutional plugs, and 11 action sug. 
gestions. Elements most stressed were economy, en. 
joyment, quality, and credit plans, which means tha 
this ad will appeal mostly to people of limited in. 
comes in the lower class economic bracket. 

“We congratulate your copy writers for their power. 
ful selling copy. Our analysis indicates that the aq 
should have ‘pulled’ exceptionally well. 

“If we can be of further assistance, please let ys 
know.” 





Sincerely, 
(Signed) 

Walter Fox 

Assistant Director 

Copy Research 
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SIXTH and FRANKLIN 
Jewelers for Nearly Half a Century 
aE 
Here's a copy of the Olsen & Ebann ad sent to the National 
Research Bureau for analysis. 











New Customers With the New Year Baby 


As “holiday-week” news excites various community 
preparations for the arrival of the legendary, diaper-clad 
infant named, “New Year’s 19—,” a gift from you to the 
real him or her involves hitching your business to a clever 
merchandising star—that is, when your effort is actively 
promoted! Joining with fellow jewelers, Folco, Karten’s, 
Mello’s and Kay Jewelers, of New Bedford, Mass. 
awarded miscellaneous gifts to the proud parents of the 
first baby to be born in that city on New Year’s Day 
1950. The awards were promoted via newspaper ads— 
but each merchant ran his ad exclusive of the others. 
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Exquisite 
Delicacy 


of feeling gives this 
madonna a rare charm 
and appeal. Of famed 
Royal Vienna, Augarten 
China it is dramatic in 
its classic simplicity. 


7" high in plain white 
it is priced at $14.00 
RETAIL. 


1718 








This century-famed trade mark appears on 
every piece of Royal Vienna, Augarten. 


Shade Cell c.. . = 


225 Fifth Avenue New York 10, N. Y. 


Southwestern Representative: William '‘'Bill'’ Fletcher, 
6544 Brompton Road, Houston 5, Texas, Tel. MA-5-6972 


Eastern Representative: H. Robinson Parker 


Western Representative: Lorraine Ragland, 7/2 S. Olive St., 
Los Angeles 14, Calif. 




















“LAUREL” ..... 


GOLD ENCRUSTATION 


Green Bowl—Crystal Stem and. Foot 











£117 Laurel stemware—full lead glass—22K gold 
3-Piece Place Setting—$9.00 retail 


THE LOTUS GLASS CO. 


Barnesville, Ohio 

Harold B. Budd, 

225 Fifth Ave., Rm. 605, 
New York 10, ¥ 
Saubert-Lamont, Inc., 

2nd Unit Santa Fe Bldg., 
Rm. 314, Dallas 2, Tex. 


J. W. Readeker, 

1549 Merchandise Mart, 
Chicago 54, Ill, 
Herbert Solmann, 

527 W. 7th St.. Rm. 702, 
Los Angeles, Calif. 
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WITH CONTINUAL SALES APPEAL 











6” Footed 
Bon Bon Dish 
Cat. No. 4248 
Retail 5.50 












6” Crimped 
Bon Bon Dish 
Cat. No. 551 


Retail 5 50 







6” Two-Part 
Relish Dish 
Cat. No. 4534 
Retail 5.50 








6” Three-Part 

Relish Dish 
Cat. No. 3569 §& 
Retail 5 50 fie Wii A etl 





Silver City combines the gleam of sterling and 
the glitter of crystal in these beautifully decorated 
Bon Bon and Relish dishes. 

Women everywhere like their functional beauty — 
always in good taste whatever the occasion. The 
Rhodium finished sterling in “Blossom Time” or 
“Vintage” design is non-tarnishable . .. the rims 
chip-proof ... a practical luxury moderately priced 
for everyone to enjoy. 

Silver City Sterling-on-Crystal moves so quickly 
when it is displayed, we advise you to order accord- 
ingly. Please mention catalog number and pattern. 


— GLASS COMP 





» 


Silver Gy 
MERIDEN e CONNECTICUT 


177 








2. Wistaria Vase 





3. Ceramic Table Set 




























CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] I. "Autumn Breezes" is the name of this English bone china 
figurine with its windswept lines, meticulous detail, and 
fine natural coloring. It is 7!/"" in height and may be re- 
tailed for $35. From Doulton & Co., Inc., 11 E. 26th St., N. Y. 


[] 2. Just introduced to the market is this Tiffin glass vase 
fashioned with gently curving lines and a square base; it is 
10!/4." tall and is made in 'Wistaria" color. One of two new : 
square-based vases from United States Glass Co., Tiffin, O. 





[] 3. Graceful styling marks this new table set, including 4 
3''x14" bowl in gray, lined with yellow and grape, $6 retail; 
and double candleholder 7'x5!/." in shadow gray, $2 retail. 
From the Roselane Pottery, 249 Mary St., Pasadena, Calif. 


[] 4. Part of new line of solid brass accessories with baked 
enamel finish are this 9" bowl, retail $4.50; silent butler 
about 7" wide, retail $6.95; and 6" modern ash tray, $2.95. 
Made by Northington, Inc., 621 N. LaPeer Drive, Hollywood. 


[] 5. This charming boudoir set in china is decorated with a 
delicate tearose pattern and it is available in pastel tones 
of dusty pink, blue, yellow and celadon. Each piece retails at 

5. China Boudoir Set $3. From Max Schonfeld Co., 712 S. Olive St., Los Angeles. 
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future insurance 


for your store 


FOSTORIA GLASS COMPANY 


FOR NOVEMBER, 1950 


“CRYSTAL CLEAR” 
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Today, so many customers want Fostoria that production is pushed to keep 
pace with demand. But all of us should guard against changing situations. To 
insure that tomorrow Fostoria dealers will have as many customers as today, 
Fostoria is continuing to sponsor “Crystal Clear”’. 

This educational motion picture is for teen-agers who attend Home 
Economics classes. It’s designed to help them appreciate handmade 
American glassware . . . to insure they'll want Fostoria when they exchange 
blue jeans for the bridal gown. 

To date, nearly 2 million Home Economics students have seen this sound 
motion picture. [t’s a colorful, romantic movie covering the manufacture, 
selection, care and use of fine crystal... another Fostoria service to insure 


your future sales. 
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. Decorative Bags 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. The traditional heavy lead crystal style is adapted to 
modern trends in this lily-like vase from Belgium. It may 
be retailed for about $65; price slightly higher for cased 
glass. From Val St. Lambert, Inc., 9 East 55th St., N. Y. 


[] 2. Colorful for turkey dinners, Brad Keeler Artware pieces 
are: 19" platter, retail $25; 11'' casserole, $20; wheat-edged 
tray, $2.50; shakers, $4 a pair. Sold through China Drygoods 
Co., San Francisco; and Paul A. Straub & Co., Inc., New York. 


[] 3. New evening bags—(left) velvet or satin in black and 
colors, decorated with rhinestones, wholesale price $8.50; 
(right) satin, velvet or brocade with gold-plated jewelers 
frame, $3.50. From Domestic Gift Co., 225 Fifth Ave., N. Y. 


[] 4. "Country Modern" combines modern with provincial—has 
a chocolate brown border on creamy base; each piece paint- 
ed by hand with different scene; 16-pc. starter set, $12.95 re- 
tail. B. J. Brock & Co., 4513 W. 153rd St., Lawndale, Calif. 


[] 5. New "Floraline" accessories in overglaze decorated cer- 
amics in maple pink, ivory, and gray green, detailed in 22K 
gold; II" sleigh retails at $14; candleholders, $6 a par. 

Floraline Pieces Florence Ceramics, Inc., 74 $. San Gabriel Blvd., Pasadena. 





4. Country Modern Ware 
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PASCO Open Stock Dinnerware 


created by the famous Lorenz Hutschenreuther and Tir- 
schenreuth factories, Bavaria, Germany. 












The craftsmanship exhibited in this ware has been developed 
over the past 125 years and exemplifies the best in techni- 


| cal skill. 











Open stock pattern No. 7791 
THE SILVER POPLAR 


For Early Delivery 


PAUL A. STRAUB & CO.,, Inc. 


19 East 26th Street (Near 5th Avenue) New York 10, N. Y. 
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2. China Birds 





























3. Gold-Decorated Plate 





4. Ceramic Carving Tray 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. New "Lily-of-the-Valley" stemware, plates, and accessories 
—being featured in stores with Castleton china and Gor- 
ham silver in same design. Flower is worked into stem, cut 


in bowl. By Duncan & Miller Glass Co., of Washington, Pa. 


[] 2. Modeled in fine detail and painted in natural colors, this 
is one from a series of china bird figures, single and in 
groups, from art works of Lorenz Hutschenreuther. Immediate 


shipment from Paul A. Straub & Co., Inc., 19 E. 26th St., N.Y. & 


[] 3. This two-handled cake plate, I!" in diameter, is made 
in crystal glass and is richly decorated with gold in the 
"Lotus Rose'’ pattern; retail $6. It is part of comprehen- 
sive line of pieces from the Lotus Glass Co., Barnesville, O. 








[] 4. Ceramic carving tray has hardwood insert fitted with 
exclusive removable stainless steel pin; insert has rubber 
suction feet to prevent slipping; retail $14.95. Available in 
& colors from Du Cor Co., 101 W. Union St., Pasadena, Cal. 


[] 5. Created by Dusso Ceramics—colorful line of modern ac- 
cessories with amusing rooster design. Group shown here in- 
cludes 16" bowl, free-form plate, and cone-shaped bowl. 

5. Modern Accessories Helen Morrow, 8755 Lookout Mountain Ave., Hollywood, Cal. 
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Lily of 
the Valley 


BRILLIANT NEW 


Chinese Garden 


GENUINE Some fo retail 
UNCaAN 
as low as $1.75 each 


Duncan’s brilliant new cuttings on stunning new shapes set 
the trend in rock crystal stemware. 

Here are 9 of fifteen cuttings on thin, lead-blown stemware 
which harmonize with Lenox, Castleton and Franciscan china 
and many patterns of sterling silver. Send for prices or con- 
tact your Duncan salesman. 





THE DUNCAN & MILLER GLASS COMPANY 
Jlassw3 re in Am eric? WASHINGTON, PA. 


ave loveliest 
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s" Cutting 


2. Engraved Glass Vase 





5. “Lady Anne” Dinnerware 








3. Serving Accessory 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] 1. Bonbonniere in Swedish earthenware is miniature, footed 


tureen, 6!/," in length, decorated with tiny flowers, its lid 
topped with bird-shaped knob painted in soft colors. It is 
$14.50 retail. From Rorstrand, Inc., 225 5th Ave., N. Y. C. 


2. Orrefors glass vase from Sweden—an oblong shape 41/2’ 
in height fashioned of heavy, clear crystal sculpturally hand- 
engraved with trio of tiny musicians. Sold in the East by 
Fisher, Bruce & Co., Phila.; West by Axel Zacho, Los Angeles. 


3. Serving spoon is part of new CarOtti-Ware line of alumi- 
num alloy accessories, tarnish-proof and rust-proof; de- 
signed by Josephine von Miklos with rope edge, pistol han- 
dle. Retail $4.95. From Carotti, 10 East 40th St., N. Y. ©. 


4. Graceful "Trellis" cutting appears on the tall "Astrid’ 
shape in stemware and on salad and dessert plates—stem- 
ware retailing for $24 a dozen; plates, $33 and $36 a dozen. 
Manufactured by Fostoria Glass Co., Moundsville, W. Vo. 


5. "Lady Anne" pattern in Spode dinnerware, recently added 
to stock. It shows a hand-painted pink rose in the center of 
the plate, and is done on the classically embossed Mansar 
shape. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 
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No. 950 “‘Com-Pac”’ 


Beautifully tailored Barbara 
Bates Manicure Gift Kit fitted 
with nickel-plated nail 

scissor, nail nipper, nail 
clipper, triple-cut nail file, 
tweezer, cuticle pusher and 
spear. In saddle or tan peccary 
grained leather, lined in moire 
with a nickel-plated frame. 


Retail $12.50 















There’s happy holiday selling 

ahead with Barbara Bates’ 
beautifully-packaged line of handy 

manicure gift kits. They’re always just right for 

the small gift that’s different. What’s more, Barbara Bates’ 






No. 927 “Enchantment”, 


Beautiful Manicure Gift Kit 

by Barbara Bates. Holds a 
handsome array of manicure 
essentials: gold-plated cuticle 
scissors, tweezers, triple-cut 
nail file, cuticle pusher, cuticle 
knife, Smoothie, Ivoree stick, 
gold-trimmed Luxitecomb, 
beveled mirror. In rich crushed 
velvet maroon, green and 
periwinkle lined jn beige. 
Retail $10.00 









gift kit sales are so lively and quick, you'll find yourself 


























with a pack full of profits — straight from old Santa 
(alias Barbara Bates, of course!) 


C.J.BATES 


& SON 


C. J. Bates & Son, Chester, Conn. 
New York Showrooms at 366 Fifth Avenue 


No. 925 “Hand Maiden” 


Beautifully designed Barbara 
Bates Manicure Gift Kit 

with gold-plated cuticle scissors, 
cuticle pusher, cuticle knife, 
tweezers, triple-cut nail file, 
Smoothie, gold-trimmed Luxite 
comb and Ivoree stick. 
Bengaline case available in 
copen blue, green and red lined 


va ary, in beige with an unusual 
No. 902 “Carry-all golden bronze frame. 
Exclusive Barbara Bates Retail $7.50 


Manicure Gift Kit - complete in 
every detail - includes the 
following essentials : gold-plated 
cuticle scissors, tripie-cut nail 
No. 911 “Midas Mesh” file, cuticle knife, fingernail 





Fabulous Manicure Gift Kit by Barbara Bates boards, plastic cuticle stick, 

in lovely golden mesh fitted with a handsome | comb, nail brush, and two cut 
array of fine gold-plated manicure essentials: &lass bottles that fit into the 
cuticle scissors, triple-cut nail file, tweezers, unique enamel frame. 
cuticle pusher, cuticle knife, Luxite-handled Red, green or brown bengaline 
buffer, Ivoree stick and Smoothie. The case, lined in beige. 

with its golden bronze frame, is lined in Retail $6.00 


beige moire. Retail $17.50 
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CASTLETON once 
again assumes its 
leadership in 
ceramic design by 
creating the first 
dinner service of 
free form shapes in 
fine china with 
patterns keyed to 


the modern mood. 


NATIONALLY 
ADVERTISED 


CASTLETON CHINA, INC. ¢ 212 FIFTH AVE., NEW YORK 
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by MADELINE LOVE 


} erage who have been dealing in china and glass 
for a long period of time are not expected to read 
this! They are, of course, well acquainted with the 
terminology of the industry, the differences between this 
kind of ware and that, the various forms of decorations, 
and so on. But the jeweler who has recently added 
glassware and china to his stock of merchandise may 
find his knowledge of the subject a bit sketchy. For 
him and for his sales force, a brief discussion of terms 
might prove helpful. 

The word “china,” for instance, is not used in the 
paragraph above with literal correctness. Actually, it 
defines one specific type of ceramic body, one which has 
been baked, or “fired,” until it is vitreous and trans. 
lucent. This type may be broken down into two kinds 
of china bodies—the bone china produced by most 
English potters, whose formulas include the addition of 
bone ash as a whitening agent; and the felspathic china 
which almost all European and American manufacturers 
make. Both chinas vary in quality, of course, depending 
upon the ingredients, workmanship and selection. 

“Porcelain,” a much mis-used word, is in fact another 
term for china. It is definitely wrong to call earthen. 
ware by that name, but sometimes the term “semi- 
porcelain” is used to describe it. This is done, partly, be- 
cause of a mistaken belief that earthenware is simply 
an inferior type of china. That is quite untrue. Earthen- 
ware is a distinct type of ceramics, and in its finer forms 
is a highly desirable ware for the table. Many famous 
names are proudly backstamped on earthenware, as well 
as on china. The ware is fired at a lower temperature 
than that used in making china, and the body is not 
translucent. 

Both china and earthenware can be decorated either 
before or after the glaze is applied. Underglaze decora- 
tions are somewhat limited in color range, but they have 
a soft visual effect and the patterns, protected by the 
glaze, are practically indestructible. Overglaze designs 
have more brilliance of color, and because they are ap- 
plied after the ware has gone through the intense heat 
of the glost furnace, a wider variety of colors—including 
gold—can be used. 

These decorations may be hand-painted, printed from 
copper-plate engravings, or applied by the decalcomania 
method. Sometimes the hand-painting is done freely, or 
it may be used to fill in a printed design. 

Another popular decorative effect is the embossment 
which appears usually on the rim of the plate or on the 
side of a hollow piece. This “raised” design may be 4 
part of the mold in which the entire item is made, or it 
may be molded separately and hand-applied to the ware. 

Glassware terms will be discussed in a future issue. 

+ * * 


ATES continue to be added to the spring gift show 
calendar. Among them are the George F. Little 
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you the many other broutitel Zipps Lighters mene 





Jak your deeles to show 





It’s easy to figure out! Think about Zippo’s sparkling 
new models... Zippo’s consistent year ’round advertising 
... Zippo’s full-page, full-color Christmas campaign... 


Zippo’s reputation with millions for one-zip dependability. 


It adds up to more sales than ever of Zippo Lighters for 


Christmas gifts! See your distribu- 











tor and be ready when it happens! 





Get Ready! 
Get Set! 


Make certain you have a 
good supply of the Zippo 
models shown in this 
advertisement. 


yO 


the one-zip Windproof Lighter 








ZIPPO MANUFACTURING COMPANY BRADFORD, PA. 
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shows, beginning with the New York Lamp Show at the 
Hotel New Yorker from January 14 to 19. Next are the 
Washington Gift Show at the Hotel Willard from January 
28 to February 1; Chicago Gift Show at the Palmer 
House and the Hotel LaSalle from February 5 to 16; New 
York Gift Show at the Hotels Statler and New Yorker 
from February 26 to March 1; Boston Gift Show at the 
Hotel Statler, March 5 to 9; Philadelphia Gift Show at 
the Benjamin Franklin Hotel, March 26 to 30. The usual 
Market Week is set for the Chicago Merchandise Mart 
from February 5 to 17, coinciding with the Gift Show. 

Three John M. Hammer gift shows already set are the 
Buffalo Mart to be held at the Hotel Statler from Febru- 
ary 4 to 7; Cleveland Gift Show at the Hotel Statler 
from February 18 to 21; and the Pittsburgh Mart at the 
William Penn Hotel from April 7 to 11. 


. * * 


HE Southeastern China, Glass and Gift Show is set 

for the Municipal Auditorium in Atlanta, Ga., from 
January 22 to 25; the New York State Gift and Art Show 
at Syracuse, in the Hotel Onondaga from January 28 to 
31; the Western Winter Market at the Western Merchan- 
dise Mart, San.Francisco, from February 5 to 9; the 
Dallas Gift Show at the Baker Hotel, Santa Fe Bldg., and 
showrooms, from February 18 to 23; the St. Louis Gift 
Show at the Statler Hotel from March 4 to 7; the De- 
troit Gift Show at the Statler and Book-Cadillac Hotels 
from March 4 to 8; and the Parker House Spring Show. 
Boston, from March 4 to 8. 

























RANK HEFTER has been appointed sales manager 

for CarOtti, division of Argonaut Enterprises, 10 East 
40th Street, New York. The firm makes a new line of 
table accessories in an aluminum alloy. 


* * ¥ 


EK. SANFORD CO., of San Francisco, Los Angeles 

* and Seattle, has been appointed West Coast repre. 
sentatives for Hambro cutlery, according to Harvey Bur. 
ton, director of the Hambro House of Design, New York. 
The territory includes all West Coast States and Hawaii, 


% % % 


ARBONE, INC., wholesalers of both domestic and 
imported china, glass and gifts. has moved its New 
York showrooms from Madison Avenue to 212 Fifth 
Avenue, occupying quarters formerly used by Doulton 


& Co., Inc. . ox a 
.. oemnerte BROS., Boston importers of decorative ac. 


cessories and Hummel figures, have taken showrooms 


in Room 1019 at 225 Fifth Avenue. New York. 


* * * 


UBEL & CO., 225 Fifth Avenue. New York, has been 

named exclusive national distributors for the new 
Beacon Pottery line, Chicago. The line includes ceramic 
plaster designs mounted on metal bases. 





A jeweler in the middle West uses a unique Christmas 
promotion idea. He had a public address system and 
recording device hooked up to his electric-eye, self-open- 
ing doors. Each time a customer enters or leaves the store 
the words “Merry Christmas” are heard. 
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This advertisement is one of a current series appearing in national magazines 
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Fine handmade stemware... 
Watielg elo hxt-Yo Me) mm olaliitelup ame lile Mal (-Tol ga relal-to. 
ring ... fit to grace museum shelves 

or the most correct dinner table, 

sturdy enough to use every day 


At better stores everywhere. 


ORREFORS 


SMEDEN 


oe U.S.A. Representatives: 
> « EAST—Fisher, Bruce & Company 

221 Market Street, Philadelphia 6, Pa. 
| WEST—Zacho, 3157 Wilshire, Los Angeles 5, Calif. 


The illustrated Orrefors booklet, with list of 


nearest retailers, will be sent on request. 
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THE WFINE ENGLISH 


DINNERWARE 





COPELAND 
22) 
SPODE 


| ate 1 


ENGLAND 


Eng sh Bone ( na Cc NCS CHI 
I Oo I ENGLANCDO 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 


206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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P M FAHRENDORF ~ PRESIDENT JEWELERS CIRCULAR KEYSTONE 


100 EAST 42 ST WNYK 
PLEASE INSERT IF POSSIBLE THIS ANNOUNCEMENT QUARTER PAGE 
NOVEMBER ISSUE SIERRA GEMS SAPPHIREIZED TITANIA BREAKS 
NATIONAL ADVERTISING CAMPAIGN STARTING FULL PAGE PLUS 5 x 7 
COLOR INSERT FLAIR MAGAZINE ON SALE NOVEMBER 25 WINDOW 
DISPLAYS. AD MATS CONSUMER MAILING PIECES ALL TIE IN 
MATERIAL AVAILABLE THIS IS JUST A STARTER, 


WARREN R JONES SIKRRA GEMS INC, 
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TROPHY-CRAFT 


249 NO. RENO Sf., 


Yes, | would li 





HY-CRAFT c0.| 


CO. DEPT. JK 


e my free catalog of the compk 


to see 
the greatest catalog 
on earth 


NEW TROPHIE 
NEW 
NEW BAL 






CRAFT 


EDALS 
CHARMS 


in this colorful 
that displays the 


Yes, everything’s new 





“J 





60 page catalog 
greatest assortment of trophies, medals and 

charms ever shown. So it’s bound tp be the same old 
story with this new catalog, Trophy-Craft leads again! 


9 N. Reno St. 
s Angeles 26 





California 


FREE! 


SEND FOR YOUR 
NEW CATALOG 
TODAY ! 





LOS ANGELES 26, CALIF. 
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polls J EWELRY 
..- del! the Retailer 


One jewelry store solidly behind your product is worth a 





hundred partially brand-conscious customers. The personal 
convictions of jewelers about the merchandise they sell re. 
mains the strongest single factor influencing jewelers’ recom- 


mendations to their customers. 
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Eight Out of Ten Buy What Jewelers Recommend 


As many as 8 out of 10 consumers rely on the average leading «"~"’s 
jeweler’s recognized integrity and high standing to the extent | 
they buy what he recommends. No manufacturer can afford 
to risk “brand-switching” at the point of sale through failure 
to acquaint these influential retailers with his product’s fea- ~r 
tures and promotional plans. 
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a Jes ers’ Lirculat 1 : $ | JC-K Helps Sharpen Jewelers’ Enthusiasm 

eS Sere ¥ ' The circulation of THE JEWELERS’ CIRCULAR-KEY- 
ber ‘o STONE covers practically the whole jewelry trade. It is 
studied closely by all leading retailers, and it is read “over 
their shoulders” by wholesalers and manufacturers. Live 
reporting of profitable business-building information and 
how-to-sell facts make JC-K the undisputed leader in the 
jewelry trade publishing field. Its use by suppliers of 


jewelry and allied merchandise for trade advertising ts an 
essential supplement to assure the success of their con- 


sumer advertising. 
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and GIFT MARKET.... 


,«» Who Sells the Consumer 


The Power of JC-K Trade Advertising 


Reproduced here are three pages from the current HOUSE 
BEAUTIFUL campaign of multiple page every-month ad- 
vertising to the jewelry trade running exclusively in THE 
JEWELERS’ CIRCULAR- KEYSTONE. Every month 
HOUSE BEAUTIFUL reviews in advance for jewelers. 
the news of jewelry, silver, china, glassware and other 
home accessories featured in its editorial and advertising SS: 
pages. HOUSE BEAUTIFUL knows the importance of 3 
selling right down the line to the final sales across the F 
jeweler’s counter. This is dramatic proof of the 
successful use of trade media to make adver- 
tising dollars do the biggest, most profitable 


job. 
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WE CAN HELP YOU To plan a pre-merchandising campaign to put your consumer advertis- 
ing to work ... or, for information about the jewelry market write... 
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YOU GET THE SAME MODEL AS WE SUPPLY TO THE U. S. ARMED FORCES, 


Wallace Curtiss, L. O. Curtiss Jewel- 
ers, Newcomerstown, Ohio, checks a 
watch on his Paulson Time-O-Graph. 
"Since | purchased this machine last 
year,” says .Mr. Curtiss, “my repair 
business has improved about 35 per 
cent. This in turn, has not only 
brought more traffic into my store, 
it has cut repair comebacks in half.” 


You StepAhead 
Assuved Success! 


The PAULSON TIME - 0 - GRAF 
Gives You Superior Scanning 
Speed And Also Unparalleled 
Scientific Accuracy. 
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ON THE PAULSON TIME-O-GRAF 
with continuous tape record, it is pos- 
sible to get all the answers including 
the train, pallet stone, roller jewel, etc. Pad exes ean 
on one complete record. Gis LAR ELOLS SE 3 CRANE a ease = py Pe 
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ON THE PAULSON TIME-O-GRAF 
can you regulate your watch and see 
exactly what it is doing as you move the 
regulator. Wonderful for hairspring work 
too. 


LESS 2% FOR CASH 
TERMS AVAILABLE 


oo 
ON THE PAULSON TIME-O-GRAF =2622 PER MO, 
is it possible to reveal a continuous NT Om 
record of all positions on one tape 
without stopping the machine. 


USE THIS HANDY COUPON 


HENRY PAULSON & CO., Dept. C~ 117 

131 S. Wabash, Chicago 3 

[7 Please send Paulson Time-O-Graf on no ersk 
trial. 

Cj Please send Paulson Time-O-Graf at $550.00 less 
2% for Cash. ; 

[] Please enter order for Time-O-Graf — $100.00 
with contract. Balance $28.00 per month for I8 
months. 
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City 
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At the insistence of the State Department, 
partially due to the urging of American 
watchmakers, the Swiss government has 
agreed to the inclusion of an escape clause 
in the 14-year-old trade agreement between 
the two countries. 

The Swiss announced their decision to 
accept modifications requested by the 
United States in the Swiss-American trade 
agreement on October 13, just one day be- 
fore the deadline set in our State Depart- 
ment’s ultimatum. 


What the United States asked and the 
Swiss reluctantly accepted was the insertion 
in the agreement of a so-called escape 
clause that is standard in all American 
trade agreements. This clause enables the 
United States to raise custom duties on im- 
ports of items that, upon investigation, are 
found to be entering the United States in 
such quantity or at such prices as to 
threaten serious injury to some American 
industry. 

The Swiss agreement was the only one 
outstanding without this clause. The Swiss 
expect that its insertion will lead to an 
early move to raise United States duties on 
watch movements, Switzerland’s principal 
export. 


While the Tariff Commission itself may 
order and hold an investigative hearing on 
its own initiative, there are no current indi- 
cations that it has any intention of doing so. 
The hearings held last June by the Com- 
mittee for Reciprocity Information were 
largely for the purpose of obtaining back- 
ground information. 


State Department officials say their main 
interest in obtaining the escape clause was 
to bring the Swiss trade agreement, made in 
1936, into line with the majority of such 
pacts, All trade agreements made since 1942 
have contained a clause permitting an in- 
crease of duties if the agreement rates ap- 
pear to be harming domestic industry. 


But the State Department also admits 
that it wanted to get the watchmakers out 
of its hair and leave the matter strictly up 
to the industry and the Tariff Commission. 

If the American jeweled watch manufac- 
turers do apply for an investigative hearing, 
on the basis of the record for the past 18 
months, it will be necessary to present a 
strong case in support of a plea for such a 
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Swiss OK Trade Pact Escape Clause 


Accede at Last Minute to U.S. Demand to Include Escape 
Clause in Trade Pact; Action Permits Increased Duties 
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hearing. Of the 20 such applications for 
hearings over that period, 11 have been dis- 
missed, six are pending, one postponed, and 
only two have been ordered. 

Of particular interest was an announce- 
ment by the State Department on Octo- 
ber 19 that the escape clause will be in- 
voked for the first time by President 
Truman on December 1. The President 
is drafting a proclamation which will raise 
American tariff duties from 25 to 40 per 
cent on imports of fur felt hats and hat 
bodies from four European countries. 





Katz Asserts Tariff Hike 
WouldCause Havoc inTrade 


Benjamin S. Katz, president of the Ameri- 
can Watch Assemblers Association, said on 
October 13 that use of the escape clause in 
the United States-Swiss trade agreement to 
raise tariffs “would tax the American con- 
sumer a minimum of $20,000,000 a year in 
increased watch costs.” 


Most of the 77 members of the American 
Watch Assemblers Association are manu- 
facturers of watches assembled in the 
United States with jeweled Swiss move- 
ments. 


Mr. Katz said, however, that the organi- 
zation believed “no tariff increases will re- 
sult unless and until the U. S. Government 
had indisputable evidence that higher tariffs 
are essential to the best interests of this 
country.” 


“No such evidence exists,” Mr. Katz de- 
clared. “But existing evidence establishes 
beyond any shadow of doubt that an in- 
crease in Swiss import duty would cause 
havoc in the entire American watch indus- 
try; would seriously damage the American 
retail jewelry business, 35 per cent of whose 
income is derived from the sale of watches; 
would tax the American consumer a mini- 
mum of $20,000,000 a year in increased 
watch costs, and would endanger continued 
mutually profitable trade relations with the 
only European government now making its 
way without Marshall Plan assistance from 
the American taxpayer.” 





Kant and Shennan Look to 
Escape Clause for Relief 


American jeweled watch manufacturers, 
it was said, plan to seek relief from low 
tariffs on Swiss-made watch movements, 
following announcement by the State De- 
partment that Switzerland had agreed to 
inclusion of an “escape” clause in its trade 
treaty with this country. 

J. G. Shennan, president of Elgin Na- 
tional Watch Co., said the domestic industry 
will file with the tariff commission an ap- 
peal for reconsideration of watch duties 
under the escape-clause mechanism, where- 
by portions of a trade agreement can be 
renegotiated without jeopardizing the en- 
tire treaty. 

He said the escape clause, which the U. S. 
demanded of Switzerland on August 17. 
provides means of correcting a “highly 
dangerous national defense weakness.” 

The domestic industry is opposed to 
quotas, embargoes or subsidies, he asserted. 
“All we seek is sufficient protection to offset 
the much lower wage level of Switzerland.” 

R. M. Kant, president of the Hamilton 
Watch Co., said “Whether an escape clause 
in the Swiss agreement will result in any 
change in watch tariffs, to compensate for 
the changed conditions which have de- 
veloped since 1936, is a matter that would 
only be decided after careful consideration 
by the Tariff Commission.” 

Mr. Kant pointed out that the dire pre- 
dictions of certain importers as to the 
terrible results that will develop, because 
an escape clause has been included in the 
Swiss trade agreement, “almost lead one to 
believe that these importers are convinced 
that an examination by the Tariff Com- 
mission would indicate that there should be 
an increase in duties.” If this is the case, 
Mr. Kant asserted, it is difficult to believe 
that any American citizen would oppose 
the action after considering the vital de- 
fense importance of the U. S. watch in- 
dustry. 

“There is one fact of which we can be 
assured,” Mr. Kant said. “Even if watch 
duties were raised to absolute maximum 
permitted by law, the effect on imports 
would be slight and the effect on watch 
prices would be little or nothing. The addi- 
tional cost involved for the importer would 
be an item far smaller than the cost of a 
five cent an hour wage increase to domestic 
manufacturers (as an example). The record 
does show that Hamilton and Elgin have 
found ways to absorb a whole series of such 
increases since the end of the war, with 
very little increase in prices.” 
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JSA Formulates Plan to Protect 
Jeweler's Stock in Enemy Attack 


A group composed of several members of 
the Executive Committee of the Jewelers 
Security Alliance, met on October 19th at 
the office of Gen. Lucius D. Clay, chairman 
of the New York State Defense Commission, 
to formulate a plan for safeguarding jewel- 
ers’ stocks in the event of an atomic attack. 

Constantly vigilant to its purpose of safe- 
guarding stocks of its member firms, the 
Alliance took this preliminary step with the 
idea in mind of reporting to its members 
on this situation at its quarterly meeting 
on October 26th. . 

Members of the JSA committee met with 








Col. Wilkinson of the New York State De- 
fense Commission, who discussed what pro- 
cedure to follow in the event of such an 
attack. He stressed the importance of 
placing all valuable merchandise in sound 
fireproof safes or bank vaults. Thanks to 
radar protection, he stated, all key cities 
that may be subject to possible attack will 
be warned of the approach of enemy air- 
craft about fifteen minutes prior to such an 
attack. 


Gurfein Cites Three Reasons 
For Rise in Diamond Prices 


Concern in certain quarters over the 20 
to 25 per cent rise in the price of dia- 
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monds since June is unwarranted, according 
to David Gurfein, of David Gurfein & Cy 
Inc., 542 Fifth Ave., New York. It is hi 
belief that the price is an authentic one 
and that current prices are not inflated. 
“Three factors are responsible for Most 
of the price rise,” Gurfein points out. “One, 
the elimination of an approximate loss of 
five per cent under which European dia. 
mond cutters were operating in June, Two, 
the establishment of a normal profit Margin 
of approximately five per cent. Three, the 
result of a raw material price increase 
established by the syndicate of approxi. 
mately ten per cent in the past two months.” 


JRF Holds First of 
Series of Councils’ 


On September 27, the Jewelry Research 
Foundation inaugurated a series of coun. 
cil meetings at the offices of the JRF, 580 
Fifth Ave., New York City. 

The purpose of these meetings is to 
pool experience in anticipating problems 
of current national emergency. Subjects 
discussed are studied by the Foundation’s 
staff of economic experts. Their observa- 
tions are then to be circulated as a guide. 

Present at the first meeting were: J. 
Carlton Bagnall, Chairman of the JRF 
Executive Committee and President of 
Swank, Inc.; Sidney Fiddelman, J. Fid- 
delman and Son; George R. Frankovich, 
Executive Secretary of the NEMJ&SA; 
H. A. Goldberg, Cooper’s, Inc., and Presi- 
dent of the NACJ; Leon Henderson, Direc- 
tor of Research of the JRF; Robert A. 
Knight, Executive Secretary JRF; Paul 
Levinger, Speidel Corp.; William F. Me- 
Chesney, Gorham Mfg. Co.; W. F. Mit- 
tendorf, D. E. Makepeace Co.; William 
Raymond, New England Brass Co.; Beards- 
ley Ruml, Chairman of the Board JRF; 
Stanley Simon, Bulova Watch Co. 

The first of the reports issued after the 
meeting covered the following subjects: 
Additional Increase in Defense Spending; 
Allocation of Strategic Materials; Prices, 
Regulation W, as well as a general con- 
sideration of the overall picture. 


NEW LOCATION 





Champagne and souvenirs for friends and 
customers marked the opening of the Mac 
Willis jewelry store at its new location, 
7512 Sunset Blvd., Hollywood, on August 5. 
Guests of honor were Pacific Electric Rail- 
way men and their wives. The firm is 
authorized watch inspector for the trans- 
portation company. Shown above are Mr. 
and Mrs. Mac Willis in their new an 
modern store. 
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Gommunity and Tudor Plate 
Flatware Sold Out for 1950 


As a direct result of the tremendous 
volume of orders received from their cus- 
tomers since July 1, this year, Oneida 
Community, Ltd., has announced that they 
will be unable to accept any more orders for 
Community and Tudor plate flatware for 
delivery during the current year. 

“This oversold condition,” stated D. E. 
Sanderson, vice president and director of 
sales, “has come about despite our scan- 
ning of all orders to eliminate or cut down 
those that would cause inequities and in 
spite of our factories Working long hours of 
overtime. 


D. E. 
SANDERSON 


Vice President 
and Director 
of Sales, 
Oneida Community, 
Ltd. 


“Please understand, too,” Mr. Sanderson 
continued, “that intensified defense prepa- 
rations have caused a shortage of copper, 
zinc, nickel and steel . . . a condition which 
may well become very acute in future 
months. We have assumed, however, in 
evaluating our production for the remainder 
of the year that we shall receive adequate 
supplies to meet it.” 

Mr. Sanderson pointed out that it is the 
present opinion of the firm that no good 
purpose would be served by accepting now 
orders that could not be delivered until 
1951. “Such orders,” he said, “would bear 
no relation to your future needs. Such needs 
can best be determined after the holiday 
season.” 

Oneida Community _ reaffirmed _ that 
everything possible is being done to ship 
against dealers’ orders and to distribute 
their production on an equitable basis. 





Gorenfio Uses Novel Brochure 
To Announce Fall Show Dates 


The Gorenflo Co., Inc., wholesale jewelers 
of Detroit, Mich., used an attractive and 
novel brochure to call attention to their 
Fall Show which was held from October 
15 to 17. 

On the inside flap of the brochure, under 
the bold caption, “Can You Read Smoke 
Signals,” was a pen-and-ink sketch of an 
Indian sending signals. Instructions at the 
bottom of the flap instructed the recipient 
to lift a piece of red cellophane which was 
attached to it. Under the red cellophane 
was ad copy printed in red so that it would 
be invisible when viewed through the cello- 
phane. 

Said ad copy: As in almost everything, 
the secret of reading smoke signals is 
knowing the answer—and the answer to 
smart merchandising and fall buying is to 
attend the Gorenflo Fall Show. Make your 
plans now—It’s the biggest and best yet!” 
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By specifying Air Express, this Midwest maker of automatic toasters 
got component parts from East Coast supplier 800 miles away — in 
just 9 hours from pick-up to delivery. Shipping cost: 15 lbs., only 
$3.80. Savings: 300 man-hours. Use this hustle-up service regularly 
to keep your business rolling. Air Express goes on all flights of 
Scheduled Airliners. Phone Air Express Division, Railway Express 
Agency, for fast action. 


Air Express gives you all these advantages: 


World’s fastest transportation method. 

Special door-to-door service at no extra cost. 

One-carrier responsibility all the way. 

1150 cities served direct by air; air-rail to 22,000 off-airline points. 
Experienced Air Express has handled over 25 million shipments. 


Rates include pick-up and delivery door 
to door in all principal towns and cities 





A service of 
Railway Express Agency and the 
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Tighter Government Controls Over Credit 


Buying Expected; Charge Accounts on List 


Tighter government controls over credit 


buying are ahead. 

The surprise action taken by the Federal 
Reserve Board last month in boosting down 
payment requirements on household appli- 
ances to 25 per cent and cutting pay-off 
periods to 15 months is regarded by federal 
economic planners as “only the beginning.” 

Although many observers in the industry 
feel that jewelry will not be included under 
the tighter credit controls, well-informed 
sources report that extension of FRB’s 
Regulation W to cover jewelry sales and 
practically all charge accounts may be 





announced by the board within the next 
few weeks. 


Specifically, according to these sources, 


the government’s anti-inflation economists 
are giving serious thought to installment- 
buying curbs on all jewelry items, including 
watches and silverware, luggage, cameras, 
and household linens. 

The controls over charge accounts are 
expected to take the form of a requirement 
that bills be paid within a specified period, 
and consideration is also being given to 
shortening the period in which single-pay- 
ment loans must be repaid in a lump sum. 
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The Reserve Board, in amending Regy. 
lation W on October 16, has let itself in for 
considerable criticism both from Congress 
and from the trade for what has been term. 
ed a “hasty action.” What the board did was 
to reduce maximum maturity on_ instal]. 
ment credits from 18 to 15 months for 
appliances and furniture and from 21 to 15 
months for automobiles. 

The minimum down payment on automo. 
biles remains at one-third. The down pay. 
ments on appliances are increased from 15 
per cent to 25 per cent and on furniture 
from 10 per cent to 15 per cent. 

Down payments are now required on al] 
articles costing $50 or more instead of $100 
or more. 

The Reserve Board’s action in amending 
Regulation W came only a few weeks after 
the regulation had been put into effect and 
before figures on the first full month of the 
regulation’s operation in the trade were 
available. Despite widespread reports that 
the board acted reluctantly and at the 
political insistence of W. Stuart Symington, 
chairman of the National Security Re. 
sources Board, FRB Chairman Thomas B. 
McCabe declared that the regulation was 
altered because “reports” showed “up. 
abated inflationary forces.” 

But Maury Nee, speaking for the Retail 
Industry Committee of the American Retail 
Federation, expressed amazement that the 
regulation would be revised less than a 
month after it became effective. 

“The Federal Reserve Board must have 
based the need for revision on preconceived 
notions of the effect of the regulation, for 
it has been too soon since its imposition on 
September 18 to obtain facts of its effect in 
dampening inflationary trends,’ Mr. Nee 
declared. He said influences other than 
actual economic facts must have prompted 
the board to amend the credit regulations. 

Mr. Nee, acting on the behalf of the 
retail trades, had recommended to FRB 
that any contemplated credit control re- 
visions be deferred until January 15 to per- 
mit time to obtain the kind of accurate 
statistical data on which the administration 
of all economic controls should be based. 

“Hysteria about rising prices is unwal- 
ranted,” he declared, calling attention to 
the fact that the latest Bureau of Labor 
Statistics index of consumer prices shows 
an increase of only 1.7 per cent since the 
start of the Korean war. 

To which R. M. Evans, FRB member, re- 
torted: “The board had made no commit- 
ment not to amend the regulation and no 
member of the staff has the authority or 
could or would make such a commitment.” 

Evans said Mr. Nee’s assertion that FRB 
had acted in “bad faith” was “entirely un- 
true,” and said the FRB meetings with the 
retail trades were solely for the purpose o! 
discussing “administrative details,” and 
“not for the purpose of discussing the terms 
of the regulation.” 


ed 


4 Gordon’s Quality Jewelers increased their 
number of stores to nineteen when they 
opened their $100,000 Baytown store at 
132 West Texas, Sept. 29. I. L. Gold- 
stein, who has been employed at other 
Gordon’s stores, will manage the new store. 
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New JIC Christmas Booklet 


Continuing its active program to help re- 
retail jewelers get their full share of the 
consumer dollar, the Jewelry Industry 
Council has made available a special 16- 
page Christmas gift suggestion booklet. 
This colorful booklet, three by five inches 
in size, is called “Exciting Gifts that say— 
‘Merry Christmas’ every day.” One dis- 
tinguishing feature of the booklet is its 
‘ndex which instantly gives the user defi- 
nite jewelry store gift suggestions by dif. 
ferent age groups. Arranged in step-down 
fashion, the index gives suggestions for 
gifts for infants, boys and girls of different 
ages, young men and women, and older 
men and women. 





‘New and novel Christmas gift booklet which 
the Jewelry Industry Council has made 


available to retail jewelers for distribution | 


under individual jeweler imprints. 


Space has been left on the back cover 
of the booklet for the jeweler’s imprint. 
Suitable for distribution to customers (a 
counter dispenser is available if desired), 


booklets are available in quantities ranging | 


from 250 to 25,000 or more. 

Available in either imprinted or unim- 
printed form, quantities of the new booklet 
may be obtained for a modest charge from 


the Jewelry Industry Council, 608 Fifth | 


Ave., New York 20, N. Y. 


California 24-K Club Members 
Attend Annual Dinner Dance 


The fifth annual dinner-dance of the 
Jewelers 24 Karat Club of Southern Calli- 
fornia was held in the Embassy Room of 
the Ambassador Hotel in Los Angeles on 
October 5th. 

This proved to be a delightful occasion 
thanks to the working committee, Headed 
by Jules Lindenbaum (King Jewelry Co., 
Santa Monica) the committee arranged all 
details of the affair. Assisting Lindenbaum 
were Herman Siegel (Robbins Jewelers, 
Los Angeles) and Emanuel Lippett (Shaw’s 
Jewelers, Santa Monica and Hollywood.) 

Big league entertainment was furnished 
by the complete floor show of the Am- 
bassador’s famed Cocoanut Grove. Con- 
stance Moore, film and musical comedy 
star, headlined the show. 

Three guests of the evening, Nate Bar- 
anov of San Diego, Isador Meyer, director 
of the California Retail Jewelers Associa- 
tion, and Wm. Erb, secretary of the Cali- 
fornia RJA, were presented by Club Presi- 
dent Frank W. Stirling. 





FOR NOVEMBER, 1950 











ee eeerrepe rr eee — 
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orchids fully guaranteed. A sure-fire promotion that will pay off in more 
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Imagine! 1000 new customers for only $100.00! Write today and let us 
tell you how you, too, can cash in on the spectacular success of this orchid 
promotion! Don't delay . . . write today! 
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Talks of Leading Jewelry Trade Figures 


Highlight Pennsylvania RJA Convention 


The importance of their annual conven- 
tion was recognized by members of the 
Pennsylvania Retail Jewelers Association 
on September 25th, as 79 jewelers thronged 
into Harrisburg to attend sessions at the 
Penn-Harris Hotel. Interest was maintained 
in the proceedings from the time President 
Karl A. Schwemmer called the meeting to 
order in the morning until the convention 
ended with the evening banquet. 

The morning session was strictly a busi- 
ness session. President Schwemmer gave an 
account of his stewardship and the activities 
and future plans of the organization. Exec- 





utive Secretary Carl L. Snyder gave the re- 
port of the treasurer’s office in the absence 
of Kenneth May, secretary-treasurer. 

Theodore Schwalm of Lancaster, Pa., was 
the first speaker of the day. In his talk on 
“Dial Manufacturing” Mr. Schwalm traced 
the history of dial making up to modern 
times and outlined some of the difficulties 
and obstacles that have to be overcome in 
order to manufacture a perfect dial. 

Next speaker on the morning program 
was Richard T. Liddicoat, Assistant Direc- 
tor of the Gemological Institute of America. 
Mr. Liddicoat discussed in detail the im- 
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portance of knowing how to properly evaly. 
ate and indentify gemstones. 

At an informal luncheon in the Governor's 
Room, Kenneth I. Van Cott, president of 
the American National Retail Jewelers As. 
sociation, told the delegates to promote 
nationally advertised brands in their stores, 
He stated that nationally advertised articles 
are more readily accepted by a customer 
that other lesser known brands and are 
therefore much easier to sell. 

Following the luncheon, the afternoon 
session convened at 2:30 P.M. in the As. 
sembly Room with the opening talk given 
by John McManemin, field merchandising 
coordinator for the Watchmakers of Switzer. 
land. Mr. McManemin pointed out that the 
merchant must merchandise his watches so 
that they become an item of necessity with 
dress and for the occasion. The retail jewel- 
er he said must be able to counsel his cus. 
tomers and in that way gain their faith and 
trust and recapture sales that might other. 
wise be lost. 

Oscar Kind, Jr., vice president, Middle 
Atlantic Region, American National Retail 
Jewelers Association, stressed the impor- 
tance of securing new members for the 
association in order to help keep the organ- 
ization active. 

Other featured speakers at the afternoon 
session were John Means, managing direc- 
tor of the Pennsylvania Retailers Associa- 
tion, who discussed the new social security 
rulings pertaining to individual retailers, 
and Melvin M. Levitt, president of the 
Maryland-Delaware-District of Columbia 

Jewelers Association, who delivered a report 
on the current merchandising activities of 
the Armed Services Exchanges. 

Highlight of the convention was the re- 
election of all officers to serve for another 
year. They are: President, Karl A. Schwem- 
mer, Reading; Vice Presidents: Charles H. 
Heine, Philadelphia; Charles H. Shaffner, 
York; Milo R. Williams, Butler; Edward L. 
Carlson, Kane; Walter C. Stoeckel, Scran- 
ton, and Frank A. Ruff, Johnstown, and 
Secretary-Treasurer, Kenneth May, York. 

The banquet during the evening featured 
an entertaining talk by C. Herman Grose, 
Deputy Superintendent of the Department 
of Public Instruction, Harrisburg, Pa. 





Glusman Joins Ritepoint Co. 


Fred B. Glusman is now representing the 
Ritepoint Co., manufacturers of pocket 
lighters, in the territories of California, 









FRED B. 
GLUSMAN 











Arizona, Colorado, and New Mexico. Glus- 
man formerly covered this same territory 
for the New Haven Clock & Watch Co. 

His headquarters will be at 5667 W. 4th 
St., Los Angeles. 
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Boyson Jewelry Company 
Observes 50th Anniversary 


One of the leading jewelry firms in Cedar 
Rapids, Iowa, the Boyson J ewelry Co., cele- 
brated its 50th anniversary in business dur- 
ing the first week in October. Founded in 
1900 by Adolph F. Boyson, the firm has 
erown from a small ten-foot space in a 
drug store owned by Mr. Boyson’s brother 
to its present enviable position. 

The story of the Boyson Jewelry Co. is 
that of a turn-of-the-century firm which 
crew up with the city around it. Back in 
1900 when Cedar Rapids had 25,600 citi- 
zens, Adolph F. Boyson went to work in his 
brother’s drug store. There was a jewelry 
department on one side of it. When fire 
gutted the building in which the store was 
located, the Boyson’s moved to temporary 
quarters until the Higley building was 
built. Mr. Boyson’s brother, P. H. Boyson, 
moved his business to California, and A. F. 
carried on alone. 

After 20 years in the Higley building, the 
firm moved to its present location at 213 
Third Ave., S. E. 

It was in 1919 that A. E. Tappan, who 
had been with the company for 14 years, 
became a partner of Boyson. Son Wallace 
Boyson also came in as a partner in 1943 
after graduating from the University of 
Pennsylvania. That’s the management today. 

Meanwhile, in 1926 the older Boyson was 
elected president of the Iowa Retail Jewel- 
ers Association. Exactly 20 years later his 
son, Wallace, was named to the same posi- 
tion. 

One of the store’s features has been a 
jewelry manufacturing department, where 
all repair work, diamond setting and 
special mounting is done. 





Appointed 
Assistant 
Sales Manager 
at Hamilton 
FRED E. ORR 





Fred E. Orr, wholesale contact agent for 
the Hamilton Watch Co., since January 1, 
1949, was recently named assistant sales 
manager. His appointment was announced 
October 12th by Lowell F. Halligan, vice- 
president and sales manager. 
| Mr. Orr began his career with Hamilton 
in 1925 after completing a course in watch- 
making at the Bowman Technical School, 
Lancaster, Pa. He worked in Hamilton’s 
service department repairing and servicing 
watches until 1929, 

In that year, Mr. Orr joined the sales 
staff of the Non-Retailing Co., Lancaster. 
wholesale jewelry distributors. He was 
sales manager of this firm before he re- 
turned to Hamilton January 1, 1949. 

Tn his new position, Mr. Orr will super- 
vise ‘sales policies and selling activities of 
Hamilton’s wholesale distributors. 
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Jeweler Sets AGS "First" 
In Attaining CG Title 


Martin L. Ehrmann, who heads his own 
firm in Los Angeles, has achieved a “first” 
in the history of the American Gem Society, 
of which he is a member. 

For some time the Society has had avail- 
able a special series of examinations for 
members who feel educationally qualified 
to dispense with the recognized courses of 
instruction and wish to attain the Regis- 
tered Jeweler or Certified Gemologist titles. 
Mr. Ehrmann has been the first to take 
them successfully, winning the honored 
title of Certified Gemologist, and Graduate 
Member (wholesale) classification. 

The examinations include a_ six-hour 








written examination on gemology, the 
grading of five diamonds for color and 
imperfections; and the identification of 
twenty unknown colored stones, no errors 
permitted. 

Mr. Ehrmann’s long and varied experi- 
ence carried him through the difficult ex- 
amination. Prior to World War II he had 
his own colored stone firm. After the 
war he was associated with Lazare Kaplan 
& Sons, Inc., for several years. In 1949 
he collaborated with Herbert P. Whitlock 
on a book, “The Story of Jade.” As Mr. 
Whitlock died before its completion, Mr. 
Ehrmann is largely responsible for the 
final editing. Recently he opened his own 
diamond establishment in Los Angeles. 
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BA & CO. | 
Catalogue 


Will be sent to regularly established 
jewelers on November Ist. More than 
ever, its pages display carefully chosen 
of both new and stand- 
ard merchandise. Nationally advertised 
articles are to be found in great variety 
amongst other goods. To know and 
make use of the book will bring more 


sales to your store. 


Benj. Allen & Co., Inc. 


The Silversmiths Building 
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Henshel Heads Jewelry Division 
in Federation's Fund Drive 


The jewelry fraternity, by tradition sell- 
ers of quality and happiness, will have 
an opportunity this year to “sell” units of 
tangible philanthropy under a pioneering 
plan adopted for the first time by the 
Jewelry Division of the Federation of 
Jewish Philanthropies of New York. 

The new approach was made known by 
Col. Harry D. Henshel, vice-president of 
Bulova Watch Co., who has again accepted 
the general chairmanship of the jewelry 
industry’s annual Federation campaign. 
This year, he explained, the Jewelry Divi- 
sion leadership has accepted for the indus- 
try, as its part in Federation’s current 





$20,000,000 maintenance drive, the unique 
task of raising sufficient funds to provide 
the “miracle” drugs needed to save lives 
in Federation’s hospitals and medical in- 
stitutions, a sum of approximately $700,000. 

The idea of “selling miracle life-saving 
drugs to the industry” was adopted by the 
jewelry leadership, including Benjamin 
Lazrus, Benrus Watch Co., vice-president 
of Federation, and Milton Weill, Arrow 
Mfg. Co., chairman of Federation’s Busi- 
ness Men’s Council, in consultation with 
Ralph Engelsman, chairman of Federation’s 
Bureau of Events and Programs. 

Stephen W. Hofman, Diamond Distrib- 
utors, Inc., deputy general chairman for 
1950, has already initiated preparations for 
the Federation jewelry drive during the 
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Always 





Weddings are always in season. June is 
the legendary month, but vital statis- 
tics show that the other eleven months 
are popular, too. 

Be sure you get your share of this vast 
twelve month market. Look over these 
four popular wedding ring cases — 
designed by Dennison to help make 
sales for you. 


WEDDING RING FOLDER 2X is a 
compact unit covered in white leather- 
ette with gold printed cover design 


three dozen. 


BOOK STYLE CASE 3X, covered in 
white pebbled paper, has embossed 
wedding bell design on the front. Lined 
in white velvet. Cartons of one dozen. 


SATIN PILLOW 6X is made of lus- 
trous Pearl plastic moulded into pillow 
shape. Silk tassel and satin lining 
round out a beautiful case. Cartons of 
one dozen. 


WHITE PLASTIC HEART 10X fea- 
tures exquisite filigree work in dainty 
heart shape. Satin pad and hinged 
cover. Cartons of two dozen. 


All come in individual white packers 


Ordera supply of these all-season sales- 
men today. They lIlset off your beautiful 
rings —and set up profitable sales. 


‘n Season 


and handy snap closure. Cartons of 
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three weeks that Colonel Henshel was 
overseas, 

Resuming a practice of a few years ago 
the industry’s campaign will be divided 
into three major sections, with leadership 
as follows: 

Sidney Fiddleman, J. Fiddleman & Sop, 
Inc., chairman of the Manufacturers Diyj. 
sion; Joseph Baumgold, Baumgold Bros, 
Inc., chairman of the Diamond Division. 
and Oscar M. Lazrus, Benrus Watch Co. 
chairman of the Watches and Distributors 
Division. 

Following industry tradition, the late 
Aaron Sverdlik, who for many years was 
one of the faithful and moving spirits jp 
New York jewelers, philanthropic activi. 
ties, continues as honorary chairman (in 
memoriam) of the entire Jewelry Division, 

The members of the Jewelry Division’s 
executive committee include: Raymond 
Abrahams; Alexander E. Arnstein, Am. 
stein Bros. & Co.; Arde Bulova, Bulova 
Watch Co.; M. Fred Cartoun, Longines. 
Wittnauer Co.; Harry Cohen, A. Cohen 
& Sons Corp.; Benjamin Eichberg, Eich. 
berg & Co.; Simon Gershey, Gruen Watch 
Co.; Charles Gutwirth, Lipschutz & Gut. 
wirth; Mendel Haber, Mendel Haber Inc.: 
Louis Heyman, Oscar Heyman & Bros. 
Inc.; Dave Kay; Henry L. Lambert, Lam. 
bert Bros.; Norman M. Morris, Omega 
Watch Co.; Morton Ollendorff, Sr., Ollen- 
dorff Watch Co.; Henry Peterson, Feature 
Ring Co.; Jacob H. Schaeffer, Shiman 
iros & Co., Inc.; Bernard M. Schmukeler, 


J. J. Schmukler & Son; Lew Schwartz. 


Jewelry: H. James Stern, I Stern & Co.: 
and Charles Wolf, Charles Wolf & Son. 





California Watchmakers 
Seek State Licensing Law 


Legislation to protect both the profes. 
sion and the public against untrained or 
unethical watch repairmen was urged as the 
First State Congress of Watchmakers, spon. 
sored by the Horological Association of 
California, met on September 17th at the 
Embassy Hotel, Los Angeles. 

“At the present time, anyone with a pair 
of tweezers can undertake to repair a watch 
—and the public has no recourse!” watch- 
makers were told by a representative panel 
presided over by L. F. Wells (Roycroft 
Jewelry Co., Inglewood). 

Keynoting the convention, Charles R. 
Terry (Walter H. Starke Jewelers, Van 
Nuys) traced the development of _ the 
watchmakers association since its inception 
in 1932 and unfolded a two-pronged pro- 
gram for 1951. Goal of the program is to 
increase membership, making the associa- 
tion fully representative of the state’s watch- 
makers, and to inaugurate state legislation 
raising watchmaking to a professional and 
ethical level. 

Bill Erb, secretary of the California Re- 
tail Jewelers Association, expressed the in- 
dustry-wide support of this program. 

Sylvan W. Gurney (Gurney’s Watch 
Shop, Los Angeles) was elected to head the 
Horological Association of California in 
1951. L. F. Wells was named vice president, 
Charles R. Terry, secretary, and Guy Rein 
(Rein Jewelers, San Fernando Valley), 
treasurer. 
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Boeing Uses WatchMaster 
As Flight Test Equipment 


The WatchMaster is regarded as an 
essential piece of flight test equipment by 
the Boeing Airplane Co. which used the 
timing device extensively during the devel- 
opment of the world-famed Boeing Strato- 
cruiser, the double-decked plane pictured 


here. 








The use of the WatchMaster, while test- 
ing the Stratocruiser and other Boeing 
aircraft, is best explained by R. E. Winslow 
of that company in a detailed report, which 
follows in part. 

“The WatchMaster is used in its normal 
function for checking the timing rate of 
our chronographs and sweep-second stop 
watches. It has also been used for checking 
the adjustment of pendulous timing equip- 
ment for special work. 

“In a special application, the Watch- 
Master is used as a precise timing source 
for actuation of moving picture cameras at 
controlled framing speeds. These cameras 
are used to record landing and _ takeoff 
performance of Boeing test airplanes.” 


125 Attend Norfolk-Portsmouth 
Retail Jewelers Ass'n Banquet 


With characteristic enthusiasm and unity 
of purpose, 125 members of the Norfolk 
& Portsmouth Retail Jewelers Association 
attended the ninth annual banquet of the 
association, at the Monticello Hotel, in 
Norfolk, on September 18. 

C. P. Harmon, secretary-treasurer of the 
organization, was responsible for the suc- 
cess of the gathering throughout which 
there ran a serious tone due to the Korean 
situation. Norfolk’s Director of Public 
Safety Calvin H. Dalby was the first 
speaker whose subject was “Planned de- 
fense of Norfolk in case of an enemy at- 
tack in the future.” 

S. D. Hardy, president of the association, 
presided and set the key for the following 
speakers by his admonition for a continua- 
tion of the integrity which is the founda- 
tion of the entire jewelry trade. 

Myer B. Barr, director of the NACJ. 
with stores in Philadelphia and Norfolk, 
spoke on the importance of advertising in 
maintaining the jeweler’s competitive posi- 
tion and protecting it against the inroads 
of department stores. He emphasized that 
Barr’s experience had been that the stores 
that advertise most get the most business. 

Joseph L. Hecht, vice president, intro- 
duced Mr. Barr, and H. A. Goldberg, of 
Cooper’s in Norfolk, president of the 
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NACJ, introduced the speaker of the eve- 
ning, Lansford F. King, editor of THE 
JEWELERS’ CIRCULAR-KEYSTONE, whose sole 
purpose throughout his talk was to stimu- 
late the jewelers into recognizing the im- 
portance of their position in the commu- 
nity and thei: traditional eminence as mer- 
chants throughout the ages. He backed up 
his reasoning with facts and figures on 
jewelry store volume during recent years, 
wherein he pointed out how the retail 
jewelry trade of the United States had in- 
creased more than eight-fold during a 
14-year period, and how it was today main- 
taining its high volume position. This, 
Mr. King warned, the jeweler must pro- 
tect in the face of aggressive competition 
from other types of outlets. 





Do You Have a Hoecker Check? 


Pawn tickets for approximately 30 
watches which were obtained by Kurt 
Hoecker by passing bad checks are in the 
possession of Detective Archie Woods of 
the Forgery Squad, 400 Broome St., New 
York, N. Y. Kurt Hoecker has been con- 
victed and is now in jail. 

All of the checks were made out to the 
order of Kurt Hoecker and had the name 
“Canoe Place Acreage” printed on them. 
The checks were signed by different names 
and were drawn on the Chase National 
Bank. 

If you have a check presented by 
Hoecker, please contact Detective Woods 
at the above address. 














EXPERIENCE ... 


Operating department managers in our company have a total 


problems. 


this combination . . 
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of more than 250 years of experience in this field. An aver- 
age of more than 25 years each. That gives them the knowl- 
edge and background to help you 


PROGRESSIVENESS.... 


They also know that “horse and buggy” methods are out of 
date in our modern society. They advance new ideas to make 
your repair department more profitable. Take advantage of 
. experience and progressiveness. Write 
for a sample of our revolutionary “Permatex Package’’ con- 
taining a Genuine Swiss Factory Stem. Free and without 
obligation. The “Permatex Package’’ protects your material 


indefinitely against moisture, rust, dust and corrosion. 


CE. MARSHALL CO. 


1445 JACKSON BLVD. 
'LLINOTS 
28 DISTRIBUTORS AND BRANCHES IN 


PRINCIPAL CITIES THROUGHOUT THE U.S.A. 


whatever your 




















Four Californians Awarded 
Gemological Fellowships 


Four Californians have been honored 
with the award of a Fellowship in the 
Gemological Association of Great Britain, 
one of the internationally acknowledged 
organizations in this field, following the 
successful completion of a three-day, ex- 
lensive examination. 

Accepted for membership were C. E. 
Heighes, diamond salesman with the Wil- 
liam E. Phillips Co., Inc., Los Angeles; 
James W. Coote of B. D. Howes & Son, 
Inc., Pasadena; Joseph Phillips, instructor 
of the Gemological Institute of America, 
and Jack Schunke, former Gemological 
Institute instructor. 

Less than a score of Americans have 
achieved fellowships in the Association, 
which is said to list fewer than five hun- 
dred members throughout the world. 


New Swiss Watch Repair Film 
Shown at Michigan Convention 


A new sound film, “Repair For Profit,’ 
produced by The Watchmakers of Switzer- 


The jeweler-watchmaker has his copies of 
the Official Catalogue of Swiss Watch Re- 
pair Parts within easy reaching distance 
while working at his bench in this scene 
from "Repair For Profit," the new trade 
film now being made available to the horo- 
logical and jewelry trade by The Watch- 
makers of Switzerland. 

















CALIBRE EMERALDS 
in Ist, 2nd & 3rd Qualities 


Cut for mountings in 
M/M sizes. 
Also: Matched Emeralds 
for straight row bracelets. 


Prices upon application 


Memorandum selection sent 
to responsible jewelers. 


MIRABEAU C. TOWNS & SON 


Est. 1910 


3 Maiden Lane New York 7, N. Y. 
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#223 Genuine Moroceo Leather 
ease—Wine, Red, Black, Blue, 
Brown, Green $11 K 
#35] — Genuine Calf Leather 
with gold tooled border 


ARISTO IMPORT GO., INC. 
630 Fifth Ave., New York 20 








land for showing to horological and jewelry 
trade associations and guilds, had its world 
premiere at the joint convention of the 
Horological Institute of America and the 
Canadian Jewellers Institute, in Dearborn, 
Mich. 

This latest feature, filmed in the United 
States and Switzerland by RKO-Pathe, tells 
the story of the Swiss Watch Repair Parts 
Program and how it helps the jeweler and 
watchmaker show a better profit in his re- 
pair department through more accurate— 
and thus, more satisfactory—service to his 
customer. 

Like “Selling Up,” the sound motion 
picture on watch merchandising released 
to the trade last month by The Watch- 
makers of Switzerland, “Repair For Profit” 
eliminates the nuts-and-bolts instruction 





technique, substituting the in-store Sales 
example approach, Using a typical smal] 
retail jewelry store with its owner-watch. 
maker as the “star,” the film graphically 
shows how the Swiss repair program, 
through the Official Catalogues, Dictionary, 
cabinet, and packaged materials, works fo, 
the watchmaker in his everyday work at 
the bench. 

Prints of the 16mm. sound film can be 
obtained for showing before local, State, or 
regional horological and jewelers associa. 
tions and guilds by writing to the Swiss 
Watch Repair Parts Information Bureay, 
730 Fifth Ave., New York 19, New York 
The desired showing date, together with’an 
alternate date, should be included in the 
request. 
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Denver Gift and Jewelry Show 
Draws Biggest Attendance Ever 


Most significant aspect of the Fall Denver 
Gift and Jewelry Show, held in the Albany 


sumer demand for rhinestones has increased 
enormously during the past year. This was 
reflected at the Denver event in exhibitors’ 
reports that their sales are up from 50 to 
150 per cent over the last Fall Market. 





Hotel, September 17-20, was the fact that 
business written far exceeded all previous 
figures for the traditionally stronger Spring 
market, according to a report from Allied 
Exhibitors, sponsors of the event. 

Many new exhibitors of jewelry and gift 
items made their bow at the Fall show to 
swell the roster of participants to a record 
total of 130. Registration reached an all- 
time high in excess of 2000. 

Among the jewelry displays, rhinestones 
were a runaway favorite. Glamor and glitter 
are no longer restricted to after-dark for- 
mality in this area, with the result that con- - 


Contrary to the usual buying picture here, 
fashion rather than price seems to have 
been the major factor with Rocky Moun- 
tain retailers. This angle applies equally to 
compacts and stone jewelry. The demand 
for tailored gold was also exceptional, with 
buyers fully aware that imminent price- 
boosts and possible future shortages render 
future supplies uncertain. 

Colored stones, always good for winter, 
were somewhat off in the lighter tones, 
although deeper stones, such as emerald 
and sapphire, seemed to be enjoying a re- 
vival in line with grey apparel trends. 











PTET a Ney Ne PPR AOTEAROA a ee en 


Pe 





Pag %9 


s > ' - 2 ‘ems fl 
— . i ae 





te By 
MOE tions | 


20 oe 








Sees tat on en 


MODEL GT — a larger all purpose engraver. It accepts 
everything from the smallest lady’s watch and other jewelry ) 
items up to a large trophy cup 6” in diameter or a 12” wide —_— + 
tray or platter. In other words, it will engrave everything . — 
model GM can, and large objects as well. 


Diamond cut — 
... Brilliant as hand engraving! 
Tracer guided — 
... Anyone can operate it! 
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The Denver Gift and Jewelry Show was 
the sixth and last market of the year staged 
by Allied Exhibitors Inc. who also sponsor 
the semi-annual jewelry markets in Los 
Angeles and the gift and jewelry markets 
in Dallas. 





To offset the often severe effect produced 
by the short, swept-back coiffure, Trifari 
suggested rhinestone magic as a spell-bind- 
er for formal occasions. Worn by Joan 
Pepper at the Denver Gift and Jewelry Show, 
held September 17-20, in the Albany Hotel. 


Swiss Executive Visits U. S. 


Marcel Du Bois, chief of the marketing 
department of the Swiss Federation of 
Watch Manufacturers, has completed a 
week-long business trip to the United 
States. 

During his visit Mr. Du Bois conferred 
with officials of the American Watch As- 
semblers Association and other industry 
leaders. 

His trip to the United States was one of 
a series which has taken Mr. Du Bois to 
various Swiss watch markets throughout 
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SPECIALISTS IN RHINESTONE 
Jeweled Creations. Hand Polished Prong set. 


Fantary 


MADE BY ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, Dept. A, New York 7,N.Y. 




















LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
| have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
““Send Me Your Next Package.’’ 


M. J. STERN 
Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 
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Activities of NEMJ&SA During Past Year 


Reviewed by Frankovich at Annual Meeting 


Election of officers, a review of the activi- 
ties of the past year and a report on the 
industry’s industrial mobilization planning 
featured the largely-attended banquet and 
annual meeting held Oct. 19 by the New 
England Manufacturing Jewelers’ & Silver- 
smiths’ Association in the Providence Sher- 
aton-Biltmore Hotel ballroom. 

Officers elected were: 

First vice-president, J. Carlton Bagnall, 
Sr., Swank, Inc.; second vice-president, 
Howard H. Sweet, Sweet Mfg. Co.; third 
vice-president, Paul Levinger, Speidel 





Corp.; secretary, Emil E. Fachon, Bulova 
Watch Co.; and treasurer, Edson W. Saw- 
yer, Improved Seamless Wire Co. 

Chosen directors for a term of three 
years were: Earl H. Ashley, E. H. Ashley 
Co., Inc.; George W. Jenckes, D. M. Wat- 
kins Co.; Gordon W. Johnson, V. H. Black- 
inton Co.; H. Leon Laycock, Fulford Mfg. 
Co.; Robert J. Nolan, Saart Bros. Co.; 
August G. Reibling, Reibling-Lewis. I[nc.; 
Carl Schraysshuen, Carl-Art Inc., and Wil- 
liam E. Smith, Irons & Russell Co. 

Election of the president will take place 
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Anti-Magnetic - Sweep Second Hand 


In Stainless Steel $71.50 
Gold Filled $89.50 


Prices include Federal Tax 
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Nov. 9 at the first meeting of the board of 
directors for the new fiscal year. 

The incumbent, Edgar E. Baker, ey. 
tended greetings at the banquet seggiop 
and reported on the association’s member. 
ship. He said membership declined in the 
early part of the year as the result of poo, 
business conditions, but that there has 
been an upward turn since mid-Summer. 

G. Richard Frankovich, the executiye 
secretary, traced the activities of the year 

He recalled that the period saw the end 
of the last wartime materials control and 
that since October, 1949, tin had been jp 
free use. 

Also pointed out was the progress made 
during the early part of the year in the 
fight to remove the excise tax on jewelry, 
“Tt appeared in June that we had all by 
accomplished our objective,” he said. 

“This report should have marked the 
end of all wartime hang-over controls byt 
the Korean war has changed the picture 
considerably,” he added. 

Business conditions were reported to 
have included a fair Christmas season and 
a very slow Spring season. Until the out. 
break of fighting in Korea the Fall season 
had little to offer in the way of optimism. 
it was reported. 

In his discussion of the excise tax fight, 
cooperation with the Jewelry Research 
Foundation, the National Committee for 
the Repeal of All Excise Taxes and the 
Jewelry Industry Tax Committee was 
listed. 


G. RICHARD 
FRANKOVICH 


Executive 
Secretary, 
NEMJ&ESA 





Association activities on the tariff ques 
tion were also reported. These included an 
extensive brief on the jewelry products that 
may be affected by a change in tariff 
regulations and also an oral presentation 
made by Frankovich to the Committee for 
Reciprocity Information. 

The association went on record regarding 
the difference on wage rates in the foreign 
and domestic industry and insisted that the 
jewelry industry here is already doing more 
than its share to achieve a dollar balance 
in world trade. 

On the industrial mobilization topic, 
Frankovich pointed out that procurement 
has started and the association has cot 
tacted most of the pertinent procurement 
agencies that might have items in which 
the jewelry firms would be interested. 

The industry is on record as_ being 
ready and able to work on government! 
items. Trial orders have been given and 
distributed to the trade. Information © 
major prime contractors has been gathered 
by the association. The prime contractor 
have been contacted. Sub-contracts, as ye! 


THE JEWELERS’ CIRCULAR-KEYSTONE 














OO a= lle 


Ser .UCUcShUOrlUlmlUlUlUM WOODS 


dl —_ wes 


—S—- wee FEE 





re: 

. 
i. 
z 
Fig 


ee a a 


on a small scale, were reported to be 
filtering down to member firms. . 

It was also reported that a display of 
articles made in the last war and a 
pamphlet describing production record and 
potential for war orders are being pre- 
pared. 

Information regarding controls is being 
gathered by the association and passed on 
to members. . 

It is the association’s intention to pursue 
the procurement program to its ultimate 
conclusion, the executive secretary said. In 
this regard it is working on the premise 
that by actively demonstrating the indus- 
try’s willingness and ability to fit itself into 
the procurement picture its case for con- 
tinued operation in the event of an emer- 
gency will be immeasurably strengthened. 

Frankovich said the association’s plan of 
operation on procurement and on controls 
has been enthusiastically approved by seve- 
ral government agencies. 

He said the program was a “must” be- 
cause the low and medium-priced jewelry 
industry makes a non-essential item and 
uses strategic materials to produce it. The 
association’s program proposes to justify 
the use of strategic materials in jewelry 
in relation to the impact continued manu- 
facture will have on wages, taxes and 
community betterment. It also proposes to 
justify such use in pointing out that the 
industry it will thus keep alive can be 
valuable in time of a national emergency. 

The guest speaker at the meeting was 
Wesley F. Rennie, executive director of the 
Committee for Economic Development, a 
national organization composed of 130 of 
the country’s leading businessmen and 
educators who devote their time, energy 
and experience to objective economic re- 
search and education. 


Frank W. Rhodes Observes 

52nd Year with Tilden-Thurber 
At the annual September outing of 

Tilden-Thurber, Inc., Providence, Frank W. 


Rhodes was honored on the occasion of his 
o2nd year of employment with the store. 








Frederick B. Thurber (left), president of Til- 
den-Thurber, Inc., presents a sterling silver 
tray to Frank W. Rhodes, on the occasion 
of his 52nd year of employment with the 
store. John O'Kane, sales manager of the 
Gorham Co., stands by with a silver cigar- 
ette box, also for Rhodes. The veteran em- 
ployee is not retiring. He plans to stay 
with the firm for a while longer. 


Rhodes has been with the Sterling De- 


partment for his entire 52 years of service, 
and is recognized as one of the authorities 
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on silver in the country. During the outing, 
Frederick B. Thurber, president of Tilden- 
Thurber, presented Rhodes with a sterling 
silver tray, and John O’Kane, sales man- 
ager of the Gorham Co., gave him a sterling 
cigarette box. Both gifts were appropriately 
engraved. 


A. H. Pond Co. Introduces 
Crescent Diamond Ring Line 


Developed as a fast turnover line em- 
phasizing size and value, Crescent dia- 
mond rings, the A. H. Pond Company’s 
companion line to Keepsake, have been 
winning increasing acceptance by retail 
jewelers. 

Created to gain an even greater share of 
the diamond ring market, Crescent will 





provide Keepsake retailers with a wider 
range of styles, prices and quality. Crescent 
rings are priced below the Keepsake line 
and are backed by a Certificate of Guar- 
antee and Registration. 


Promotion will include strong national 
advertising in Modern Screen, Movie Life, 
Screen Stars, and Movie Stars Parade. Fall 
and winter issues will carry insertions fea- 
turing such famous Hollywood stars as Ann 
Blyth and Corinne Calvet. These advertise- 
ments will also include coupons by which 
prospects will be directed to Crescent 
jewelers. 

Merchandising aids being distributed in- 
clude an attractive window display, dis- 
tinctive ring boxes with price cards, and a 
tie-in mat service for dealer newspaper 
advertising. 











Jor Greater 


Sales — dress 


up your merchandise in 
an individualized package 
‘Custom designed ty NOBLE” 





Noble Designers will develop the proper Presentation 
to match the Skill and Beauty which you have put into 


your choice Products. 


ooo F. H. NOBLE & company 


Manufacturers 


559 WEST S9th STREET 


° CHICAGO 21, ILL. 


BRANCH SALES OFFICES 


15 Maiden Lane 
NEW YORK 


29 E. Madison St. 
CHICAGO 


111 Westminster St. 
PROVIDENCE 
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Change in Swiss Watch Marking 
Policy Announced at Convention 


Identification of Swiss watch movements 
will be greatly simplified in the future as 
the result of a major marking policy change 
by The Watchmakers of Switzerland. 

A majority of timepieces produced by the 
Swiss jeweled-lever watch industry from 
now on will have their identification mark- 
ings on the bridge side of their movements, 
rather than on the dial side as in the past, 
Paul Tschudin, director of the Swiss Watch 
Repair Parts Information Bureau, an- 
nounced in a message to the joint conven- 
tion of the Horological Institute of America 
and the Canadian Jewellers Institute at 
Dearborn, Mich., October 2. 





This step, according to Mr. Tschudin, is 
a direct result of the continued close co- 
operation given by the horological trade in 
this country to the Swiss Information 
Bureau. 

Adaption of the bridge side marking 
policy follows the earlier Swiss decision to 
mark newly manufactured chronographs 
on the bridge side, rather than on the dial 
side. 

In discussing the Swiss Watch Repair 
Parts Program, Mr. Tschudin pointed out 
that the program was originally undertaken 
for “the prime purpose of helping the con- 
sumer to have his watch serviced promptly 
and efficiently, and as a result we have had 
to lean heavily upon the horologists of the 
United States in working out a program 
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@ ment is polished and reviewed an- 
nually to insure steady turn-over of 
each design featured. 

Here’s what you get with your 
initial order of twenty Rings-O- 
Bliss matched wedding sets... 


Twenty-four hour service for 
personalized engraving and ship- 
ment of every set you sell. Again at 
no extra cost, just part of our ex- 
tensive service-to-dealers program. 


An eye-catching tray... 
grain-leather, velvet-lined; the per- 
fect complement for the merchandise 
it displays to such striking advan- 
tage. Yours at no extra cost. 


Extra sales and added profits 
that come when fine rings are dis- 
played to maximum advantage in 
the eyes of potential buyers. All 
yours with Rings-O-Bliss. 


A complete line of high quality, 


fast-moving sets in all sizes. Assort- 


Write for beautiful catalog of Bliss Rings 
A few choice territories available for established salesmen 


Bla King C2 


29 EAST MADISON STREET e CHICAGO 4, ILLINOIS 
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that would meet the needs of your trade 

“Switzerland has always worked closely 
with this country,” he continued, “carrying 
out a friendly commercial and trade rela. 
tionship. Over the years you, in the watch 
business, have been aware of the quality 
points of the Swiss watch. The Swiss watch 
has been an important factor in your busi. 
ness, playing a primary role in the tra. 
ditionally friendly commercial relationship 
between our sister democracies. We are 
aware of the part the Swiss watch has o¢. 
cupied in your business and in fostering 
these friendly relations. We feel that the 
Repair Program is a Swiss contribution to 
these good relations.” 

In addition to giving the American and 
Canadian horologists a complete review of 
the Swiss program, Mr. Tschulin informed 
them of steps scheduled for the future. 
These include the extension of the pack. 
aging program to a number of parts other 
than stems and staffs, and a supplement to 
Part One of the Official Catalogue of Swiss 
Watch Repair Parts. The latter publication 
will bring that volume completely up to 
date. 

“Our program,” he declared, “is a long. 
range one—one being carried out as a ser. 
vice to the American consumer and the 
American horologist. Its success primarily 
depends upon your cooperation. We feel 
certain that if that cooperation is just as 
enthusiastically forthcoming in the future 
as it has been in the past, our mutual aims 
ultimately will be achieved.” 


BON VOYAGE 





Jack Ruderman, president of Kaufman- 
Ruderman Co., Inc., makers of Karu cos- 
tume jewelry, sailed Friday, September 29th 
aboard the Nieuw Amsterdam on an ex 
tended business trip to Europe. 


Ballard Heads Watch Division 
In United Hospital Fund Drive 
John H. Ballard, president of the Bulova 


Watch Co., is serving as chairman of the 
group soliciting the watch industry in be- 
half of the 1950 United Hospital Fund 
Drive. This year’s campaign seeks $3, 
500,000 in order to help 80 member, non- 
profit, voluntary hospitals in the five bor- 
oughs continue their high standards of 
care. 

These institutions, all affiliated with the 
Fund, last year cared for 548,344 bed pa- 
tients, including 80,000 newborn, who re- 
ceived 3,394,000 days of care. Clinic pa- 
tients in 1949 totaled 541,513 and received 
more than 3,000,000 treatments. All these 
patients were cared for either free of 
charge, or at rates far below cost. 
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4 Kushner & Pines, Inc., manufacturers of 
ring mountings located at 21 West 46 St., 
New York, will move the latter part of 
December to new and larger quarters at 
15 West 47 St. where they will be able to 
provide quicker and more efficient ser- 


vice in their rapidly expanding business. 


In the new location, which is almost twice 
as large as the quarters they now occupy, 
the firm is installing new equipment, ma- 
chinery and modern fixtures. 

q Continuing a practice which he started 
during World War II, Herbert Lehman, 
of the Rima Watch Co., 608 Fifth Ave., 
New York, will present a watch to every 
member of the New York Jewelers Benev- 
olent Association who enlists or is drafted 
to serve in any branch of the Armed 
Forces. Every serviceman who received a 
watch from Mr. Lehman during the last 
war returned home safely. Consequently 
his watches were regarded as good luck 
charms. Mr. Lehman is again presenting 
the watches in the hopes that they will 
continue to act as a talisman of good luck. 
4 Rothman & Schneider, Inc., manufac- 
turers of rings, 2 West 47 St., New York, 
have completed the redecoration and re- 
modeling of their offices and factory. 

4 The Juvenia Watch Agency, 604 Fifth 
Ave., New York, will move early in No- 
vember into new and larger quarters at 
580 Fifth Ave. 

q Louis Friedman, president of the Louis 
Watch Co., 580 Fifth Ave., New York, re- 
cently announced the appointment of 
Joseph Recht as secretary-treasurer of the 
company. Mr. Recht succeeds Samuel Vul- 
can who is no longer associated with the 
firm. Mr. Friedman also announced that 
his son, Albert, is now connected with the 
firm. Albert is a graduate of Cornell 
University and Hofstra College. 

q More than a hundred students and guests 
attended the second autumn meeting of 
the New York GIA Study Group held on 
October 3rd at the Hotel Diplomat, 108 
West 43 St., New York. The meeting fea- 
tured an exhibit of each of the three types 
of pearls—natural, cultured and imitation 
—and an address by G. Robert Crowning- 
shield, acting director of GIA’s Eastern 
headquarters. For the November meeting, 
the GIA Study Group will be guests of 
the New York Guild of the American Gem 
Society, at a lecture by Gladys B. Hanna- 
ford, nationally famous lecturer and writer 
on diamonds. The meeting will be held 
Tuesday evening, November 21st at the 
Hotel Diplomat. 


4 The newly remodeled store of Forest 
Jewelers was officially opened at 77 South 
Main St., Freeport, N. Y., on Friday, Oc- 
tober 20th. 


4 The Lapidary and Gem Society of New 
York, on Sunday, September 17th, went 
on its maiden field trip to Touchon’s 
Grove in the Wachtung Mts. of New Jersey. 
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Seventy-five per cent of the membership 
made the trip and found it to be highly 
enjoyable and profitable since everybody 
found minerals of gem quality, particularly 
Carnelian of very fine color. The day 
was a very good one weatherwise, too, and 
one of the members commemorated the 
occasion by bringing along a color mo- 
tion picture camera and taking pictures of 
the activities, which will be shown to mem- 
bers at an early meeting. 

q The Golden Circle (Sales Executives 
Club) of New York held its first fall meet- 
ing at the Brass Rail on Fifth Ave. In the 
absence of President Rodd, Al Walden 
officiated at a brief business meeting fol- 
lowing dinner. Unusual entertainment was 
provided for the 35 in attendance by a 
professional after dinner speaker who was 
introduced as a leading watch authority. 





Steven Nathan Enlists in Navy 


Steven B. Nathan, son of Leopold 
Nathan, president of S. Nathan & Co., 550 
Fifth Ave., New York, recently enlisted in 


STEVEN B. 
NATHAN 


the Navy and is now stationed at the 
Great Lakes Naval Training Station. Prior 
to his enlistment, Mr. Nathan was asso- 
ciated with S. Nathan & Co. and the Vic- 
toria Pearl Co. Ltd. 





Arnold's Store in Pulaski, N. Y. 
Purchased by Everett C. Jones 


Arnold’s jewelry store, an established 
business in Pulaski, N. Y., for the past 22 
years, has been sold to Everett C. Jones 
of Mohawk, N. Y. Announcement was made 
by Mrs. E. Ray Arnold. 

The business has been conducted under 
the Arnold name since 1928, having been 
purchased by the late E. Ray Arnold in 
November of that year from Blair D. Miller. 
Mrs. Arnold has conduct®d the business 
since his death on June 28, 1948. 

The business is one of long establish- 
ment, having been owned by the late O. V. 
Davis, who started the jewelry business in 
1877. Mr. Miller purchased same in 1919 
after conducting the business for nine 
years, 

Mr. Jones will be associated in the busi- 
ness with his wife. He has been a watch- 
maker and jeweler for the past 28 years. 
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DIAMONDS 


All Sizes - All Qualities 
Order the quantity, size and quality you 
need. We fill orders promptiy by mail. 
We also send diamonds on approval. Ask 
for Price List No. 17 of April 1950. 
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Refractive index about 
10% higher than Diamonds 


Samples on Request 
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NEW YORK 19, N. Y. 
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BY CHARM CRAFT CORP. 


Rope Bracelet, so soft yet so sturdy, with soldered links 
and a greater variety of ¢ s than shown. Available 
in 14K, Gold Filled. Sterling Silver Rhodium finished. 


Finest Quality Finish 
From $4.50 Keystone Boxed 


CHARM CRAFT CORP. 


Mfr's of 14K, Gold Filled & Sterling Silver Jewelry 
198 Broadway New York 9, N. Y. 
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Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 


ROYAL TAG & LABEL CO. 


220 W. 19th St. New York 11, N. Y. 











—from the diamond cutter 
to the retailer— 
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NEW YORK DIAMOND IMPORTING CORP. 
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Members of the Jewelry Committee of the National Conference of Christians and Jews who 
recently completed plans to hold an industry-wide fifty dollar per plate dinner on Monday, 
January 15, at the Waldorf-Astoria. The committee's cooperation was praised by Dr. 
Everett R. Clinchy, National Conference of Christians and Jews president, as one of "our 
strongest assets" in making possible the work of fighting bigotry and prejudice. 


A $50 per plate dinner sponsored by all 
branches of the jewelry industry on behalf 
of the National Conference of Christians 
and Jews will be held Monday, January 
15, at the Waldorf-Astoria, it was an- 
nounced by W. Waters Schwab of J. R. 
Wood & Sons, chairman of the industry’s 
committee organized to help this cause. 

The event will follow the formula of last 
year’s successful dinner, Mr. Schwab said. 
If properly supported it will insure the 
industry of raising the $60,000 quota ac- 
cepted to aid the work of building good 
will and understanding among Protestants, 
Catholics and Jews, Mr. Schwab added. 

“We hope to feature our ‘Salute To 
Brotherhood’ with the presentation of 
Arthur Godfrey’s regular Monday radio 
broadcast,” he disclosed. “Arthur Godfrey 
has expressed his willingness to cooperate 
with our dinner and we feel sure that his 
show, heard by millions of listeners through- 
out the country, will be broadcast directly 
from the Grand Ballroom. 

“This gives our industry a great oppor- 
tunity to demonstrate to the American pub- 
lic our interest in promoting better rela- 
tions among all citizens and to help the 
nation in building unity during a period 
that demands national unity and coopera- 
tion among all groups.” 

The committee held its first planning ses- 
sion at a luncheon meeting held at the 
Waldorf-Astoria on Oct. 17. Thirty-three 
industry leaders described as “the life- 
blood of the jewelry industry” attended 
and made plans for the January dinner. 

Dr. Everett R. Clinchy, president of the 
National Conference of Christians and 
Jews, gave the committee a picture of the 
organization’s work and its expansion pro- 
gram. He said the job of the National 
Conference of Christians and Jews was to 
stimulate the schools, churches and syna- 
gogues, civic organizations, the press, radio 
and television in bringing about a closer 
relationship, free of prejudice, among 
Protestants, Catholics and Jews. 

A plan outlined by Milton Weill, of the 
Arrow Manufacturing Co., was accepted by 
the Jewelry Committee. He urged a $50 
per plate dinner, a special gifts campaign, 
and a general solicitation of all members 
in every branch of the industry. 

Others who spoke in favor of this plan 
were G. H. Niemeyer of Handy & Harman; 
Col. Harry D. Henshel of Bulova Watch 


Co.; Oscar Lazrus of Benrus Watch Co; 
S. C. Gershey of Gruen Watch Co., and 
Dave Kay. 





Hauck Accepts Chairmanship 
In Travelers Aid Drive 


John Henry Hauck, Sr., secretary and 
treasurer of Raymond C. Yard, Inc., New 
York, has accepted the chairmanship of 
the Jewelry Division of the 1950 Fund Ap. 
peal for the Travelers Aid Society of New 
York, which seeks $309,000 to support its 
current activities. 

Travelers Aid, which depends on con- 
tributions for most of its support, is the 
only non-sectarian voluntary agency which 
specializes in helping persons away from 
home and in difficulty. 











ENCRUSTERS 


Stone Engravers 
Ruby & Onyx 


Drillina 















Braunfeld & Mehiman 
108 Fulton St., New York 7, N. Y. 











HARD-TO-GET 
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Swiss or American watch , 
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ACON 


THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Golf-Filled Crowns 
Sold Through Jobbers & Mfrs. 
50 ELDRIDGE STREET NEW YORK 2, N. Y. 
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ARTISTIC ENGRAVING 
(From page 166) 








the alphabet is reached, the cutting 
should be under full control and 
smooth in appearance. In cutting the 
alphabet, use letters about three-fourths 
of an inch in height. 
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Figure 41. 


3. DRAWING TWO-LETTER 
RIBBON MONOGRAMS 


) Refer to Figure 41 for monograms 
: suggestions. As in script monograms, 
different letter combinations present 
various problems and it is impossible 
| to present all of them because the num- 
: ber would run well into the thousands. 
i The best that can be offered is a series 
of suggested looping arrangements and 

the student is advised to spend con- 

















Diamond Cutters 
: Recutting and Repairing for the Trade 


Expert diamond cutting for the 
Best jewelers in the country for 
the past 35 years. 





Estimates gladly furnished 
EMPIRE STATE PURCHASING CO. 


(Jack Blauweiss — Wm. Sluyter) 
64 W. 48th St. New York 19, N. Y. 
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siderable time designing combinations. 

Design on paper two-letter ribbon 
monograms connecting as shown in 
Figure 41. 


4, CUTTING TWO-LETTER 
RIBBON MONOGRAMS 


Cut monograms designed under Item 
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Ribbon Script Combinations 


3 only after they have been properly 
worked out and balanced. 


5. DRAWING THREE-LETTER 
RIBBON MONOGRAMS 


Design three-letter ribbon mono- 
gras on paper connecting as shown in 
Figure 41. As in script monograms, 
remember the centers of each letter 
must be equi-distant. 


6. CUTTING THREE-LETTER 
RIBBON MONOGRAMS 


Cut monograms designed under Item 
5 only when the design is properly bal- 
anced and all ovals are well rounded. 
One important point to remember: As 
in script, all shades or wide lines are 
located parallel to each other. 


7. DRAWING THREE-LETTER 
DROP MONOGRAMS 


Design drop monograms following 
the same procedure as in drop script 
monograms. See Figure 41 for sug- 
gested arrangements. 

(Please turn to page 211) 
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Fine Diamond Jewelry 
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at Sacrificed prices. 
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14 kt. Gold & Platinum 


Cigarette Cases 


Lipsticks 


Powder Boxes 


Bracelets Rings 
Brooches Clips 
Earrings Cuff Links 


Necklace Clasps 


GUTENSTEIN BROTHERS 
18 East 53rd Street 
NEW YORK, N. Y. 


Pacific Coast: Hubert A. Wood 
649 So. Olive St., Los Angeles, Cal. 
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BANGLE WATCHES 
LINK BRACELET WATCHES 


EXCLUSIVE DESIGNS 





STYLED AND MANUFACTURED BY 


ERIC E. SIEBERT, INC. 
665 FIFTH AVENUE 
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Wisconsin Watchmakers and ANWA 
Hold First Joint Convention in Milwaukee 


Approximately 150 watchmakers and 
their womenfolk met at the Pfister Hotel 
in Milwaukee, Wis., on Sunday and Mon- 
day, September 24th and 25th, for their 
joint meeting which combined the first 
annual convention of the American Na- 
tional Watchmakers’ Association with the 
fifteenth annual convention of the Wis- 
consin Watchmakers’ Association. 

The Sunday session was devoted to the 
convention of the new organization and was 
presided over by J. Phillip Sommer of 
Pittsburgh, a director of the American 
National Watchmakers’ Association, in the 
absence of the ailing president, F. A. Morey 
of Cleveland. 

After an address of welcome by Orville 
Oestreich, president of the Wisconsin 
Watchmakers Association, a talk was given 
by Frank Foegler, founder and first presi- 
dent of the United Horological Association 
of America. He stressed the importance 











the hospitality accorded to the Association 
and its members. 

That the Association recognize the debt 
of gratitude that is owed to the temporary 
officers and directors who presided at the 
convention to help form a permanent or. 
ganization dedicated to the welfare of the 
American watchmaker. 

New ANWA officers elected for the com. 
ing year include: President, J. Phillip 
Sommer; Vice President, C. W. Gaskell: 
Treasurer, William Ramisch; Executive 
Secretary, B. W. Heald; Corresponding 
Secretary, E. A. Morey; Membership Sec. 
retary, Orville Oestreich, and Director, 
William Wilkie. 

The appointment of the following state 
representatives was announced: California 
—R. G. Schenk of Compton; Florida— 
L. W. Hoyt of Daytona Beach; IIlinois— 
Herb Johnson of Chicago; Indiana—F. H. 
Chamberlain of Lapel; JIowa—R. M. 


Officers elected for the ensuing year by the American National Watchmakers’ Association 

are, left to right: J. Phillip Sommer, president; C. W. Gaskell, vice president; B. W. Heald, 

executive secretary; William Ramisch, treasurer, and Orville Oestreich, membership secretary. 

Two other association officers, not present when this photo was snapped, are F. A. Morey, 
corresponding secretary, and William Wilkie, director. 


of a strong democratic organization in up- 
building and protecting a craft, and urged 
the continued support of members present 
at the meeting for the newer organization 
starting out. 

Attorney Clyde M. Paust spoke next on 
“Your Public Relations,” telling his listen- 
ers that a happy home life would show up 
in their business success, and that they 


should strive for a balanced life and 
interests, 
Resolutions submitted by that committee 


and adopted by the ANWA were, in brief, 
as follows: | 

That the Association re-dedicate them- 
selves to the better understanding of the 
craft. 

That factory, dealer, retailer, watchmaker 
units work together in harmony to inform 
and enlighten the public about watch re- 
pairing, in order to promote goodwill in 
this field of business. 

That the Association express its apprecia- 
tion to the Wisconsin Watchmakers Asso- 
ciation and to the city of Milwaukee for 
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WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau St. New York 7, N. Y. 
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New Officers of the Wisconsin Watchmakers Association are, from left to right: Orville 

Oestreich, president; Charles B. Price, vice president; Clifford R. Christofferson, secretary; 

Leonard C. Klukan, treasurer, and Howard Adam, assistant technical director. Absent when 
this picture was taken was Warren Te Ronde, who was re-elected technical director. 


Schaefer of Cedar Rapids; Kansas—Vern 
Webster of Salina; Louisiana—Peter Nieto 
of New Orleans; Michigan—Elmer A. 
Gerber of Mio; Minnesota—Clem Hillig of 
Redwood Falls; Missouri—Robert Saling 
of Frederickstown; Pennsylvania—J. Phil- 
lip Sommer of Pittsburgh; Ohio—William 
Ramisch of Cleveland; South Carolina— 
D. F. Merrill of Easley; Texas—Imro 
Peterman of Nacogdoches; Tennessee—W. 
R. Kingston of Chattanooga, and Wiscon- 
sin—Orville Oestreich of Horicon. 

The Monday session was devoted to the 
business of the Wisconsin Watchmakers’ 
Association convention. After opening the 
meeting, J. Phillip Sommer turned it over 
to the chairmanhip of Frank Foegler, who 
proceeded with the election. 

The following officers were elected for 
the coming year: President, Orrville 
Oestreich of Horicon; Vice President, 
Charles B. Price; Secretary, Clifford R. 
Christofferson of Racine; Treasurer, Leon- 
ard C. Klukan of Milwaukee; Technical 
Director, Warren Te Ronde of Milwaukee, 
and Assistant Technical Director, Howard 
Adam of Milwaukee. 


Two speakers during this day’s session 











Many well known lewelers all over 
_the country have profited from our 


WATCH REPAIR DEP’T FOR THE TRADE 


which guarantees you speedy, efficient, inexpensive ser- 
tice. All watches, chronographs, automatics, calendars, 
etc., time tested on Watch Master. Write for free, 
self-addressed shipping labels. Send watches for Free 
estimate. 
"JUST OUT! Request FREE catalog on watches, 
clocks, watch bracelets, STILL at the lowest 
prices." 
ALL TOOLS, MATERIALS, BOOKS on 
Jewelry, Precious Stones, Gems, Engraving, 
Watch-Clock Repairing 


Request folders on items of interest to you. 
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were William Samelius, director of the 
Elgin (Ill.) Watchmakers College, who led 
an open forum discussion on watch repair- 
ing, and William Pillath, Jr., district rep- 
resentative of the American Time Products 
Co. 

Three resolutions passed by the state 
association were: 

That the association direct the secretary 
to write a letter complimenting the Jewelry 
Industry Council on its promotion of Watch 
Inspection Week. 

That a committee be set up statewide to 
promote not only Watch Inspection Week, 
but better consumer relations and a better 
appreciation of time machine instruments. 

That the Milwaukee Local Guild be 
given an expression of gratitude for its 
cooperation in promoting Bill 477S through 
the Wisconsin Legislature. 

The women’s group, known as the Ladies 
Auxiliary of the Wisconsin Watchmakers’ 
Association, met on the two days also. They 
elected the following officers for the ensuing 
year: President, Mrs. R. Burgstaller; Vice 
President, Mrs. J. Chrabkow, and Secre- 
tary-Treasurer, Mrs. J. Greco. 

The two-day convention ended with a 
banquet and dance in the Fern Room of 
the Pfister on Monday night. 

Milwaukee was again named as the con- 
vention city for 1951. 


ARTISTIC ENGRAVING 
(From page 209) 


8. CUTTING THREE-LETTER 
DROP MONOGRAMS 


Cut monograms designed under Item 
7. 


9. DRAWING DIAGONAL 
DROP MONOGRAMS 

Design diagonal drop monograms 
using the same constructional tech- 
nique as explained under Section B— 
Script, Item 10. 


10. CUTTING DIAGONAL DROP 
MONOGRAMS 


Cut diagonal drop monograms de- 
signed under Item 9. 
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INGRID Full lead crystal stemware 
excitingly modern in line...the new 
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From a wide selection of Kosta and 
Alsterfors full lead stemware and 
fancy crystal and Bing & Grondahl 
figurines. 


Exclusive Representatives 


D. STANLEY CORCORAN, INC. 


7 West 30th St., New York 1, N.Y. 
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FOR FAST PROFITS! 


SELL THE FABULOUS 
KW Continental Beauty 


LIGHTERS 


Beautiful. Dainty. Practical. 


Enamel Patterns in gorgeous 
reds, blues, greens, and 
blacks. 


Genuine deep-etched multi- 
color patterns. 


Women adore their glamor- 
ous beauty — men like thelr 
wafer like thinness for the 
vest pocket. (Illustrations are 
less than half actual size.) 


EXCLUSIVE FEATURES — no 
screw driver or coin needed 
to refuel and reflint. Nothing 
to get out of order. Precision 
made, mechanically perfect. 
Money back guarantee. 


Send for folder showing the 
full line and our special 
profit making introductory 
offer. 


Or better still—send $18.87 
for sample assortment of 4 
lighters shown on left. We 
pay postage. Refurn them 
for refund if not satisfied. 





TRIPLEX LIGHTER COMPANY 


1133 BROADWAY, NEW YORK 10, N. Y. 
TELEPHONE: ORegon 5-4356 © © @ 








REPAIRS and PLATING 
in GOLD and SILVER 


31 Years of Continuous 
Service to the Trade 
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HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 
17 West 45th St. “ Hew York i, N.Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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HIA and CJI Members Convene in Michigan, 
Discuss Vital Problems AffectingWatchmakers 


The Horological Institute of America and 
the Canadian Jewellers Institute, at their 
annual joint convention held on October 1 
to 3 in Dearborn, Mich., reached an agree- 
ment whereby the certificate of competency 
given by either agency will be acknowl- 
edged in both countries. In other words, 
should a Canadian watchmaker possessing 
the CJI certificate enter the United States 
for the purpose of employment, he could 
obtain the same courtesies, liberties and 
organizational privileges as a native certi- 
fied watchmaker. The same would apply 
for a citizen of the United States entering 
Canada. 

The HIA has entered into this amicable 
international agreement with the CJI be- 
cause of the mutual benefits to be derived 
from such an arrangement and because the 
tests for certificates of competency given 





man J. Leach, bursar (executive secretary) 
of the organization. Mr. Leach, in discyss. 
ing the activities of the Institute during 
the five years of its existence, cited its test. 
ing and certifying policy, its policing 
policy, its method of establishing schools 
and guilds, and of its advertising cam. 
paign of educating the public to accept 
certified watchmakers, 

A full program of technical lectures and 
interesting motion pictures highlighted the 
general assembly meetings. 

Jack Ivers, of American Time Products, 
Inc., discussed the history of watch timing 
devices and claimed that their birth was 
motivated by government requirements to 
measure or time artillery muzzle (projec. 
tile) speeds. He traced the progress of 
these machines and gave “due credit” to 
the American watch companies for the im. 





Many vital and challenging problems relating to the horological profession were discussed 

by members of the Horological Institute of America and the Canadian Jewellers Institute 

at a three-day joint convention of the two groups held in Dearborn, Mich. Shown above 
are representatives of both groups and their wives. 


by both groups are of nearly equal 
thoroughness. The CJI has been accepting 
the HIA certificate from U. S. watchmakers 
for quite some time. 

The annual convention of the two groups 
was held in Dearborn Inn, Dearborn, Mich., 
adjacent to Greenfield Village and the 
Edison Institute. The meeting was presided 
over jointly by A. S. Rowe of Indianapolis, 
Ind., president of the HIA, and Matthew T. 
Ellis, chairman of the board of the CJI. 

The program opened officially on Sunday 
morning, October 1, with registration and 
a meeting of the Advisory Council and 
Executive Committee of the HIA. 

The general assembly meeting was open- 
ed on Sunday afternoon by A. S. Rowe who 
cited the achievements of the HIA and its 
recognized importance. He welcomed the 
combined delegations and introduced co- 
chairman M. T. Ellis who, in discussing 
the friendly relations that have long existed 
between the U. S. and Canada, cited the 
differences between the 38th parallel 
(Korea) and the 49th parallel (U. S. and 
Canada). In concluding his talk Mr. Ellis 
complimented the U. S. on its political 
growth and present maturity and expressed 
the hope that the Canadian group will con- 
tinue to be welcome at future HIA conven- 
tions. 

An interesting address on the CJI was 
given by the next scheduled speaker, Nor- 
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COMPLETE REPAIR SERVICE 
TO THE TRADE 


JEWELRY REPAIRING 
New Shanks — New Bezeles — New 
Prongs. 


DIAMOND SETTING 
WATCH REPAIRING 
1 year guarantee. 

ENGRAVING 


All styles of block, shading and 
script. 


PLATING 


Jewelry, silverware, etc. 
All work at moderate prices. 


With 25 years of serving the frade we 
can meet all your repair problems. 


PROMPT 24 HOUR SERVICE 
PAUL H. LOTTHAMER 


44 Graham Avenue Brooklyn 6, N. Y. 
Phone EVergreen 8-1294 
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LEARN WATCHMAKING. 
CHRONOGRAPH WATCE 
REPAIR. ENGRAVING 


H.1.A. Certified — also Ap 
proved for Veteran Training 
Write for free 32-page illustrated school cataleg 
WESTERN PENNSYLVANIA HOROLOGICAL INSTITUTE 
Desk C 18 706 Smithfield St. Pittsburgh 19, Pe. 


INTERNATIONALLY RECOGNIZED AUTHORITY 
ON THE CHRONOGRAPH WATCH 
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Visitors attending the “open house” cele- 
bration at Handy & Harman’s new uptown 
branch in New York City on October 19th 
were accorded a friendly welcome by officers 
and personnel of the firm shown above. This 


HANDY & HARMAN OPENS NEW BRANCH OFFICE 














new uptown branch, which is located at 15 
West 46th St., was opened to expedite ser- 
vice to silversmiths, jewelers and other 
users of precious metals in uptown Man- 
hattan. Frank Black was named manager. 








portant part they played in their develop- 
ment. 

W. W. Aulopp, director of Industrial En- 
gineering Division, Ford Motor Co., chose 
as his topic of discussion, “Time Study in 
Industry.” In his address he paid tribute 
to the watchmakers for their contributions 
in engineering advances. 

Philip H. Lichty, oil chemist, Hamilton 
Watch Co., spoke on “Testing of Watch 
Oils.” He illustrated his lecture’ with 
colored slides and charts which indicated 














SE PR LFS smn pe 








Metal Finishing 
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Polishing Machines 


Leiman Bros. 


Polishing Compounds 
Bobbing Compound 
Tripoli 
Rouge 
Cloth Buffs 
Hanson, VanWinkle & Munning 


Brushes 
Osborn Mfg. Co. 


Alexander Saunders & Co. 


Precision Casting Equipment 
and Supplies 
95 Bedford Street WA 4-8880 
New York 14, N. Y. 
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the problems of a horological oil chemist 
and the efforts to overcome these problems. 

Howard Beehler, of the Bulova Watch 
Co., discussed the important part the HIA 
played in the nation’s defense mechanism 
in the past and outlined this country’s 
plans for watchmakers in the present world 
crisis. 

Harold Yaseen, well known collector, dis- 
played slides of his world famous watch 
collection. His humorous comments on each 
slide proved to be one of the highlights 
on the lighter side of the convention. 

Donald W. Leverenz, superintendent of 
inspection, Elgin National Watch Co., gave 
an interesting talk on “Development in the 
Manufacture of Small Watches.” In his ad- 
dress, he spoke of the difficulties en- 
countered in watch design and the many 
innovations introduced by Elgin which were 
definite improvements in modern watch- 
making. 

The Monday afternoon session was pre- 
sided over by A. S. Rowe, who introduced 
C. Kenneth Saalmans, member of the CJI 
board of examiners. Mr. Saalmans urged 
articulate watch repairmen to volunteer to 
speak on watchmaking before local trade 
groups, lodges and Rotary Club meetings 
in order to enhance the prestige of the 
watchmaker among the public. 

Al Levine, public relations representa- 
tive for the Watchmakers of Switzerland, 
exhibited two sound films. One was en- 
titled “Selling Up” and was an instructive 
film on selling Swiss watches. The other, 
“Repair For Profit,” was an interesting film 
which explained the work of the Swiss 
Watch Repair Parts Information Bureau. 
The latter film had its premiere showing at 
the convention. 

Frank Schneider, horological superin- 
tendent of the Gruen Watch Co., spoke on 
“The Gruen Auto-Wind and Its Repair.” 
The session concluded with a demonstra- 
tion of the Paulson Time-O-Graf by T. J. 
Farrel. 

The entire day of Tuesday, October 3, 
was devoted to an intensive tour of the 
Edison Institute Museum. and other inter- 
esting parts of Greenfield Village. 
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GUARD RINGS. Sterling silver or 
yellow gold-filled with square imita- 
tion ruby, sapphire, emerald or crystal 
stones. 


To retail @ $2.95 each. 

















FRIENDSHIP RINGS, in heavy yellow 
gold-filled. Variety of design to suit 
everyone. Hand-Chased. 
To retail @ $1.95 each. 
In Sterling—to retail @ $1.00 each. 




















QUEEN SIZE FRIENDSHIP RINGS. 
The wide bold look, beautifully execu- 
ted in yellow gold-filled or Sterling 
Silver. Hand-Chased. 

To retail @ $1.95 each. 


J. D. SCHLANG CO. 


305 EAST 46th ST., NEW YORK 17, N.Y. 
Through Wholesalers Only 
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Stylewise and 


Saleswise .. . 


These dainty filigree originals are typical of 
the smart selections of fashion-tailored ear- 
rings in the new Alice line. The brilliant 
Hamilton or silver finishes, plated front and 
back, are guaranteed for one year. Your 
free sample will prove why Alice earrings 
outsell all others! 


Thru Your Jobber 
JEWELRY CO. 


8 cagoand st., Prov., R. I. 


$1.00 Retail 
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REPRODUCTIONS 
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Sold only direct te Retailers 
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NICKEL SILVER 


4 Members of the Board of Directors of 
the Diamond Peacock Club met at the 
Metacomet Golf Club, Providence, on Sept. 
22, and issued notices for the annual meet- 
ing of the Diamond Peacock Club for the 
election of officers, initiation of some 18 
new members, and dinner at the Parker 
House, Oct. 27. A report on this meeting 
and names of new members will be given 
in next month’s issue. 

q Teams of the Boston Jewelers Bowling 
League are rolling hard as the season pro- 
gresses, and as this issue went to press 
the Mahar & Engstrom team—last year’s 
winners—were holding the lead again. 

q Orian Archambault of Woonsocket, 
R. I., has remodeled his store at 286 Main 
St., and recently held a formal opening 
sale. 

¢q Alfred F. DeScenza, of 609 Washington 
Building, recently added his nephew, Wil- 
liam DeScenza, to the sales force. William, 
who served formerly as manager of the 
Gilchrist & Co. department store branch 
in Waltham, Mass., plans to study gem- 
ology with the aim of becoming a certified 
gemologist along with his cousin Fred, who 
recently passed his test with flying colors. 
q The Bousquet Jewelry Shop, 513 Main 
St., Worcester, recently added a new front, 
show windows, and lighting fixtures, re- 
modeling the entire store along modern 
lines. 

q The E. O. Holmes & Son store in Barre, 
Vt., opened its remodeled store on Septem- 
ber 19 on the occasion of the store’s 50th 
anniversary. 

q Members of the New England Guild of 
the American Gem Society held the first 
meeting of the 1950-51 season at Harvard 
Faculty Club, Cambridge, on Sept. 20, the 
lab period being followed by dinner and a 
lecture by Dr. Cornelius Hurlbut of Har- 
vard University who told how synthetic 
star stones are manufactured. Annual elec- 





A SECRET DEVICE 





NEW ENGLAND 





tion of officers resulted in the entire slate 
being re-elected: Fred Gurney, of Gurney 
Brothers, Brockton, president; Francis Car. 
son, of A. Stowell Co., Boston, vice presi. 
dent; Mrs. Ella J. Bird, of Smith-Patterson 
Co., Boston, treasurer, and Miss Elizabeth 
Brown of A. R. West Co., Boston, secre. 
tary. The Guild held its October meeting 
at the University Club where Mrs. Gladys 
Babson Hannaford of N. W. Ayer & Son, 
Inc., spoke informally on her recent trip 
to the South African diamond area. The 
Guild is still seeking quarters for regular 
meetings, and if anyone has suitable space, 
Miss Brown will appreciate hearing about 
it. The new museum of Science in Boston 
has the space for such meetings, and could 
arrange for these at a payment of $5,000, 
an offer which will be discussed by Guild 
members. 

q Philip Barber of S. Barber & Sons, 712 
Washington Building, recently received a 
large shipment of cultured pearls from 
Japan, including a number of finely 
matched pairs for use as earrings. 

q Miss Alice Charnay, bookkeeper with 
the Ross-Taylor, Inc., firm at 717 Washing. 
ton Building, became engaged recently to 
Edward Walter. No date for the wedding 
has been set. 

¢ William Redmond, manager of Swart- 
child & Co., 502-5 Washington Building, is 
convalescing at his home after a serious 
operation. John Quinlan of the same firm 
has been called into the Army by Uncle 
Sam. 

q Mrs. David J. Dannahy, who had car. 
ried on her late husband’s store at 403 
Jewelers Building for some time, and who 
recently was taken seriously ill, has re 
tired from the business. Leslier Porter, 
watchmaker, who has shared the quarters, 
will stay on, and William T. Kinney, who 
has been operating New England Gem 
Cutting in quarters at the Jorge Epstein 
firm, 412-17 Washington Building, has 
moved to the Dannahy rooms, where much 
larger space has provided better facilities 
for his work. 

q Morris Schuster, diamond importer, who 
occupies space with Jorge Epstein, 412-16 











AT LAST! A NEW NUT 
FOR PIERCED EAR WIRE 


The earring nut 
turns as simply as 
the pierceless ear- 
wire nuts. Sixteen 
full threads on the 
nut. 

Plenty of protection 
for expensive eaf- 


rings. 


Minimum order 3 


Patent Applied Fer 
Price for Wire and Nuts: pairs. Quantity 











14K Yellow gold $1.50 pr. Prices on request. 
14K Pink gold $1.50 pr. Platinum Price also 
14K White gold $1.65 pr. en request. 


MURGIA CORPORATION 


99 Essex St., Lawrence, Mass. 


Water-lily ornament with 209 diamonds set 
in palladium—light enough to be fastened 
directly to the skin under a new secret 
process developed by Marianne Ostier, 
celebrated jewelry designer. 


PHOSPHOR BRONZE 


48: | Sm.) op Oy) (0) 6) ae bo Oe 


SEYMOUR, CONN. 




















214 THE JEWELERS’ CIRCULAR-KEYSTONE 




















Washington Building, celebrated his 25th 
wedding anniversary on Sept. 16, with a 
number of Boston jewelers attending. Wil- 
liam Kinney, having moved his New 
England Gem Cutting from the Epstein 
quarters, the latter firm is considering 
enlarging its facilities. 

4 Harold Barry of Barry & Epstein, 400- 
401 Washington Building, a life-long friend 
of “Birdie” Tebbetts, was chairman of a 
bachelor dinner for the Red Sox catcher 
just prior to the latter’s marriage, where 
he was presented with a $1000 War Bond 
and a set of sterling silver flatware. 

q Richard Schwind, son of William 
Schwind, of R. C. Jewelry Co., Rumford, 
Me., has just entered Boston University. 
q Emile Langlais of Berlin, N. H., has 
been confined to the New England Dea- 
coness Hospital, Boston, for treatment. 

q Louis Lemay of Lemay Brothers, Man- 
chester, N. H., and “Andy” Anderson, his 
“side-kick” often seen at jewelers’ affairs, 
returned recently from a very successful 
fishing trip in Quebec. 

q Martin Lampert is a new clerk with 
Hub Material Co., 408-11 Washington 
Building. 

q Mr. and Mrs. Ed Beaulieu of the George 
T. Springer Co., Inc., Portland, Me., re- 
cently returned from visits to friends and 
relatives in Ottawa and Toronto, Ontario. 
q The Al. Gamins’ Co., 214 Thames St., 
Newport, R. I., announced the opening of 
their new store on Oct. 5, 1950. 

q Clifford F. Atkins, jeweler of Benning- 
ton, Vt., opened a newly remodeled store 
there in September. 
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q Mrs. Frank Jackson, wife of the popular 
D. C. Percival & Co. salesman, and Mrs. 
Anne Webber, wife of bowler Phil Webber 
of the Mahar & Engstrom Co., were both 
seriously ill this last month, with both 
reported as convalescing satisfactorily. 

q Arthur B. Wright, who has operated the 
Mautner Co., Inc., branch office at 311-12 
Jewelers Building, has closed that place, 
and is working now from Needham, Mass. 
q Paul Lifset of Nathaniel I. Goodman, 
Inc., 1006-7 Jewelers Building, recently 
completed a tour of Army duty at Camp 
Devens, Mass. Mr. and Mrs. “Nat” Good- 
man were to celebrate their 3lst wedding 
anniversary on October 19. 

q Woodbury & McLeod, Inc., of Haverhill, 
Mass., opened a new silverware department 
in their 109 Merrimack St. store, and 
staged a silverware parade, with more than 
1,500 atteading on Sept. 15. 

¢ William J. Murray, Jr., who is associated 
with his father as engraver on the 9th 
floor of the Jewelers Building, has been 
named to the executive committee of the 
William Walsh Post of the American Le- 
gion, Dorchester, a post comprised wholly 
of World War II veterans. 

q The Katherine A. Murphy Co., 509-11 
Jewelers Building, has just issued a new 
and enlarged catalog of sterling silverware 
and novelties for the 1950-51 season. 

q Henry A. Ash has been appointed re- 
gional sales manager and is now covering 
the New England area for the Kramer 
Jewelry Co. of New York City. 

q Miss Catherine Egan of the Edmund W. 
Kirby Co., 304 Jewelers Building, is back 
from a religious pilgrimage to Rome and 
Portugal. She also attended the Passion 
Play at Ober-Ammergau, and flew home 
Sept. 13 by way of Ireland where she visited 
the birthplace of her parents. 

q William Travers has opened a new store 
to be known as Mid-Century Jewelers, 
303 Court St., Plymouth, Mass. 





Hamilton Watches Voted Tops 
In Honduras Newspaper Poll 


El Dia, daily newspaper of Tegucigalpa, 
Honduras, recently conducted a Brand Pref- 
erence Poll of imported goods among the 
residents of four Honduran cities covered 
by the circulation of that newspaper. 
Among fine watches, Hamilton was chosen 
the preferred brand for accuracy and style 
by the majority of voters, according to the 
results of the poll published in El Dia. 











The award of Merit and Medal of Merit, 
pictured here, were awarded to M. Antonio 
Rosa, representative of Union Mercantile 
De Honduras, Hamilton’s agent in that 
Central American country. 
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LADIES No. 1449 


Two Masonic 32nd Degree rings of the 
finest construction and styling. The ladies 
ring is a dainty reproduction of its mas- 
sive companion. Both rings boast the mod- 
ern illusion setting and “platinum white” 
rhodium plated double eagles. 

Ask to see this pair today! 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 4, Ind. 




















The Best Place To Buy... 
Black Forest 


CUCKOO CLOCKS 


and Parts 


Cuckoo Clocks, best 
quality movements, 
strike half and full 
hour with a gong. 


Wholesale prices. 


$13-95 


All sizes of clocks. 
Ask for Price List 11 


AUFFMANN, Importer 


PORT JEFFERSON, N. Y. Tel. 1011 
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q Eddie Sickies, of M. Sickles & Sons, 
Inc., 904 Chestnut St., announced his en- 
gagement to Miss Anne Greenwald of 
New York City on September 18th. Eddie 
was tendered a luncheon on September 
25th by members of the Twenty Four Karat 
Club of Philadelphia in honor of the oc- 
casion. 

q Herbst & Klein recently —_— from 
1035 Chestnut St. to 835 Land Title Build- 
ing, S. W. corner of Broad and Chestnut 
Sts. 

q The former Cullen-Gurtovoy Co. at 6419 
Torresdale Ave. has become Gurtovoy 
Jewelers as of October, 1950. During the 
past month Robert Cullen sold his in- 
terest in the business to his partner, Vic- 
tor Gurtovoy, to become a police officer. 
Victor Gurtovoy is moving his own repair 
business from 1011 Chestnut St., a loca- 
tion he maintained for years, to his shop 
at Torresdale Ave. to allow him to offer 
immediate service to his customers. A 
complete line of electrical appliances will 
soon be added. 

q The Eastern Pennsylvania Guild of the 
American Gem Society is thinking of hold- 
ing their regular meetings in another loca- 
tion. At the present time the Benjamin 
Franklin is much in discussion as the 
most likely place for the November meet- 
ing. 

q Samuel Rothenberg has rejoined the 
staff of De Wolf Jewelers at 1 South 8th St. 
q Allan Gurwood of Gurwood Jewelers, 
817 E. Allegheny Ave., who during the 
past few years has supplied this column 
with a wealth of material while serving 
as publicity director of the Philadelphia 
and Eastern Pennsylvania Retail Jewelers 
Association, has resigned that post. He 
will, however, continue as an active mem- 
ber of the organization. 

q Mrs. Allan Gurwood, at this writing, is 
in the hospital undergoing treatment for 
a glandular condition. 

q The Germantown Ave. store of the Sam- 
uel J. Lyons Co. tied in with the world 
series, taking advantage of the proximity 
of their store to Shibe Park. In the 
neighborhood newspaper a page of pen- 
nants each bore the name of one adver- 
tiser—S. J. Lyons. Pennants decorated 
Lyons’ store windows, show cases, and the 
store interior during the series. 

q Mr. and Mrs. Saul Shubert of 3618 N. 
22nd St., will celebrate their third year 
in Tioga during the pre-Christmas sea- 
son. They conducted business during alter- 
ations in October, 1947, then held a formal 
opening after the completion of improve- 
ments in November. Recently they have 
added new wall cases and other improve- 
ments and are planning still others to 
house the new lines they are constantly 
adding. Details of the celebration were 
not made available at the time this went 
to press. 


des PHILADELPHIA 


q The Christmas Club sponsored by the 
Fred H. Straub Jewelry store was in fyl] 
swing very early this season. The large 
sign inviting the public to participate ap. 
peared in the window at 2722 German. 
town Ave. as soon as the first cool breeze 
hit the Avenue and has been attracting 
early birds ever since. 

q Joseph R. Bucci is another jeweler who 
believes in spreading out the Christmas 
season. His entire Christmas window dis. 
play will be beaming at passers long be. 
fore the so-called pre-Christmas season, 
from Thanksgiving to the Great Day. | 
q Officers of the Sansom Street Business 
Men’s Association, elected at the last meet- 
ing to serve the current season, are: Presi- 
dent, Josef S. Milner; Vice-President, 
Hyman N. Caplan; Treasurer, Lou Wallen; 
Secretary, Herman Dubrow; Recording 
Secretary, Morris Wolkof. 

q Realizing that familiarity with the whole 
story about the merchandise aids in ‘any 
sales presentation, Earl Peters and his son, 
Albert, visited manufacturers’ plants and 
observed the processes involved in making 
platinum jewelry, amongst other things, 
during October. The enlightening tour was 
combined with a buying trip to New York 
City. 

q Robert Lichtenstein and Joseph Weis- 
berg, partners who have been in the jewelry 
business for twenty-five years, now trad- 
ing under the name, Crawford Jewelers, 
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brought home an idea from the New York 
convention in August which has resulted 
‘n much good will and favorable comment. 
They are giving every customer of the store 
at 2648 Germantown Ave., a key ring with 
a lucky penny enclosed in it. “Lucky” 
customers are returning with thanks and 
with their Christmas business. 

q The J. Lang jewelry store at 2508 Ken- 
sington Ave., glistens under a new coat 
of paint. 

4 Oliver Cocciolone has added new fixtures 
and furnishings to his store at 1238 Federal 


~ 

4.N. Barsky & Son, wholesale jewelers, 
now located at 706-8 Sansom St., will move 
to 724 Sansom as soon as repairs and re- 
modeling of the building are completed, 
probably soon after you read this. 

q Personnel, past and present, of the Josef 
Milner establishment joined in celebrating 
this firm’s 25th anniversary on Sansom St., 
on October 20th, at the Latin Casino. 

q The two small windows framing the 
door of the Smith and West store in the 
Broad St. Suburban Station are again be- 
ing given a newsworthy treatment. The 
floors of the windows are carpeted with 
imitation grass in which four ceramic dogs 
are posed in artistic arrangement in one 
window and two ceramic horses meet in 
flight or fight (their posture is thought 
provoking) in the other window. A sim- 
ple white, pebble-weave, crepe drape sup- 
plies the background and reflects a strong 
spotlight. There are no signs of any kind 
in the windows to. distract from the 
meadow scene. 

q John Magee, son of the owner of the 
John W. Magee store at 1205 W. Luzerne 
St., has rejoined the staff of his father’s 
establishment after a two years’ leave of 
absence. 


oe 


Waples Combines Two Locations 
Into One “L" Shaped Building 
The firm of William S. Waples, whole- 


sale jewelers at 731 Sansom St., will open 
its newly expanded quarters at 113-115 
South 8th St., on November 15th. The 
new enlarged store will combine the firm’s 
old and new locations into one “L” shaped 
building with entrances on both 8th St. 
and Sansom St. 

One of the nation’s pioneer jewelry 
wholesalers, the Waples firm was founded 
in 1834 by William Reid at Second St. 
above Chestnut. The firm remained at this 
location until 1860 when it moved to 405 
Chestnut St., and the firm name was 
changed to Carman and Scherr. Nineteen 
vears later the firm’s expansion made mov- 
ing necessary and, in 1879, a move was 
made to 726 Chestnut St., and the com- 
pany name was again changed to Louis A. 
Scherr & Co. 

Subsequent moves and changes in the 
firm name are as follows: in 1904 a move 
was made to 735 Sansom St.. and the name 
was changed to Charles H. O’Bryon; in 
1926 it became Williams & Waples and 
moved to 727 Sansom St. 

The firm, in 1939, moved to 731 Sansom 
St. Shortly thereafter Mr. Williams re- 
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tired from the business and Mr. Waples 
took over active control and the firm name 
was changed to William S. Waples. 

The grand opening on Wednesday, 
November 15th, will feature a showing of 
a wide variety of merchandise exhibited 
with the aid of all new and modern fixtures. 

Mr. Waples, who is familiarly known as 
“Bill,” has been identified with the firm 
for the past 46 years. 
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Katz Presents Watch to TV Star 





After the premiere telecast of "Blind Date," 

Gruen television show on ABC, Benjamin 

S. Katz, president of the Gruen Watch Co., 

presented Arlene Francis, star of the show, 

with a custom-designed Gruen encircled 
with diamonds. 









Christmas butt Sales 


Actual leaf patterns made into 
Exquisite Costume Jewelry 


Silver 


$ £00 2, 3 or 
per piece 4 piece 
(Keystone) matching sets. 


Pattern shown is Chrysanthemum 


Six lovely patterns to show your cus- 
tomers—Daisy, Hollyhock, Elm, Maple, 
Chrysanthemum, Geranium, each one 
more striking than the other. 


Available in Pins, Pendants, Bracelets, 
Earrings, or Earclips, Necklaces—in 
matched sets or in separate pieces. 


Order now for immediate delivery. 
Samples sent on request. 





CERECAST MFG. CO. 


3615 KOSSUTH AVE. ST. LOUIS, MO. 
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q Sterling E. Smith, veteran jeweler of 
Jacksonville, Fla., and a former president 
of the Florida Retail Jewelers Association, 
has become associated with the Jackson- 
ville firm of Jacobs Jewelers. Mr. Smith, 
a native of Baltimore, was secretary of 


’ Greenleaf & Crosby, a Jacksonville jewelry 


firm, from 1904 to 1930. In 1930 he or- 
ganized his own business in the Windsor 
Hotel there and continued to operate that 
business until May of this year. 

q M. Z. Perkinson, president of Perkin- 
son’s Jewelry Co., High Point, N. C., is 
the new president of the High Point Mer- 
chants Association, succeeding Samuel Hy- 
man. 

q Victor P. Clarence is the new manager 
of Gordon’s Quality Jewelers, 1605 Main 
St., Dallas, Tex. A native of Flint, Mich., 
Mr. Clarence came to Dallas from Lake 
Charles, La., where he was manager of a 
Gordon store for a year, and prior to that 
he was in charge of the Gordon store at 
Corpus Christi. 

q Gartner’s Diamonds & Watches, a new 
enterprise for Dallas, Texas, has opened 
at 102 South Akard. Charles Gartner, ac- 
tive in the jewelry field for 18 years, is 
proprietor. For four years the manager of 
a large Dallas jewelry store, Mr. Gartner 
leased the space on South Akard, in the 
heart of Dallas, for retailing nationally ad- 
vertised jewelry, diamonds and watches. 
The last two lines, he said, will be the 
main part of his business. Mr. Gartner, a 
native of Topeka, Kan., moved to Dallas 
in 1945. 





Jewelry Designed by Dali 
Exhibited by Everts Company 


A rare collection of jewelry created by 
the eccentric Spanish surrealist artist, Sal- 
vador Dali, was exhibited in Dallas the 
week of September 4th. The collection of 
jewelry designs was sent from New York, 
under heavy insurance, to be displayed at 
the Arthur A. Everts Co. 

Dali began jewelry design as a new crea- 
tive hobby. His first work was a group of 
tiny and imaginative “scatter pin” bugs 
which he made for his wife. 

He has taken his inspiration from his 
famous canvasses and the same strange 
forms appear. All pieces bear his signature 
and are regarded as collectors’ items in 
much the same way his paintings are. 

In his jewelry art Dali shows a prefer- 
ence for virgin gold, which he regards as 
much superior to polished gold. Another 
chief characteristic of his work is the 
adaptation of jewels as pictorial elements 
and surrealist symbols. 

All of his jewel pieces have been given 
names, in the same manner that his can- 
vasses are titled. 

The jewel collection carries such arrest- 
ing pieces as a pair of lips formed of 
cabochon rubies, surrounding two rows of 
pearls for teeth. A pair of jeweled telephone 


receivers is worn as earrings. A pair of 


leaf-veined hands in gold tipped with ruby 
fingernails makes lapel pins. 

The melted watch from one of Dali’s mog 
famous paintings, “Persistence of Mem. 
ory, is reproduced in a pin of diamonds, 
hung over a golden bough. Concealed jp 
the pin is a real watch that springs jnto 
view when a secret catch is pressed, 

A lapel watch is shaped like the humay 
eye. The dial is colored in graduating tones 





Arthur A. Everts shows Mrs. Howard Adleto 

the minute detail in Salvador Dali's "Tree 

of Life" necklace. The elaborately sculp. 

tured necklace of virgin gold is studded 

with diamonds which cling like raindrops to 
the leaves of the tree's boughs. 


of blue and represents 


, 
» THE SOUTH 


the eye itself. ) 


Around it are “lids” of round and baguette | 
diamonds, with one red ruby in the corner | 


from which drops a pendant diamond “tear- 
drop.” 

Dali’s distinctive designs are translated 
into precious metals and jewels by Don 
Carlos Alemany and Eric Ertman, New 
York jewelers. The pieces are handmade 
by master craftsmen, with each detail ex- 
actly reproduced from Dali’s sketches. 





McCleery and Remsberg Merge 


Two of the best known names in Fred- 
erick, Md., jewelry circles have been linked 
together by the merger of McCleery’s 
Jewelry Store with Remsberg’s Jewelry 
Store in the Francis Scott Key Hotel 
Building. McCleery’s Jewelry Store was 


EME I 


formerly located at 48 N. Market St. in : 


Frederick. 


Remsberg’s remodeled both the interiot 


and exterior of their store and held 4 
formal opening of the newly formed oF 
ganization on September 22nd. The new 
firm is being conducted under the trade 
name of Remsberg’s 
Jewelry Stores. 


——_~, 
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WEST VIRGINIA JEWELERS RE-ELECT ALL OFFICERS 





Members of the West Virginia RJA held an enthusiastic and constructive convention at the 
Chancellor Hotel in Parkersburg on Sunday and Monday, September 17 and 18. Head 
table guests and association officers are shown at the Monday afternoon business session. 
They are, left to right: Floyd R. Frazee, convention chairman; Mrs. Frazee; Leon J. Engel, 
president of the NWJA and chairman of the Jewelry Industry Tax Committee; Charles T. 
Evans, secretary of the ANRJA; Delbert E. Williams, president of the West Virginia RJA; 
Mrs. Williams; Golden Underwood, Mayor of Parkersburg; P. K. Stanford, secretary of the 
West Virginia RJA; Mrs. Stanford, and R. J. Gunder, Dealer Service Manager of the 
Hamilton Watch Co. 


All officers of the West Virginia Retail 
Jewelers Association were re-elected at the 
annual convention of the organization held 
on September 17 and 18 at the Chancellor 
Hotel in Parkersburg. 

Officers re-elected were: President, Del- 
bert E. Williams, Clarksburg; First Vice 
President, George N. Coulson, Grafton; 
Second Vice President, William Caplan, 
Clarksburg; Third Vice President, Harold 
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O’Shea, Huntington; Fourth Vice Presi- 
dent, Mrs. R. A. Boyd, Beckley, and 
Secretary-Treasurer, P. K. Stanford, Elkins. 

Those appointed as new members of the 
executive committee included W. J. Schen- 
ly, Weirton; Cliff Pugh, Wheeling, and 
Samuel Bass, Charleston. 

Re-appointed to the committee were: 
Floyd R. Frazee, Parkersburg; E. R. Ral- 
ston, Weston; Samuel E. Galperin, Charles- 
ton; L. A. Roberts, Martinsburg, and 
Robert Yagle, Morgantown. 

Attracted by a worthwhile program plus 
an extensive display of jewelry merchan- 
dise, more than 175 jewelers took time to 
visit their state convention. 

The official opening of the business 
session on Monday morning, September 
18, featured an address by the Honorable 
Golden Underwood, Mayor of Parkersburg, 
who not only welcomed the visitors but 
emphasized the importance of exercising 
the right of voting. 

Featured speakers at the Monday session 
were Leon J. Engel, president of the 
National Wholesale Jewelers Association 
and chairman of the Jewelry Industry Tax 
Committee; R. J. Gunder, Dealer Service 
Manager of the Hamilton Watch Co., and 
Charles T. Evans, secretary of the Amer- 
ican National Retail Jewelers Association. 

The convention closed with the tradi- 
tional banquet followed by entertainment. 

Charleston was picked as the site for 
the 1951 convention. 





Robbins Co. Introduces 
Costume Jewelry Line 


The Robbins Co., Attleboro, Mass.. 
known for its service awards, premiums, 
and other special-order items, has intro- 
duced a regular costume jewelry line. 
Called the G. W. O. Robbins line, it fea- 
tures the heraldic-type of jewelry. The old 
U. S. Army regimental coats of arms. no 
longer used by the Army, have been used 
in the forms of fobs, for the lapel or skirt, 
necklaces, bracelets, and earrings to match. 
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Precision made, engine 
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back guarantee 

° 





It's easy to change colo:s 
—merely click the button 
for the color you want and 
the color you are writing 
with retracts — automatic- 
ally. Sells on sight. Actual 
size 514". 
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. 
No Description Retall 
10 round, chrome $5.90 
20 round, chrome 6.50 


30 octagon, chrome 6.95 

40 round, silver 11.50 

60 round, gold fid. 14.00 
. 


Sample of No. 10 round 
and No. 30 octagon 
mailed postpaid for $7.74 
with description of all 
numbers and an E 
PROFIT DEAL you'll like. 
Send for samples now 








Just in time for Christmas! 
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1133 BROADWAY, NEW YORK 10, N. Y. 
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Do you know why 


MICROTIME 


. 5 CHICAGO 


oe oe e 9 
Give the Best Lubrication? q Albert G. Wahlen, new sales manager for q Meyer J. Kalin, 1443 Morse Ave., retajj 



























































IF NOT... the Goldsmith Brothers Smelting and Re- jeweler, reports he has added several ney 
Ask Your Jobber Today! fining Co., 109 N. Wabash Ave., was given sterling lines, giving his store a complete 
f a farewell luncheon September 29th by his inventory of all major sterling products, 
former associates at Dee Division of Handy q The Golden Roosters annual fall stag 
EXCLUSIVELY IMPORTED BY & Harman, Inc. Mr. Wahlen, who had been party will be held November 9th, instead 
THE NEWALL MFG. CO. with the latter firm for 35 years, assumed of October 9th, as reported in this colump 
Chicago 2 iilinols his new post on October 9th. At the lunch- last month. Seeman Kramer of Lossau & 
eon, held in the Electric Club, Mr. Wahlen Kramer, 29 E. Madison St., entertainmen 
received as a farewell gift a handsome set chairman for the event, said that it js 
Gold=Silver of matched golf clubs. scheduled to be held in the Sheraton Hotel 
j ¢ The Chicago Watch and Jewelry Co., He added that late changes in the enter. 
DELATI "ty G- wholesale jewelers of 5 North Wabash Ave., tainment program will add to the festivity 
os reported completion of a full scale re- of the occasion. 
—— modeling and redecorating job. The firm q The Jewelers’ Club had a club night on 
HODANIZE nearly doubled its space by tearing down October 10th. A better-than-average crowd 
two walls. Merchandise was formerly limit- of 60 was on hand for the roast beef din. 
ed to 700 square feet of showroom space, ner. This was followed by a card party. 
Resistant of Sarniths as compared with 1,200 feet in the newly q The Chicago Jewelers’ Association was 
y) TRADE MARK REG. UV. 6 PAT. OFF enlarged quarters. scheduled to hold its first luncheon meeting 
if q Harris J. Shaeffer, district manager for of the fall season on October 19th. Mead 
= a Swank, Inc., announces that Maurie Heller, Montgomery, of M. A. Mead and Co., presi. 
‘ei ve rwa re who has been connected with the firm’s dent of the organization, was scheduled to 
REPAIRED & PLATED LIKE NEW Chicago office for some time, will move to open discussion on the organization’s pro- 
' the West Coast in the near future. He will gram for the coming year. 
Swartz & CO.) act as a Swank representative there. 
€sT.1917 : — Jewelers, —— of on W. | Lazrus and Gellman Attend 
10 S. Wabash Ave., Chicago 3 CENtral 6089 — aie ta ck ehuae Memmiaeaeciiemaie Chicago Jewelers Meeting 
across the street at 1046 W. Argyle St. Approximately 350 people were on hand 
Harry Davis, owner, said two new lines for the dinner meeting of the Jewelers As. 
CENTRAL WATCH CO. were added in the new store—optical and sociation of Greater Chicago, held October 
ESTABLISHED [911 leather goods. The new store has a com- 4th in the Morrison Hotel. 
WATCH REPAIRING pletely different display arrangement, with This was another in a series of meetings 
more distinct merchandise groupings. aimed at acquainting members with prod. 
to the trade q Joseph A. Reichman, jeweler at 29 E. ucts featured in the Association’s coopera- 
EXPERT WORKMANSHIP Madison St., reports that the Reichman- tive advertising program, which includes 
sponsored championship bowling team is regular full page ads in Chicago dailies. 
AT REASONABLE PRICES back in action and hopes to match last Guests of honor included S. Ralph Laz 
ON AMERICAN AND SWISS WATCHES year’s record, when the team finished first rus, president of the Benrus Watch Co, 
5S Se. WABASH AVE., CHICAGO 3, ILL. in the Windy City League. The team also and Allan B. Gellman, president of Elgin. 
captured runner-up honors in the 1949 American. 





A s statewide tournament. The Reichman firm Both companies offered planned presen- 
WATCH Di L has sponsored howling teams for the past tations. These included a preview of the 
REFINISHED 16 years. coming holiday advertising schedules of 
both companies. For the first time at a 

gathering of this type, Elgin-American pre- 


Pent sestoine Dials TWO MILLION TIMEPIECES sented detailed information on its new line 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 


SILVER __ 
S$ T OP TARNISH 
One simple enplication of Pro-Tex-Sil 


will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 
WELMAID MANUFACTURING CORP. 
A (737 N. Campbell, Dept. 211, Chicago 47 





of pearls. 

The meeting was conducted ably by As 
sociation president Norman Kernis, as 
sisted by Benjamin L. Sacks, executive sec: 
retary and counsel. 

All arrangements for this series of meet- 























14K GOLD EARRINGS 
AND SCARF PIN MOUNTINGS 


Also available set with diamonds 


























DIAMOND SETTING 


Gold and Platinum Jewelry Repairing 
Exclusively to the trade since 1936. 


Two millionth jeweled watch produced at 
Lincoln factory of Elgin National Watch 
Co. since manufacture began there in 1947, 

Price list request. , : Write for our new 1951 catalog 
ett oe is awarded to Betty Hastings who won the illustrating the largest selection of mountings. 


. J. KVIDERA milestone watch at plant's annual family : 
- ; assistant factory JACK T. GOLDMAN & C 29 E. Madison St. 


31 N. STATE ST. CHICAGO 2, ILL. | | Picnic. E. H. Schaefer, » CHICAGO 2, ILL. 


manager, made the presentation. 
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PRIZE WINNING WINDOW DISPLAY 
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Plenty of imagination plus simple but 
arresting props in this window of the 
Arthur A. Everts Co., Dallas, Texas, add 
up to a colorful traffic stopper and sales 
maker. This window display won first prize 
of $100 in the contest held by Gemex Co. 
and the August competition held monthly 
by Display World. 

This contest was held by Gemex as part 
of the promotion staged for the introduc- 
tion of the new Adventurer watch band for 





OO 





men. Other winners in the contest were 
Buchkosky-Wikstrom Jewelers, 1106 West 
Broadway, Minneapolis, second prize; 
Prastka Jewelers, Cedar Rapids, Iowa, third 
prize. 

The first prize Everts window was one 
of the most successful in the Dallas firm’s 
history. “It brought in nice business and 
many favorable comments,” Mr. Everts re- 
ported. The window featured a full color 
cutout figure of “Sir Francis Drake.” 





ings are being handled under the direction 
of the organization’s six-man advertising 
committee composed of: Charles Gold of 
L. G. Rogers Jewelers; Lou Cutler of 
Busch Jewelers; Ben Belon of May Jewel- 
ers; Ira Marks of Marks Brothers Jewelers; 
Phil Martin of Martin Jewelers, and Bob 
Appel of Carter’s Jewelers. 

The next meeting in this series is sched- 
uled to take place in the Terrace Casino of 
the Morrison Hotel on November 8th. Items 
scheduled for discussion included the lines 
of the Parker Pen Co. and the Elgin Na- 
tional Watch Co. 


Shennan Named to School Board 
J. G. Shennan, president of Elgin Na- 


tional Watch Co., Elgin, Ill., is one of six 
new members added to the board of trus- 
tees of the Illinois Institute of Technology. 











——————| 





FEINBROS. AGAIN OFFER 
A GUIDE TO BIGGER PROFITS! 


Write immediately for your FREE copy of 
our new catalog. You will find it COM- 
PLETE in every detail— crammed from 
cover to cover with items most in demand 
today—an essential buying guide for 
every Jeweler and Watchmaker! 


It is to your advantage that you make 
your request for catalog NOW! 





WHOLESALE JEWELERS 


5 S. Wabash Ave. Chicago, Illinois 
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Agnini & Singer Set Up 
Profit-Sharing Plan for Workers 


A profit-sharing plan for office and fac- 
tory employees has been established by 
Agnini & Singer, Chicago jewelry manu- 
facturers. 

Approved by the Internal Revenue De- 
partment, the plan was set up to benefit 
employees by increasing earnings. Under 
the plan, workers make no contributions. 
But the company will deposit 10 per cent 
of its net profit each year to a trust fund. 
All factory and office workers with two 
years’ continuous service will be eligible to 
participate in this fund. The amount de- 
posited in the fund will approximate two 
to four per cent of each employee’s annual 
wages, depending on length of service and 
base pay. 

Employees with 12 years’ service will 
receive the full proportion of their share in 
the fund. Those with fewer than 12 years 
will be credited with a partial percentage 
of their share of the fund if they should 
leave the company’s employ. 


The owners deposited a portion of last 
years profits into the fund since it was 
their intention that the plan would be ap- 
proved for 1949, 


Trustees for the profit-sharing program 
are Oreste Agnini, Sr., Oreste Agnini, Jr., 
Ralph Singer and Raymond Pausback. 

Agnini and Singer also report they have 
adopted the trademark “Ora Originals” 
which they have used in interstate com- 
merce and are having registered with the 
United States patent office. The trademark 
is a combination of the first two letters of 
each of the partner’s given names, 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
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24 Hour Service 


WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


WATCH CRYSTAL GRINDING 
LIGHTER REPAIR 


ALL WORK GUARANTEED 
Send for Our Price List 
M. MARTIN & CO. 


Rm. 611 5 S. Wabash Ave. 
CHICAGO 3, ILL. 
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29 East Madison Street, Chicago 3, Illinois 
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WATCH MATERIAL DEALERS SELL 


SINCE 1863 
for the ultra fine polishing 
of Steel, Pivots and Jewels. 


THE DIAMONTINE CO.S$'t%wapison street 
221 





















We SPECIALIZE... 


in special ender ee ae us your 


specifications. W. La seobonit a design 
atthoat obligation. 


SCHUMER BROTHERS CO. 
Manufacturing Hewelers 


5 EAST THIRD STREET + CINCINNATI, OHIO 
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AND 
MOUNTED 


THE GERWE BROWN CO. 
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DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnats. Ohio 














Harry Greenwold Co. 


The House of Quality and Service 
18 West 7th Street, Cincinnati 2. Ohio 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 and 8) 
Lines of quality and style that give you 
protected profit. You can recommend 
these lines to your customers with con- 





fidence. 











The Wallenstein-Mayer Co. 


31 E. Fourth St., Cincinnati 2, O. 
WHOLESALE 


Distributors of Nationally-Known 


Makes of 
DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


Write for our new 
1951 Catalogue 











__ Bint 
—F_ —— Tams 


Levinson of Youngstown. 


q The annual dinner meeting and election 
of officers of the Town Criers, this city’s 
organization of wholesalers’ and manufac- 
turers’ salesmen, will be held on Jan. 11, 
1951, in Hotel Alms, it was announced 
by Maury Solomon of D. Jacobs Sons Co., 
chairman of the entertainment committee. 
The annual Thanksgiving and Christmas 
luncheons of the group will be held this 


year as usual, but the dates have not yet 
been set, Mr. Solomon said. 


q Calling on the retail trade recently have 


been Jule Kassel of the Kaufman-Kassel 
Co., manufacturers; Robert Stocker, How- 


ard Rosfelder and Percy Lucas of Ros- 


felder Brothers and Co., manufacturers; 
John Schira, Jr., of Schira Brothers, manu- 


facturers; Victor Youkilis and Victor Kauf- 


man of the Victor Corp., wholesalers; 


Ralph E. Goebel, wholesaler, and Ed. Karg 


of the Gerwe Brown Co., wholesalers. 





'WATCH PARADE’ QUEEN 





$ 


Anne Jeffreys, lovely singing star of "Kiss 
Me Kate", likes to wear her jaunty lapel 
watch pinned to her favorite John Frederics 
hat. She has been named Queen of the 
Jewelry Industry Council's "Watch Fashion 
Parade" now being celebrated by jewelers 
all over the country. This promotion, the 
seventh nation-wide promotion the Council 
has created for its members this year, 
started on October 26th and will run to 
November I Ith. 





q Herman Hollander of Pittsburgh, execu. 
tive secretary of the Western Pennsylvania 
Jewelers Association, discussed the organi. 
zation and activities of his group at 4 
monthly dinner meeting of the Greater 
Cincinnati Retail Jewelers Association op 
October 11 in Hotel Sinton. The meeting 
also was attended by a large number of 
local wholesalers and manufacturers. 

q Recent vacationers have included Miss 
Helen Koch, a partner in Mecklenborg and 
Gerhardt, manufacturers, 811 Race St.; 
Raymond Jockers and Bernard G. Satzger 
of M. and R. Jockers Co., 606 Vine St.: 
Edward L. Flaspohler of Behr and Flas. 
pohler, retailers, 439 Race St., and Frank 
T. Garrett, retailer, 504 Broadway. 

q Among recent business visitors here have 
been Ed Utz and Joseph Sheppard, West. 
ern Clock Co.; Louis Page, Bugbee and 
Niles Co.; Harry Hart, Harry Fine and 
Wallace Neumann, New York diamond 
dealers; Howard Sebach, factory represen- 
tative of Chicago, and Todd C. Fenwick, 
Parker Pen Co. 

q Donald C. Moore, retailer at 435 Main 
St., who sponsored a successful radio hase. 
ball popularity contest during the summer, 
is following through with a “Hot Stove 
League” radio program during the winter 
months. Albert Kampf has been added to 
the store’s sales force. 

q A third generation has recently become 
associated with Litwin and Sons, Inc., 
manufacturers of 114 West Sixth St. He 
is Robert Litwin, a son of Jacob Litwin, 
who is starting in the business as an 
office assistant. 

q Ken Matsumoto, jewelry display special. 
ist of 1109 Main St., attended the national 
convention of the Japanese-American Citi- 
zens League, held recently in Chicago. 

q Mr. and Mrs. E. A. Oberrecht, owners 
of the Betty Kay Jewelry and Gift Shop 
at 2727 Erie Ave., and the Oberrecht re- 
tail store at 7370 Reading Road, attended 
the New York show. 

q Dodd Jewelers, Sixth and Vine Sts., cele- 
brated their 11th anniversary during Octo- 
ber with a large promotional sale. 

q Albert C. Wallenstein, president of the 
Wallenstein-Mayer Co., wholesalers, 31 
East Fourth St., has returned to his office 
after an illness of several months. 

4 Edgar G. Petoud has been added to the 
staff of the Motch retail store in suburban 
Covington, Ky., as a watchmaker. 

4 Maury Solomon, salesman for D. Jacobs 
Sons Co., wholesalers, 811 Race St., re- 
cently moved into his new home in sub- 
urban Amberly Village. 

q The Ira A. Selevan Co., wholesalers, have 
moved recently from the Provident Bank 
Building to 1311 Vine St. 

4q W. B. Shook is a new salesman for Car- 
roll’s Jewelers, at Fifth and Main Sts. 

4 Al. Whery represented the Klein Brothers 
Co., wholesalers in the Enquirer Building, 
at the recent Gift Show in Parkersburg, 
W. Va. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


q A large number of local wholesalers and 
retailers attended the recent convention of 
the Ohio Retail Jewelers Association in 
Columbus. Among them were Maure Gerwe, 
George E. Brown, Robert Brown, Jack 
Gerwe, Emmett Fitzpatrick and Charles 
McCarthy of the Gerwe Brown Co., whole- 
salers; Herbert Schwab, James Heldman 
and Will Cohn of A. G. Schwab and Sons, 
Inc., wholesalers, and the following retail- 
ers: Mr. and Mrs. Harvey Faller, Richard 
Welling, Mr. and Mrs. Adolf Simon, Mr. 
and Mrs. Carl Leser, Mr. and Mrs. Philip 
Effler, Mr. and Mrs. William Effler, Her- 
bert Schwartz and Mrs. Jane Kampf. The 
latter, a vice president of the state asso- 
ciation, capably conducted the business ses- 
sions in the absence of President Ritter 
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Cincinna P it will affect the retail market next year, 





Biggest Holiday Season Ever no one here is prepared to predict. Some 
Cincinnati manufacturers, wholesalers local manufacturers and wholesalers be- 
and retailers are unanimous in predicting lieve the present unprecedented wave of . 
| that this will be the biggest holiday season buying may result in a “saturation point” ZS 
in many years, and very likely will estab- being reached at the year-end, while others gC — : / ; 
lish an all-time record for both volume and oe with a prea geri Ps) 7 | ’ 
sh value of sales. at high wages, there wi e ample con- 
” This situation, of course, is brought sumer buying in 1951 to keep all factors en i SE] FRI =a) CO. 
about by the record number of workers in the industry busy for many months REFINERS SMELTERS ASSAYERS 
now employed at the highest wages in ahead. . ——- WE REPING—— eniuue 
history—plus the fact that jewelry buyers The over-all situation is complicated, of nnn Pat cae Sane 
at the retail level no longer have any course, by the uncertainty regarding an- iD PLATINUA 
reason to “hold back” because of the possi- other major war, but whichever prediction WE SELL—eiNne 
bility of an excise tax reduction. turns out to be correct, it is certain that ATINUM - ALLOYED 
Virtually all local manufacturers and every local wholesaler and manufacturer Ses pe aigianela: 
wholesalers are now finding it necessary will be checking early 1951 trends closely. ney sae siege: rene 
to keep their offices and plants open eve- They all realize that they must be prepared, wae ; i : 
nings and on Saturdays, while many plants insofar as possible, for whatever business CINCINNATI, OHIO 
are even calling in employees for Sunday situation develops. 





work in an effort to keep the backlogs of 
orders moving to retailers. 





SERVICE AND DEPENDABILITY 


It was pointed out by several local re- 
tailers recently that wise buyers are now George H. Newstedt & Co. For over 75 years 


“stocking up” on jewelry, not only for Celebrates 50th Anniversary 














holiday gifts but for anniversaries and George H. Newstedt and Co., Fourth and THE D. JACOBS SONS CO. 
other special occasions next year. They Race Sts., Cincinnati, one of the city’s Wholesale Jewelers 
are doing this in the belief that the jewelry larger retail jewelry stores, celebrated its 811-813 Race Street 
they buy now is costing them considerably 90th anniversary during the third week of Cincinnati 2, Ohio 
less than similar items may cost next year, October. The business was founded in 1900 ieee , 
because the jewelry was manufactured by George H. Newstedt, who was born in We distribute all nationally known 
earlier this year when costs were appre- Bremen, Germany, eal naiian came to this lines of Jewelry and Diamond Rings. 
ciably lower than they are likely to be country at the age of 13. 
i year, in ha of the = increase His first employment was with his uncle, 
in basic materials prices and in wages. C. J. — Sas . 
Just how much of this particular type of | of that period, and hic hist retail stove ce | RAY C. EIBEL —R. J. FROMMEVER BOB GAL 


located at 432 Walnut St. The business was 
moved six years later to the present loca- 








at tion, where 800 square feet of floor space 


were occupied. In 1910, this space was KLEIN BROS. Co. 


Res q 4 d ou bl e d . 


VARS OR ME TP TENE 


WHOLESALE JEWELERS 


The Line Beautiful 


a aoe, 











ee __ GEORGE H. 617 VINE ST. CINCINNATI, OHIO 


NEWSTEDT 


STOCK SIZE Founded 


Jewelry Firm 
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Paka ID RTT Tee New 


LEARN AT HOME! 


STONE SETTING @® JEWELRY 
REPAIR AND MANUFACTURING! 
Same Course Residence students receive! 
Contains 26 illus. lessons & valuable data. 





For All Popular Make Luggage Per lesson cost less than 75¢. Offer lim- 
Mr. Newstedt’s son, Tudor, has been ited. Write us NOW! 
OVER 1500 SIZES associated with the business for many years, ENGRAVING HOME STUDY COURSE, 


TREN RTE WERE YLT AIR BR IA nS ae 


TO CHOOSE FROM and Edward L. Spitznagel has been the TOO—Facts free. 


Choice of 3 Fast-Selling Lines store manager since 1945, after having || foo ee can 
started in the store as an errand boy. 


: RESIDENCE COURSES COVERING ABOVE SUB- 
Zip KOVERS Other long-time employees include D. O. JECTS: GRD WAICEEING — Roques? coleteg 

: = Shaw, who was the diamond buyer for 45 |p 0 

A years, and Fred M. Hegner, who was the A. W. THACKER ACADEMY FOR JEWELERS oI 


KOVERETTES watch buyer for the same length of time. |——423 Federal Street = ——Pittsburgh 12, Pa. 
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Both men are still with the store, although 

PL ASTI - KOVERS George Warren became the diamond buyer 

’ in 1946, and John Kramer became the 
watch buyer in 1948. 

| CENTURY SPECIALTY COMPANY Mr. Spitznagel said that practically all 

412 S. Wells § of the 24 employees have been with the 

—— treet store for many years, but that the policy 

Chicago 7, Illinois has been to promote younger employees to 


WRITE FOR CATALOG, PRICES & SAMPLES more responsible positions whenever pos- 


sible. 
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WALLACH 
\ MOUNTINGS 


: WALLACH JEWELRY 
MFC. CO. 


213 SOUTH BROADWAY / 
LOS ANGELES 12, CALIF. fis 








The West Coast 


q Elliot Hine has been appointed chairman 
for the Second Western Jewelry & Silver- 
ware Show, to be held February 11 to 14 
at the Biltmore Hotel, Los Angeles. His 
appointment was recently announced by 
Woody C. Klingborg, general manager of 
Los Angeles Trade Fair, Inc., the non- 
profit show management division of the 
Los Angeles Chamber of Commerce. 

¢ Kurt Eilers, formerly a watchmaker with 
the Gensler-Lee jewelry firm in Bakersfield, 
Calif., has opened his own retail jewelry 
store at 1910 Chester Ave. in that city 
under the name of Kurben’s Jewelers. 

q Gus A. Shurtz, manager for the past 
four years of Marell’s jewelry store in 
Santa Maria, Calif., has purchased the 
B. Ed Garrison store at 8026 Seville Ave., 
South Gate. 

q Herbert A. Mensor, for the past ten years 
proprietor of the Time Shop, 1616 Fillmore 
St., San Francisco, has acquired the Sig- 
mund Marg store at 1661 Fillmore St. and 
plans to close the former location, con- 
centrating his efforts on the new outlet. 

q The Alfred Soltes, operators of the Rio 
Jewelry Store at 430 A MacDonald St., 
Richmond, Calif., have purchased the Little 
Jewel Chest, 2431 Shattuck Ave., Berkeley. 
Soltes is a watchmaker by profession, hav- 
ing followed that trade in his native Rot- 
terdam, Holland, for thirty-five years. 

q Lloyd J. Eck, Stockton, Calif., jeweler, 
has moved his business to a new building, 
121 Harding Way. 





Sapphirized 


Sierra \ 

Gems, Inc.— \ 
first and ‘ 
foremost cut- \ 
ters of Titanias— 
the only cutters with 

Sapphirizing and the 
lifetime guarantee 

—the finest quality 
and the best service. 
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SIERRA GEMS INC., Sierra Madre, California 
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Varied Line of Jewelry items 
Shown at Western Jewelry Show 


“Dual function” jewelry that divides to 
form separate ornaments, innovations in 
copper design, revival of heraldic and 
medieval influences, mabe pearls, and the 
drop of chandelier earring in every cop. 
ceivable version from rhinestone to India, 
turquoise were the trend-setters at the Firs 
Western Jewelry and Silverware Show, Sep. 
tember 17 through 20 at the Biltmore Hote! 
in Los Angeles. 








Today's fashions are reflected in Indian 

design jewelry of silver and turquoise, photo. | 

graphed on model Woodie Townsend for 

the Western Jewelry and Silverware Show. 

Jewelry by Pacific Jewelry Manufacturing 
Co. of Southern California. 


Two hundred concerns showed an esti: 
mated 137,000 items ranging from silver 
giftware, crystal, fine china, and bronze 
hollowware to jewelry. 

Of the approximately 1,700 buyers and 
visitors to the Los Angeles market, a large 
percentage were jewelers from the Pacific 
Coast and Rocky Mountain regions. Buying 
was steady but moderate, perhaps due to 
the late timing. The troubled international 
situation foreboding a scarcity of metal. 

















JEWELRY AUCTIONEERS 


SINCE 1918 


Liquidating? Need cash immedi- 
ately? Surplus stock on hand? | | 
Then let us make it another 
AUCTION for you or we will buy | | 
your store. 

We operate anywhere in the 
U. S. Call or wire collect. 


HARRY BRENT AND ASSOCIATES 


7516 Melrose Ave. Los Angeles 46, Calif. 
Phone WAlnut 7354 

















Distinctive JEWELRY DISPLAYS 


Made to your 
Individual Specifications 


LOS ANGELES WINDOW DISPLAY CO. . 


342 E. 2nd St. Los Angeles 12| 
Michigan 0510 
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many of the larger retailers had completed 
the bulk of their purchasing before the 
opening of the show, and attended mainly 
to fill in before holiday selling. 

The four-day show climaxed an extensive 
campaign carried on under the management 
of Los Angeles Trade Fair, Inc., a non- 
profit show management branch of the Los 
Angeles Chamber of Commerce. Directed 
at all jewelry, silverware, china, and glass 
buyers in the twelve Western states and all 
key buyers in the East and Middle West, 
the program involved trade education, mail- 
ings, and personal contacts aiming toward 
long-range establishment of this market. 

Management of the show was under the 
direction of Woody C. Klingborg, general 
manager of Los Angeles Trade Fair, who 
pointed to the current wide-open market 
as an opportunity for retailers to increase 
the scope of their merchandising. 

The show was covered extensively by 
the consumer press and achieved added ac- 
ceptance at the consumer level through a 
series of television shows pointing up the 
growth of the jewelry market in the West. 

Special feature, reflecting the interchange 
of ideas between Hollywood studio design- 
ing rooms and West Coast manufacturers, 
was a dramatic exhibit of the famous Joseff 
collection of jewels worn in motion pic- 
tures of the past two decades. 

“Tip-Off Time,” a two-hour merchandis- 
ing clinic held on September 18, analyzed 
such problems in retail jewelry merchan- 
dising as advertising, store design, lighting, 
and employee relationships. 

In connection with the clinic, retail 
jewelry store photographs and blueprints 
were on display throughout the Los Angeles 
market. 

Dates for the mid-winter show, February 
ll to 14, at the Biltmore Hotel, were an- 
nounced by Woody C. Klingborg. 





Long Beach Watchmakers 
View Two Gruen Color Films 


“The Miracle of Time” and “Servant of 
Man,” two color films produced by the 
Gruen Watch Co., received a trade showing 
before the Long Beach Guild of the Horo- 
logical Association of California, September 
20th. 

President Julian Travis directed a dis- 
cussion of the proceedings at the state con- 
vention which was held in Los Angeles on 
September 17th. He also discussed the 
proposed state watchmaker licensing law. 


KRUEGER 
STONE HOUSE 


Importers and Cutters 


LARGEST IN THE WEST 
448 South Hill St., Los Angeles 13, Calif. 
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fh 4a OF CHARMS 
World’s biggest selection of 14 
K Gol 
ne Silver Charms classified Reg Ee 
ally illustrated for easy selling. Keystone 
ces. Write now to David Gordon, Manu- 


facturing Jewel 
Pree i ie, 448 S. Hill St., Los An- 
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From The Houre of Jad, Santa Barbara 


Rings, Brooches, Earrings ~In matching sets. 
Unusually beautiful designs- 
14K gold or platinum. 
Jade set with diamonds, with pearls, 
with Sapphirized Titania, or plain. 


SLAUDT-CANNON 


315 West 5% Street - Los Angeles 


NATIONAL | DISTRIBUTORS 


ACENC\ 


- California 
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keystone 


Dave Schneider 


with this 





Masonie 


For those jewelers who like a 


You can’t miss... 
beautiful 


bible ring 


sure thing 


in the sales department, we suggest this 


exclusive creation by Dave Schneider. 
As you see, the square and compass rest 
on top of the Masonic Bible, working 
tools are on the top sides, cable tow on 


each side and the ring is extra 
solid underneath. 







phone long beach 7-4811 


@g craftsmen in emblem rings and buttons 


heavy and 


headquarters for pastmaster rings 


205 e. broadway, long beach, california 
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Nationally Advertised 


Booths 
FINE 
ENGLISH 
TABLEWARE 


® 


Pamphlets of 14 outstanding 
BOOTHS patterns sent upon 
request 


Address Dept. JC 


MIDHURST 


IMPORTING 
CORPORATION 


129 FIFTH AVENUE 
NEW YORK 3, N. Y. 

















™ importers of 
s7 ENGLISH CHINA 
and 
EARTHENWARE 


Steek and Import 


FONDEVILLE & CO., INC. 


149 Fifth Ave. New Yerk 10, N. Y. 
AL. 4-0104 





¥, 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON'S ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. VY 
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LITWIN ARTISANS WORK IN ‘OUTDOOR’ ATMOSPHERE 





To furnish their employees with something more inspiring than ordinary blank walls, the 
special order department of this jewelry manufacturing firm has been moved to this more 
inspiring atmosphere created on the ground floor of the company-owned building. 


An unusual innovation in the jewelry 
manufacturing business has recently been 
completed by Litwin and Sons, Inc., of 
Cincinnati, with the removal of its special 
order department from the sixth floor to 
the ground floor of the company-owned 
building at 114 West Sixth St., where the 
department is housed in an ultra-modern 
setting. 

The new quarters are 30 by 90 feet in 
size, to provide 2,700 square feet of work- 
ing space. The walls are finished in a soft 
apple green, with several spaces decorated 
with panels depicting American scenery. 

“Our artisans are working constantly 
with fine jewelry, and we wanted them to 
be able to look at something more inspir- 
ing than blank walls,” declared Max Lit- 
win. “The men are very enthusiastic about 
this innovation, and tell us it is a definite 
help to them in their work.” 

Around, the top of the walls is a three- 
foot-wide panel of attractive tufted red 
leatherette, while the flooring is of inlaid 
linoleum. The ceiling is acoustically treated 
to provide quiet working conditions. The 
room is air conditioned and has indirect 
lighting, while all of the furnishings and 
equipment are new and of the latest design 
to provide complete facilities for the 40 
skilled workers in the department. 





Theodore Harthun (left), superintendent of 
the special order department, discusses a 
design with Boris Litwin. 





Seated in one of the windows. facing 
busy Sixth Street, is a diamond setter, 
while a designer occupies a bench in the 
other window. Virtually the entire depart- 
ment can be seen from the street, and the 
sight of many thousands of dollars’ worth 
of precious stones being made into jewelry 
attracts large groups of passersby. 

Arranged down both sides of the roem 
are the designers, engravers, platers and 
the shop superintendent’s office, while the 
polishing equipment is located at the rear. 

Because of the variety and completeness 
of the equipment and the long-time experi- 
ence of the artisans, every type of special 
order, from the sketching to the final pol- 
ishing, can be completed in this depart- 
ment, according to Boris Litwin. 

Litwin’s production department is _ lo- 
eated on the second floor, the machine 
shop and gold refining equipment are op 
the third floor, diamond cutting is done 
on the fourth floor, and the offices are 
located on the fifth floor. All of the equip- 
ment on the sixth floor has been left intact 
for future expansion, company officials said. 
The firm has more than 125 employees. 

The company was founded in 1918 by 
Akin Litwin, who is now 80, but who still 
maintains an active interest in the business. 
Associated with him are his three sons, 
Boris, Jacob and Max Litwin. 


Mid-South Gift & Jewelry Show 
Draws Record Attendance 


The tenth semi-annual Mid-South Gift 
and Jewelry Show and Mid-South Variety 
Show, held August 28-31 at the King Cot- 
ton Hotel in Memphis, drew a record at- 
tendance. Buyers from seven Southern states 
and visitors from as far away as Iowa and 
Oklahoma attended the event according to 
A. J. Cory, managing director of the show. 

Exhibits of imported wares as well as 
over 350 items of merchandise from all sec- 
tions of the country were shown to the 
hundreds of merchants and wholesale buy- 
ers attending the four-day event. 
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Coming Events 





January 


4-12—Pittsburgh Glass & Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 
4-12—Keystone China & Glass Show, 
Hotel Fort Pitt, Pittsburgh, Pa. 
14-19—New York Lamp Show, Hotel 
New Yorker, New York. 
21-26—Mid-Winter Market Week Gift 
Show, Parker House, Boston, Mass. 
21-26—California Gift Show, Brack 
Shops, Merchandise Mart, Biltmore Hotel 
and Alexandria Hotel, Los Angeles, Calif. 
92-25—Southeastern China, Glass & Gift 
Show, Atlanta Municipal Auditorium, At- 
lanta, Ga. 
98.31—New York State Gift & Art Show, 
Hotel Onondaga, Syracuse, N. Y. 
28-February 1—Washington Gift Show, 
Hotel Willard, Washington, D. C. 


February 


4-7—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

4-7—Western Gift, Jewelry, Toy & House- 
wares Show, Civic Auditorium, Palace 
Hotel, San Francisco, Calif. 

5-9—Western Winter Market, Western 
Merchandise Mart, San Francisco, Calif. 

5-16—Chicago Gift Show, Hotel LaSalle 
and Palmer House, Chicago, III. 

5-16—Registered California Gift and 
Dinnerware Show, Morrison Hotel, Chi- 
cago, Ill. 

5-17—Merchandise Mart Gift Show, Mer- 
chandise Mart, Chicago, II]. 

11-14—Second Western Jewelry & Silver- 
ware Shew, Biltmore Hotel, Los Angeles, 


Calif. 





11-14—Southern Jewelry Show, Atlanta 
Biltmore Hotel, Atlanta, Ga. 

11-15—Pacific Northwest Gift & Art 
Show, Olympic and New Washington 
Hotels, Seattle, Wash. 

18-21—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

18-21—Portland Gift Show, Portland 
Hotel, Portland, Ore. 

18-22—Allied Jewelry Show, Biltmore 
Hotel, Los Angeles, Calif. 

18-23—Dallas Gift Show, Baker Hotel, 
Santa Fe Building, and Individual Show- 
rooms, Dallas, Texas. 

18-23—Allied Gift & Jewelry Show, 
Adolphus Hotel, Dallas, Texas. 

18-23—Dallas Lamp, Gift & Housewares 
Show, State Fair Grounds, Dallas, Texas. 

26-March 1 — New York Gift Show, 
Hotels Statler and New Yorker, New York. 


March 


4-5—Detroit Gift Show, Hotels Statler 
and Book-Cadillac, Detroit, Mich. 

4-7—Denver Gift & Jewelry Show, Al- 
bany Hotel, Denver, Colo. 

4-7—St. Louis Gift Show, Statler Hotel, 
St. Louis, Mo. 

5-9—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

5-9—Parker House Gift Show, Parker 
House, Boston, Mass. 

26-30—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 


April 
7-11—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 


July 


22-26—Kansas City Gift Show, Municipal 
Auditorium, Kansas City, Mo. 





BARR'S TIE-IN DISPLAY IS TRAFFIC STOPPER 
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Barr Jewelers, Philadelphia, Pa., used Heirloom's Damask Rose Pattern in this eye-catching 

window display as a tie-in with the 20th Century Fox Movie, "The Black Rose." Sterling 

hollowware and other Heirloom sterling patterns were also featured predominantly in 
the display. 
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Shock Protective Devices for Watches 








One of the most important mechanical developments in the modern watch 


has been the shock-protecting feature. In the accompanying article one type 


of these is explained. Following articles will tell about other devices. 


Since the development of the shock-resistant 
device for watches, the generally serious results caused 
by sudden shock to a watch have become more or less 
minimized. The use of these devices for watches has 
grown rapidly, receiving a big impetus during the pas! 
war when this shock-protecting feature coupled with 
water-resistant cases and anti-magnetic movements found 
immediate favor and ready saleability in the so-called ser- 
vice watches. 

Since the original development of the shock-protecting 
feature for watches there have been several adaptations 
and modifications of this device. For a born inventor, no 
problem is ever definitely solved, and every machine. 
every device, can be improved. 

For example, one of the latest developments along this 
line is the “frictioned KIF 370 shock protector,” manu- 
factured by Parechoc S.A. of Le Sentier, Switzerland. 
[llustrated below, this new shock-protecting device is com- 
posed of the following parts: a central part made of 
brass (1)—for the purpose of this description called a 
setting—in which the jewel (a ruby) is frictioned (2) 
and which has a groove on the upper part for the end- 
stone (3), simply placed in the latter. The outer part of 
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Working parts of the KIF 370 shock protector. 
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the setting has a conical surface which normally rests 
against the rounded surface of another part which is 
designated here as the support (4). The distance between 
the pivot jewel and the end or cap jewel is fixed from the 
time the spring which presses the two parts together is 
in place. This distance is such (3 to 4 centimillimeters) 
that by means of capillary attraction, the oil will be main. 
tained between the jewel and the end-jewel, thereby 
joining them. 

The support acts as a bearing for the setting, but it also 
has the important function of ensuring the security of 
the axis of the balance when the parts are in their normal 
position. 


SUPPORT IS FRICTION SET 


The support with its various parts—setting, end-jewel. 
spring—is frictioned in the cock and the plate as are the 
fixed jewels and bushings. The same friction tool used 
by the watchmaker for his jewels will enable him to fric- 
tion this support. This method of fixing is extremely 
simple; moreover, it does away with the cock and plate 
screws which are easily lost and damaged. In addition, 
it is possible to use the same parts—setting, jewels, end- 
jewels and springs—in the shock protectors which act 
as a protection for the lower or upper pivot of the balance 
staff. 

The functioning of this shock protector is easy to 
understand. In the case of a shock directed in the di- 
rection of the balance staff, that is vertically, the end 
of the pivot pushes back the end-stone and the setting 
which give slightly inasmuch as they are held only by 
the pressure of the retaining spring. The setting moves 
along at the same time as the end-stone due to the capil- 
lary action of the oil which joins the two parts together. 
As soon as the displacement attains a certain degree, the 
shoulder of the balance staff meets the lower surface of 
the support and absorbs the shock. 

If the shock is radial or horizontal to the balance staff, 
the pivot carries along the setting whose conical surface 
slides in the support until the small stem of the balance 
staff meets the lower surface of the opening in the 
bushing. 

The steel spring which pushes the end-stone toward the 
pivot jewel is in the shape of a circular ring, inside of 
which are three projecting pieces or lugs which press 
against the end-stone or cap jewel. On the outside of 
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the ring are three more projections which correspond to 
the spaces or notches in the support. 
three notches in the support are grooves. 
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Functioning of the KIF 370 shock protector under 
horizontal or sideway shock (top) and vertical or 
endwise shock (bottom). 


In order to set the spring in place, it is placed in the 
support and over the end-stone with the three projecting 
pieces of the spring ring in the three notches in the sup- 
port. By means of piece of pegwood, the end of which is 
cut to a taper and slightly hollowed, the spring is pushed 
down into place and turned so that the projecting ears or 
lugs of the spring slide into the grooves in the support. 
The hollowed out end of the pegwood fits over the end- 
jewel and as the pegwood is turned the inside projections 
of the spring bite into the wood and turn with it smoothly 
into the grooves made for it. The spring is in place when 
its outside projections are midway between the notches 
of the support. 

In order to remove it, the spring is turned again with 
the shaped piece of pegwood until the projections are 
back in the notches in the support. It is then no longer 
necessary to press upon the pegwood as the tension on 
the spring is thus released and the watchmaker runs no 
risk of losing a spring due to its tension sending it flying 
to some corner of the workshop. 

As soon as the spring is released, the end-stone is no 
longer held and the setting is also free. By turning the 
movement over, the end-stone and setting leave the pivot 
of the balance staff uncovered. It is thus possible to 
clean this pivot without removing the staff, replace the 
setting, oil and then set the end-stone and finally the 
spring in place. 

The support is frictioned in a hole of 2.09 mm in the 
cock and in the plate. The upper part of the support set 
in the tock acts as the end-piece. The index is set in 
place at the same time as the support or after, as desired, 
deviating it slightly so as to slide it on the cone. 

The axial play of the balance can be easily adjusted, 
inasmuch as the support is frictioned. 

The lower bearing frictioned in the plate is not very 
thick so that the plate is always above, and it is not 
necessary to hollow it out. This also enables a visual 
control of the space between the plate and the support. 
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Connecting the 


This whole device can be assembled and dismantled 
easily without the help of or need of complicated or 
expensive tools, which might moreover, be difficult to 
handle. A pair of tweezers and a piece of pegwood are 
sufficient. There is, however, a tool available that serves 
exactly as the pegwood. 

(Next month, the Incabloc device will be explained) 





‘‘Unusual’”’ Display Draws Christmas 
Shoppers 


“Christmas windows” need not necessarily be re 
splendent with Santa Clauses, deer, red and green deco. 
rations, etc., for excellent selling effect, according to Rex 
Carter, head of Carter’s Jewelry Company, Fresno, Calif. 

Instead, each year the California jeweler attempts to 
utilize some form of “‘interest-attracting display” which, 
although it is run during the holiday season, does not 
follow the conventional lines. ° 

During the Christmas season of 1948, Carter surprised 
other jewelers in the Central California city by staging 
a window display consisting of a “waterproof” watch in 
a fish bowl, with a large sign, giving the number of hours 
over which it had run successfully, and keeping accurate 
time. The display went into place on the first of Novem- 
ber, with the sign at the rear registering 1376 hours when 
the watch eventually stopped. 

“This window, in combination with the large number 
of people shopping in the downtown district during the 
Christmas season, proved the most effective stopper we 
have ever used,” Carter said. “We were dumbfounded at 
the number of people who crowded around the window 
during the day, to watch the watch being wound, or 
merely to speculate over how long it would run. There 
was no contest or competition attached, merely a display 
of the “waterproof” watch under water—which undoubt- 
edly many of the passersby had seen before. But, however, 
the window contrasted so sharply with the gay Yuletide 
displays which shoppers were bound to see in other 
windows along the street, that they actually paid more 
attention to it. We stopped literally thousands of people 
per day, to look over the display, and our sale on this 
type of watches was the most sensational we have ever 
enjoyed. I credit most Christmas gift sales of “water- 
proof” watches entirely to this display—inasmuch as 
many holiday shoppers, searching for gifts for young 
men, friends, nephews, etc., remember the active outdoor 
life which the youngsters lead, and the watch then ap- 
pears as the perfect solution.” 

To pull more attention to the window, during the entire 
1376 hours in which the display was used, Carter ran 
daily ads in the Fresno newspapers, announcing the num- 
ber of hours the watch had run accurately, up until the 
ad-release time. Thus, many people who might not have 
otherwise noticed the display were stimulated to stop by 
the store and look in. Holiday sales multiplied as a result. 





An idea which brings customers to his store a minimum 
of four times yearly is used by a retail jeweler and pro- 
moted in January. For a payment of a flat sum of $10, 
payable the first of the year, the customer is provided with 
four checkups on his or her watch during the year, with 
all necessary repairs of a minor nature included. 
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DISTINCTIVE BEAUTY for narrow mantels, desks or 
tables...the BAXTER at $22.50* has an electric 
time movement beautifully encased in mahogany, 
blond wood, or with Chinese red or black finish. 
Ideal gift for businessmen. Ht. 414"; w. 814”. 





Popular—smart 30-hour 
alarm in mahogany,$9.95,* 
rich red Morocco grain or 
tan saddle leather,$12.50.* 
SEVERN—a best-seller. 


Old World artistry is re- 
fiected in electric BUCK- 
INGHAM, rich-looking small 
clock (714” high) in ma- 
hogany cabinet at $22.50.* 





Attractive—30-hr. alarm in 
mahogany, green Morocco 
or tan saddle leather. Plain 
or luminous dial. DEFT 
retails $8.95 to $12.50.* 





Gay, novel PipPIN wall clock 
in red,green, yellow,ivory, 
only $6.95.* Clever dis- 
play free with ‘Harvest 
Assortment’’ of six clocks. 


SETH THOMAS CLOCKS, THOMASTON, CONNECTICUT 


t Reg. U. S. Pat. Off. 
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* Tax extra ... Prices subject to change. 






CRAFTSMANSHIP by Seth Thomasft makes NORTHBURY an impressive 
clock for any home. Has genuine mahogany cabinet and full West- 
minster Chimes, Available with keywound or electric movement. 
Attractively priced at only $67.50.* Ht. 11”; w. 814". 


Compact tambour designed for small 
homes, the KENBURY at $45.00* has 
real sales appeal. Westminster 
Chimes. Electric or keywound 
movement, An attractive introduc- 


tory display sent free with order. 





Rich and luxurious, the Seth Thomas 
LEGACY is one of the most beautiful 
clocks ever made. Grained ma- 
hogany cabinet. Harmonious 
Westminster Chimes with electric 
or keywound movement. $125.00.* 


SETH THOMAS 7% (vestname in hocks 








Modern as tomorrow is DYNAIRE... 
newly designed electric clock for 
new homemakers. Only $18.50* 
in blond or rich brown mahogany 
finish on hardwood. Appeals to 


discriminating customers. 








Colonial charm of the SHARON at 
$42.50* adds a welcome decorative 
touch to the home. Mahogany or 
maple finish on birch. Keywound 
or electric strike movement. An 
exceptional gift and a best-seller. 


PRODUCTS OF GENERAL TIME CORPORATION 
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ee WATCH—In winding a watch, can this 

cause the mainspring to break or to strip the gears? 
What percentage of mainsprings are broken from over- 
winding? (Question No. 6273) P. M. O. 

Answer—lIt is possible to break a mainspring by 
applying undue force to the winding crown after the 
mainspring has been fully wound up. The breakage, in 
customary types of watch “power-plants,’ would be apt 
to occur at one of the ends—the fastenings—of the 
spring, rather than at a point in its coils. A breakage 
of a tooth in the winding gearing, if the latter is well- 
designed and not defective at some place (for instance. 
brittle steel teeth) is less probable than is the breaking 
out of one of the fastenings of the spring. 

Your second question, “what percentage of breakage 
of mainsprings is due to overwinding?” we believe can- 
not be answered. No one could collect full enough data 
to cover this authoritatively, but we believe a true as- 
sumption is that the percentage is very small because of 
the prevailing use of some form of recoiling click on 
watches today. Also, because of the “human” factor, that 
people don’t like to do avoidable work, rather, glad to 
stop winding as soon as the crown stops turning. In 
fact, watch users are more apt to underwind than over- 
wind the mainspring. 


gc FATLURE—We have an 8-day weight-driven 
Waltham banjo clock for repair, that now is in good 
order throughout. We have checked the train and escape- 
ment carefully. But after about six days’ running, the 
clock stops, with the bottom of the weight several inches 
above the floor of the clock-case when the power fails. 
What do you suggest we look for? There is a spring 
hooked to another wheel on the drum-wheel. Does this 
affect the length of running? (Question No. 6274) 
A. R. L. 

A nswer—We believe the cause of this trouble is that 
the stopwork was not set correctly when the movement 
was reassembled after cleaning. On the outer side of the 
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front plate of the movement, you will see a gear-wheel 
mounted on the winding-arbor, meshing with another 
gear wheel that turns on a stud or center screwed to the 
plate. At one point, instead of the usual space formed 
between neighboring teeth, the metal there is uncut and 
fills in the place between these two teeth. Before putting 
on the dial, and with the weight run down and resting 
on the bottom of the clock case, replace the stop-work 
gears with the solid space “behind” the direction in 
which the gears will turn while the clock is being wound. 
After winding up fully, release the drum-click and let 
the weight down fully, to make sure that you have set 
the stop-work gears correctly, to allow eight days’ run 
of the weight. 

The double wheel arrangement with a spring between 
the wheels, is a “maintaining-power” device, for keeping 
the clock train moving forward during winding of the 
weight; otherwise, the train would be forced backward 
while winding. This, we believe, has nothing to do with 
your problem. 


— mgreeerenes STAFF—Please give me a good method 
for hardening a balance staff, after making one by 
hand. (Question No. 6275) H. B. A. 

A nswer—tThe correct procedure is to harden the steel 
before turning the staff; doing this after the staff has been 
turned would in many cases not only slightly warp and 
bend the staff “out-of-true,” but the pivots being so thin 
would probably be overheated and made brittle, so that 
they would break very easily under any jar or blow the 
watch would suffer in use. 

Cut off about an inch from a rod of soft steel; heat it 
fully red-hot (not white-hot) plunge it in cold water. 
Clean off the dark surface coating with an emery-bufl 
or paper; lay it on a metal plate heated over a bunsen 
gas burner or alcohol lamp. Watch the steel carefully 
as it changes colors. When it has become a rich full blue, 
take it off the heat. Chuck the steel in lathe and turn the 
staff. This blue-tempered steel will cut cleanly with a good 
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Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 

to promote sales. Its proven 
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sharp graver. After turning the staff a little oversize in 
all dimensions, grind all surfaces with iron laps (hand- 
laps filed out of about 14-inch malleable iron rod) with 
oilstone powder in oil spread on the lap. Then polish the 
pivots with bronze (bell-metal) laps filed on corners to 
match curves for pivot-bases. A staff so made will be 
straight and true, because any warping of the steel during 
hardening is nullified by the turning in the lathe. 


EMOVING DIAL NAME—What could be recom- 
mended for removing the name from a watch dial? 
(Question No. 6276) R. G. N. 


Answer—What to use for this purpose would depend 
upon the method used in placing the name on the dial. If 
this is in lettering painted on an enamel dial, it can usually 
be removed by rubbing it with a blunt pegwood point 
dipped in oil, then in diamantine. If the lettering is 
printed or painted on a metal dial, it can be removed by 
rubbing with a bit of felt, chamois leather, or cloth, 
dipped in alcohol. If it is on a high grade metal dial, 
hard-enameled in engraved lettering, the name cannot be 
removed without spoiling the dial. 


beer CLOCK—We have in the shop for repair, an 
old Welch clock, and its owner wants to know its 
age, to settle a dispute in her family about which ancestor 
originally owned the clock. Would the enclosed rough 
sketch of clock help you in giving us this information? 


(Question No. 6277) C. S. H. 


A nswer—About the Welch clock manufacturing busi- 
ness, we will say that this started at Bristol, Connecticut, 
in 1855, when Elisha N. Welch bought out the J. C. 
Brown business. Between 1856 and 1864, the firm-name 
was “E. N. Welch,” or “Elisha N. Welch,” and its clocks 
were so labeled. In 1864, Welch incorporated his busi- 
ness, as The E. N. Welch Manufacturing Company, under 
which name the clocks were labeled until, in 1887, the 
business was sold again to a new corporation, the Ses- 
sions Clock Co., which is still in business in Bristol. 
Connecticut. 

If the clock of which you sent a sketch, is the Welch 
clock referred to in your letter, you could tell roughly 
when it was made by comparing the full name with which 
it is labeled, with the firm-names and the dates that we 
have stated above. This would, of course, be either 
“between 1856 and 1864,” or “between 1864 and 1887.” 
About the only chance of determining the age more 
exactly, would be to send the sketch to Sessions Clock 
Co., Bristol, Conn., and ask whether they might have old 
Welch catalogs with pictures of clock-designs made during 
known periods, that would compare with the design of 
your customer’s clock. 


TOPPING WATCH—A small bracelet watch here in 
our shop runs O.K. in movement-holder on my bench 
but when put into the case, it stops. I cannot see any- 
thing wrong with it, and would like to know about what 
experience there is on record, if any, on cases like this. 


(Question No. 6278) E. M. 


A nswer—this is a problem that turns up frequently. 
If you will carefully check the moving parts (train, bal- 
ance, etc.) that are situated near the edge of the move- 
ment. you may see one of them that makes slight contact 
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with a part of the inside of the case. For example, an 
escape-wheel, or a fourth wheel, that barely touches the 
inside of the case-center, or may touch one time but not 
the next time the movement is placed in the case and 
so seems even more “mysterious” than if contact jg 
always made and the watch stopped. 


The remedy in this is obviously to file or mill some of 
the metal of the case away to provide safe clearance {oy 
the wheel. The balance may slightly touch the overhang 
of the case-center and in this case the remedy would be 
the same. The other kind of fault to look for is a cock 
or bridge of the movement that had not been firmly 
screwed down, or a stripped screwthread of a cock or 
bridge. When the movement is placed in the case, the 
edge of the case-recess presses the cock so as to tip it 
downward, which binds the pinion or staff and stops 
the watch. 


UCITE CEMENT—Would like a formula for cement, 
for repairing broken goods made of “Lucite”; some. 
thing that would make the articles as strong as they were 


originally when new. (Question No. 6279) S. L. G. 


A nswer—Lucite is of too recent introduction to have 
produced a need for much in development of a special 
cement for repairing it and we know of no such cement 
obtainable as yet. We suggest that you try Dupont House- 
hold Cement which is obtainable everywhere; its general 
nature seems as if it would prove suitable, with the 
usual advice about thorough cleaning of all surfaces be- 
fore you apply the cement, and binding the pieces firmly 
together while the cement is hardening. Should results 
prove unsatisfactory, you may write us again for further 
consideration of the problem. 


If you do this, we should be told more about the job; 
what the article is, how broken, and in exactly what 
respects the cement failed. For example, after it hardened 
did it fail to adhere to the broken surfaces. or did the 
body of hardened cement crumble within itself? ete. 


CREW-REMOVING SOLUTION—I heard about some 

kind of powder that can be used for removing stumps 

of broken screws from watch plates. Please explain what 

this powder is, and how to use it. (Question No. 6280) 
a ae 


Answer—About a “powder used to remove broken 
screws from plates,” we will say that this is pulverized 
alum. The alum powder should be added to boiling water 
to make a saturated solution—that is, keep on adding 
powder gradually until no more of it will be dissolved 
in the water; when a little of the powder will be seen 
lying on the bottom of the vessel undissolved. Lay the 
work in the boiling solution and keep the heat on until 
the broken screw has been rusted enough to be pushed 
out with a needle or punch. Usually this can be done 
without waiting long enough for the screw to be entirely 
dissolved. A good way is to use a chemist’s glass beaker 
of smallest size, held over a bunsen gas or alcohol lamp 
flame on the usual heating-stand, or with a wire-clamp 
held in your benchvise. Or you can use a large test-tube 
to heat the work in. The alum solution will attack steel, 
but not brass. nickel or other non-ferrous metals such as 
watch plates are usually made of. 
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Christmas Package For 
Carvel Hall Cutlery Dealers 


“All Through the Store” is the theme of 
Charles D. Briddell’s Christmas promotion 
on Carvel Hall Cutlery. Dealers received a 
Christmas package from the Crisfield, Md., 
manufacturer, complete with holly wreaths 
and red ribbons. It contained details of the 
forthcoming Holiday promotion with point- 
of-sale merchandising material for dealer 
tie-in with the Holiday push. 

Full pages in Better Homes & Gardens, 
Good Housekeeping, and House & Garden, 
feature the Carvel Hall line, with 20th Cen- 
tury Fox star Linda Darnell adding her 
endorsement, in addition to full pages in 
dealer publications to round out the pro- 
gram. 


Crescent Diamond Ring Display 
The new A. H. Pond line of Crescent 


Diamond Rings which were recently intro- 
duced, has the handsome window display, 
shown below, to emphasize their selling 
points. It accommodates seven or eight 
matched ring sets in attractive boxes with 
price cards. The display consists of a 
sturdy, white carved wood base with a blue 
velvet backdrop. 





Crescent Diamond Rings were introduced 
for the benefit of those jewelers who, for 
one reason or another, cannot sell only the 
top-quality Keepsake merchandise. 


Watch Band Manual 
Aid to Retailers 


Technical data sheets on the fitting and 
adjustment of watch bands just completed 
by Gemex Company, Union, N. J., are now 
being made available to watchmaking 
schools of the country. This unusually com- 
prehensive manual will be supplied to 
schools without charge in whatever quan- 
tity needed. It will be kept up to date with 
supplementary material as developments 
take place. 

Prior to creating the new manual, Gemex 
experts spent a year lecturing before watch- 
making schools. The information contained 
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Gift Theme Continued in New Swiss Watch Adv. Campaign 


A 


The Watchmakers of Switzerland will 
feature the quality watch as the ideal gift 
in the 1950-51 consumer advertising cam- 
paign. A new formula is employed in the 
series of advertisements with each ad head- 
lined, “Time is the art of the Swiss.” Noted 
American illustrators have been commis- 
sioned to do the artwork for the advertise- 
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Nor the Sills 
voull sive with pride ~ 
lol vem jeweler 

By atts ide 


ments which are scheduled during next year. 

As in all previous consumer advertise- 
ments of the Watchmakers of Switzerland, 
the now well known slogan, “For the gifts 
you ll give with pride, let your jeweler be 
your guide,” is used to establish the retail 
jeweler as gift headquarters for the con- 
sumer. 





in it is based not only on a thorough knowl- 
edge of the actual steps in fitting and ad- 
justing bands but in the best method of 
presenting it to students. 

The subject matter begins with an ex- 


planation of quality of materials and con- 
struction, discusses the types of bands, and 
presents step by step instructions for fit- 
ting bands to a watch. It is illustrated with 
line drawings of each important point, from 
types of bands to details of adjustment. 


In conclusion, the manual explains the 
operation of bands, which is stressed as a 
matter of great importance not only in 
terms of customer good will but also for 
the service of the band itself. 


Address inquiries to: Gemex Company, 
1200 Commerce Ave., Union, N. J. 


Tudor Plate Prices Changed 


Effective Sept. 30, prices on Tudor Plate 
were changed for the consumer. Most open 
stock prices and all Set prices with the 
exception of the 54-piece Invitation Chest 
were increased. The Invitation Set remains 
at its $39.95 price because it was a limited 
promotion and no more are available from 
the factory. 





Ohio Mfg. Co. Increases Space 


The Ohio Manufacturing Co., a large 
supplier of fabric bags, pouches, and silver 
rolls, has enlarged its production facilities 
through the installation of modern equip- 
ment and additional floor space. This step 
has been taken to take the fabric bag indus- 
try out of the handicraft stage and to lower 
prices through mass production. 

Price lists, sample bags, and complete 
information will be furnished by writing 
to the company at 1402 Edward L. Grant 
Highway, New York 52, N. Y. 


Flex-Let Ad Campaign Designed 
To Reach 45 Million People 


An estimated 45 million people will be 
reached in the Fall Christmas Advertising 
Campaign, according to the Flex-Let Corp., 
which the company says is the greatest pro- 
motion in its history. 

The campaign will feature television play- 
lets in 33 major markets which will reach 
an estimated 20 million people weekly and 
big-space ads in Life Magazine which will 
have an estimated readership of 25 million. 
The Life ads are scheduled for the Nov. 


27th and December 11th issues. 
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Hopalong Cassidy Displays 
For Young America by Anson 


Anson Inc., 24 Baker St., Providence 5, 
R. I., recently announced two new Hopa- 
long Cassidy Displays that are part of a 
sales unit to be bought by retailers through 
their wholesalers. Both the displays are 
genuine grained wood in modern limed 
finish. A complete unit of three displays 
with 156 pieces of Hopalong Jewelry may 
be purchased by retailers for $132. 





The large wooden case shown here is a 
closed, glass-top, angle display. The smaller 
case is a one-piece display with authentic 
Western design taken from the range way 
of showing brand names, 





Fire Detector and Burglar Alarm 
Perfected by Two Penna. Men 


An electronic device to detect fires has 
been originated by Lloyd W. Steelman, 
owner of Valley Forge Farms near Lans- 
dale, Pa., and Dr. Felton S. Jenkins of 
Philadelphia. After experiencing two heavy 
losses on his farm involving extensive 
property and livestock damage, Steelman 
decided that some kind of detector was 
needed that would give an alarm at the 
first sign of smoke. Since 96 per cent of the 
831,956 fires yearly in this country are 
preceded by smoke, losses can now be re- 
duced to minimum, according to the in- 
ventors. 

The Valley Forge Safe-Eye Smoke Alarm 
system involves the use of a photo-electric 
cell and a very sensitive amplifier used in 
conjunction with a light beam projector 
that covers extreme area. Only a good puff 
of cigarette (or fire) smoke is required to 
set off the alarm. While similar apparatus 
has been deve'oped and sold by others, it 
is the first time, as far as the inventors 
know, that anyone has perfected a smoke 
alarm system that covers distances up to 200 
feet in length by 30 feet in width. 

In addition, the two men have perfected 
a burglar alarm system utilizing an in- 
visible light beam. The instant the beam is 
broken the alarm is set off. 

Literature, photographs, and quotations 
are available on request from: Valley Forge 
Safe-Eye Alarm Service, Valley Forge High- 
way, Lansdale, R. R. 1, Pa. 
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Feature Ring Co. Steps 
Up Holiday Advertising 


As the Christmas selling season ap- 
proaches, Feature Ring Co., manufacturers 
of nationally-advertised Feature Lock Rings, 
has stepped up the pace of their campaign 
to the consumer, according to an announce- 
ment by the company. 35,000 jewelers have 
already received a combination window and 
counter card that ties in with Feature 
Ring’s recent Life advertising as well as 
campaigns in Look, Vogue, Charm, Modern 
Screen, Seventeen, True Confessions, Photo- 
play, and the New York Times Magazine. 

To get the most out of their heavily ex- 
panded holiday schedule, the company urges 
jewelers to get their supply of merchan- 
dising aids available to them. These include 
selling aids for the extra sales force, news- 
paper mats, radio scripts, television films, 
and other sales helps. All sales promotion 
aids are available to Feature Lock jewelers 
through their authorized distributors. 


J-B Offers Holiday Display 


In plenty of time for holiday selling, 
Jacoby-Bender, Inc., manufacturers of J-B 
watchbands, is offering to the trade a hand- 
somely designed display to feature its new- 
est line of watchbands for men, the “Golden 
Trio.” 








MAERIEAS Zap, 
. INWATCH Baap 4 
ee, ill 





cerns te 
tLooK EVEN Sint y 








The display is counter size, with space 
for six bands. A die-cut circle of maroon 
velvet holds the bands, and serves as a 
background to show them off to best ad- 
vantage. 

The “Golden Trio”, featured in the dis- 
play, is a high-styled line of three men’s 
watchbands, only recently introduced to the 
trade. Like other J-B bands of the better 
type, these are made with a top-shell of 
1/15-12 Kt. gold—a selling point to be 
emphasized in national advertising this fall. 





Leed's 1950-51 Catalog Ready 


The Leed’s Travelwear Corp., 55 W. 42nd 
St., N. Y. C., announced that their 1950-51 
catalog has been published. In addition to 
their colorful catalog of guaranteed lug- 
gage, there is their catalog of bowling bags 
and popular priced accessories. 

Leed’s offers luggage for every occasion 
and every use, including camera bags. 
utility kits, shoe bags, and zipper roll sports 
bags. Advertising mats are available upon 
request. 





Gorham ‘Museum’ Display 


Jewelers should be on the lookout for the 
Gorham Company’s silver exhibit when it 
comes to their locality, for it will afford an 
excellent opportunity to tie in their adver. 
tising with it. 

The Gorham display, which was fg 
shown at the ANRJA convention in Ney 
York last summer, is valued at more thay 
half a million dollars and _ includes, 
epernges, trays, punch and ice bowls, urns, 
candelabra, and other big pieces as well as 
a large collection of table silver. Many of 
the pieces involved more than 2,000 map. 
hours in their fabrication. 

The almost priceless museum collectioy 
will be loaned for display purposes to 
museums and art galleries throughout the 
country, where thousands will be able to see 
the silver. Since the movement from my. 
seum to museum will be understandably 
slow, the Gorham company is also going to 
prepare 35 millimeter color slides of the 
exhibit and will make these available fo, 
showing to jewelers and dealers every. 
where. 





Felmore Company Correction 


Through an error, the Felmore Company 
listed its former representatives in its full. 
page advertisement in the October issue of 
J C-K, rather than its present ones who are: 
Walker-Needham Co., 101 Tremont St. 
Boston, Mass.; Charles Feldman, 339 Fifth 
Ave., New York City; and William Grin. 
nell, Dallas, Texas. 





Kestenman Lady's Watchband 


Kestenman Bros. Mfg. Co., Providence, 
R. I., is offering an extra slender expansion 
band in 1/20 12 K Gold Filled with stain. 
less back, which features the “Spring-A- 
Tach” ends. Called the “Tambourine the 
band is packed in two-tone plastic box with 
a transparent acetate window for display 
purposes. 


New Sheraton Silver Chest 








One of the latest silver chests for 188! 


(R) Rogers (R) Silverplate by Oneida , 


Ltd. It contains an 88-piece service for 


eight. It retails for $99.75. There is ne ; 


Federal Tax. 
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New Elgin Holiday Poster For the Gift-Buying Season 





The design of the four-color, 24-sheet 
yoster and car card which is being offered 
without charge to dealers by the Elgin Na- 


tional Watch Co., Elgin, Illinois, with the 
dealer’s name and address imprinted. Car 
cards may be ordered directly from Elgin’s 
advertising department. 


Just see the new EL GINS 





Distribution of the posters is handled for 
Elgin by the Robert F. Porter Co., Winston- 
Salem, N. C. 

Elgin watches are now being equipped 
with the patent-pending “Durapower” main- 
spring which the company guarantees for- 
ever. 





Toner Honored by Oyster 
Institute of North America 


For appreciation of his efforts during the 
recent ANRJA convention in New York 
during which he donated, from his Oyster 
farm, Oysters a la Rolex, the Oyster Insti- 
tute of North America awarded Royal 
Toner a Rolex Oyster watch. 





James S. Darling, president of the Oyster 
Institute, presented Toner with a scroll and 
Rolax Oyster. Toner, who is chairman of 
the public relations committee, was elected 
a vice-president. 


Hamilton Offers Dealer Helps 


The Hamilton Watch Co., Lancaster, Pa., 
is offering an advertising folder to its deal- 
ers, so that they may order many of the 
retail selling aids that the company has pre- 
pared. Made to keep in the retailer’s adver- 
tising reference file, the folder offers order 
blanks and descriptions of ads for all media 
including newspaper, radio, television, di- 
rect mail, and theater. In addition, there 
are two types of book matches, an outdoor 
poster for Christmas promotion, motion 
pictures, car cards and rotogravure ma- 
terials. 

The company will advertise in The Sat- 
urday Evening Post, Colliers, and C ountry 
Gentleman during November to enable 
dealers to tie in with the nasional advertis- 


ing. This does not include special Christ- 
mas promotions. 
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Engel's 1951 Catalog Mailed 


This year’s Engel Catalog appears in an 
attractive French grey and a maroon with 
a plastic binding. According to the manu- 
facturer, it is thicker than ever and has 
been improved by a rearrangement of its 
contents, easy reference tables and special 
order cards. “Like the circus in many re- 
spects, our 1951 catalog is bigger and bet- 
ter than ever and full of new items and 
ideas,’ Jay G. Engel, president of the 
Baltimore company, said. 


Three-Panel Display Offered 
By Norma Pencil Corporation 


The Norma Pencil Corp., 137 W. 14th St., 
N. Y. C., is offering its dealers, without 
charge, a three-panel background display 
measuring 30 in. by 40 in. and lithographed 
in five colors. Mounted on heavy board, the 
display is sturdily built for serviceability. 
The focal point of the message is a giant 
replica of a Norma Multikolor pencil re- 


produced in actual colors set against a field 
of blue. 


Heavy Fall Community 
Campaign Scheduled 


Thirty-one of the forty-nine insertions 
scheduled for the Fall advertising cam- 
paign of Oneida Ltd., manufacturers of 
Community Silverplate, will be cover po- 
sitions, according to an announcement of 
the company. 

The “Boy and Girl” series, created by 
artist Jon Whitcomb for the heaviest au- 
tumn program in the company’s history, 
appearing in 14 nationally circulated maga- 
zines, will include 18 back covers, eight 
second covers and five third covers. 

The current campaign, which ends in 
December, is being carried by The Amer- 
ican, Brides, Charm, Cosmopolitan, 
Glamour, Good Housekeeping, Household, 
Ladies’ Home Journal, Life, Look, Made- 
moiselle, McCall's, Redbook, and Woman's 


Home Companion. 





Reed & Barton Campaign Starts 
For New Sterling Pattern 


The 126-year-old Reed & Barton com- 
pany of Taunton, Mass., has planned a 
powerful advertising campaign for the in- 
troduction of its new sterling flatware pat- 
tern, “Dancing Flowers.” 

Hailed as a “gay new contemporary pat- 
tern” by the company, the pattern is being 
launched with full-page, four-color ads in 
Life and Ladies’ Home Journal. Fourteen 
other national magazines will also carry 
advertising featuring “Dancing Flowers.” 
These include Seventeen, House Beautiful, 
House & Garden, Harpers Bazaar, Charm, 
Glamour, Mademoiselle, Living for Young 
Homemakers, Town & Country, Modern 
Bride, Bride’s Magazine, Guide for the 
Bride, Bride’s Reference Book, and Gour-. 
met, 

At the retail level, Reed & Barton is 
offering dealers a promotion plan which in- 
cludes newspaper mats, car cards, counter 
and window displays, consumer folders, 
laminated plaques, and suggested publicity, 
radio, and direct mail releases. 


Introductory Offers 
From Seth Thomas 


Two new introductory offers by Seth 
Thomas, Thomaston, Conn., are available 
to dealers for Christmas buying. 

The first, shown below, is called the 
Harvest assortment and includes a display 
stand in full colors and six Pippin clocks 
consisting of two yellow, two red, one green 
and one ivory. 
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The second introductory offer consists 
of the Kenbury, a new, low-priced full 
quarter hour Westminster chime clock at 
the regular price plus a display at no extra 
cost. 





For further information, write to the 
company at the above address. 
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Cisco Kid Jewelry Line 
By S. O. Bigney Co. 


S. O. Bigney Co., Attleboro, Mass., which 
switched their policy recently of selling 
through wholesalers and are now selling 
direct to the retailer, have initiated a direct- 
mail campaign for Fall promotions. 

The company is featuring, among other 
lines, its Cisco Kid jewelry line and are 
offering a wide variety of pins, earrings, 
lockets, tie chains, etc. Jewelers who order 
any of these items, get a free ad mat with 
each order. Those who are ordering for the 
first time get a free-display unit, a 14 by 19 
in. “silent salesman” in four colors. 


1950-51 Jewelers’ Buyers” 
Guide Ready 


Mac Scheman, publisher of the Jewelers’ 
Buyers Guide, 1501 Broadway, New York 
18, N. Y., announced that the 1950-51 Di- 
rectory Issue of the Guide is off the press 
and is being distributed to subscribers. The 
new and completely revised “source encyclo- 
pedia of the jewelry industry” is over 800 
pages in size and bound for permanence 
with a hard cover. The Guide contains 
hundreds of new sources of jewelry supply 
and service plus hundreds of new illustrated 
lines, prices and catalog offerings to jewel- 
ers, all of which should answer the con- 
stant query of the retailer, manufacturer, 
and wholesaler as to “who makes it,” “who 
sells it,” and “who services it.” Melville 
Taylor, Advertising Director of the Guide, 
states that the more than 1,000 advertise- 
ments contained in the new edition rep- 
resent a substantial increase over last year. 


Ronson Window Display 


Ronson Art Metal Works, Inc., is offering 
an unusual new Christmas window display 
to retailers. The display is a three-dimen- 
sional house lithographed in full color, 
16% in. high with a 16 in. base, and is 
built to hold eight Ronson pocket and table 
lighter models in its windows and chimney 
and on its lawn. 





The display is designed to invite more 
passerby attention, more store traffic and 
more and faster sales. As the number of 
these displays is limited, retailers are 
urged to write to Ronson immediately for 
this excellent sales aid. 
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What Is It? 


This remarkable photograph by Rene 
Boeniger, famous Swiss lensman, demon- 
strates the skill, precision and craftsman- 
ship which go into the making of the 
Eterna-Matic’s automatic ball-bearing wind- 
er incorporated in the new men’s round 
Eterna-Matics just introduced on_ the 
American market by the Eterna Watch 
Company of America, Inc. The five shiny 
globes, strung on a human hair, are actu- 
ally tiny steel balls which are the heart 








tere 
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of the Eterna-Matic’s winding action. Com- 
pare their size with that of the ordinary 
threaded needle shown below. Although al. 
most microscopic, these electronically mea. 
sured balls, each with a diameter of 25 
thousandths of an inch, have close toler. 
ances. They roll in an unbreakable pre 
cision bearing upon which the automatic 
window is mounted, giving frictionless 
momentum to the oscillating weight which 
winds the mainspring. 





Hamilton Warns Dealers 
The Hamilton Watch Co., Lancaster, Pa., 


announced that there have been large quan- 
tities of Hamilton movements finding their 
way into unauthorized watch cases, mostly 
in gold or platinum ladies’ models and 
platinum men’s wrist watches with dia- 
mond-set dials. The company has found 
that a large percentage of recased watches 
returned to them for service have poorly 
designed and ill-fitting cases of flimsy con- 
struction and that some have counterfeit 
dials. 

The sale of such watches, the company 
said, not only violates ethical merchandis- 
ing principles but in many states violates 
the used watch act. To eliminate the possi- 
bility of future misunderstandings, the 
company asks that retailers be guided by 
the following policies: 

1. Each genuine Hamilton watch carries 
the company name on the underside of the 
watch case, and is subject to their standard 
guarantee. Each is packaged with an au- 
thentic booklet enclosed. 

2. Hamilton offers a selection of men’s 
wrist watches in gold for which diamond 
dials are available. 

3. Hamilton can accept no responsibility 
for a movement that has been removed 
from its original case and fitted into an 
unauthorized case. 

4. The company considers it the sole 
obligation of the seller to be responsible for 
the Hamilton movement that has been re- 
cased, because the factory warranty is void- 
ed at the time the original case is replaced 
by a substitute. 

5. Hamilton does not consider a Hamil- 
ton movement placed in an unauthorized 
watch case as a Hamilton watch. Jewelers’ 





advertising should clearly define special 
cases fitted with Hamilton movements 
rather than describe “Make-ups” as Hamil- 
ton watches, as this implies authentic fac- 
tory cased models. 

6. The company emphasizes that the sel- 
ler as well as the producer is legally liable. 


Handy & Harman Bulletin 
On Silver Alloy Brazing 


Handy & Harman has just released a 
new bulletin covering silver alloy brazing 
with “Easy-Flo” and “Sil-Fos.” The booklet 
tells where and how to use these alloys to 
the best advantage and shows many inter- 
esting applications in addition to describ- 
ing fast brazing techniques. 





In order to speed up production and 
save time, this booklet will be invaluable 
to jewelers. A free copy may be obtained 
by writing to the company at 62 Fulton 
St., Brooklyn, N. Y. 
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M. G. BASTIANELLO 
(Remington Rand) 


J. A. McGREGOR 
(M. Sickles & Sons) 


For its new sales offices in Richmond, 
Va. M. Sickles and Sons, Philadelphia 
wholesale jewelers, has appointed Joseph 
A. McGregor to head the territory serviced 
by Virginia’s capitol. 

Appointment of M. George Bastianello 
as assistant sales manager of its business 
service departments was recently announced 
by Remington Rand Inc. 





JOHN H. HOOBER 
(Hamilton Watch Co.) 


M. J. CAROSIELLI 
(Hamilton Watch Co.) 


Michael J. Carosielli has been appointed 
a sales representative for the Hamilton 
Watch Co. in New York State. 

John H. Hoober has been appointed a 
Hamilton sales representative in the South- 
west. He is scheduled to start contacting 
dealers in this territory about January lst. 


J. W. LABINE 
(Elgin Nat'l Watch Co.) 





The Elgin National Watch Co. an- 
nounced that Joseph W. LaBine has been 
appointed to the newly created post of 
director of public relations. 

Arvin Industries announced the appoint- 
ment of Edgar A. Brown, Inc., as the 
distributor for Arvin radio, television and 
electric housewares in Cleveland, Ohio. 
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Brown is president and sales manager of 
the firm, which has its headquarters at Car- 
negie Ave. at E. Fortieth St. 

Nutone, Inc. announced that Joseph M. 
Nelville has been appointed sales promo- 
tion director and Michael Bizzarri was pro- 
moted to advertising manager. 

The Crawford Watch Corp., 550 Fifth 
Ave., N. Y. C., announced that Arnold 
Blumenfeld will represent them in Chicago. 
His offices will be at 29 E. Madison Street. 





Creede W. Wilson, Jr., formerly with 
Krementz & Co., is now representing Meyer 
Koulish Co., manufacturers of guard rings, 
228 E. 45th St., New York. Wilson will call 
on the retail trade in Fla., Va., S. C., N. C.. 
and Ala. 





New Ontario Appointments 


The Ontario Mfg. Co., Ontario, Indiana, 
manufacturer of sterling and silverplated 
flatware, announced recently the election of 
Bernard Bernstein as president and trea- 
surer. 


BERNARD BERNSTEIN 


President and General 
anager 
Ontario Mfg. Co. 


Bernstein is also vice-president of Na- 
tional Silver Co. and vice-president of the 
F. B. Rogers Silver Co. 

The company also announced the follow- 
ing appointments: Edward J. Cassidy, vice- 
president and general manager; Vernon 
Jones, vice-president; Frank Bernard, sec- 
retary; and Harry H. Wolf, assistant sec- 
retary. 





Dutton Gains Vice-Presidency 


LEWIS G. DUTTON 


Executive 
Vice-President 
Springfield Leather 
Products Co. 





Lewis G. Dutton of Hamilton, Ohio, has 
been appointed to the newly created post 
of executive vice-president of The Spring- 
field Leather Products Co., it was an- 
nounced recently by Robert N. Lupfer, 
president of the 46-year-old Ohio concern. 
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Newly Appointed Sales Manager 


A. &. WAHLEN 


Sales Manager 
Goldsmith Bros. 





Albert G. Wahlen, veteran of 35 years 
service in the jewelry business in Chicago, 
has assumed the post of sales manager of 
the Goldsmith Bros. Smelting and Refining 
Co., 109 N. Wabash Ave., Chicago. He was 
with Dee Division of Handy & Harmon. 





U. S. Time Appoints Bernegger 


LLOYD BERNEGGER 
(U. S. Time Corp.) 
Vice-President in charge 
of sales, advertising 

and promotion. 





Lloyd Bernegger, vice-president in charge 
of sales for the Whitehall Pharmacal Co., 
a division of American Home Products 
Corp., has been appointed vice-president in 
charge of sales, advertising, and promotion 
for the U. S. Time Corp., according to an 
announcement by J. Lehmkuhl, president 
of the corporation. He succeeds Pierre 


Godart. 


dl 


Freed Urges No Let-Up 
In Advertising Campaigns 


“The importance of full-scale advertis- 
ing was never illustrated more graphically 
than was made evident after World War 
II,” said Edwin Freed, president of Freed 
Displays, 1233 Sixth Ave., New York City. 
“Companies began to realize how impor- 
tant a part advertising played in estab- 
lishing their product as a ‘brand name.” 
For to their amazement, many old line 
companies realized that their name and 
product had lost most of its pre-war im- 
pact and a buying public had begun to 
shift to products lesser known before the 
war, but which has enjoyed tremendous 
sales due to the war-inspired shortages. 

“That is why, today,” Freed continued, 
“we urge all advertisers—our clients as 
well—not to cut their budgets. Advertis- 
ing can no longer be considered as ‘over- 
head.’ It is an integral part of the company 
management and a direct factor in your 
sales picture. Continue to keep your name 
before the public, maintain your advertising 
stands both as to quantity and quality.” 
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Special Notices 


“Situation Wanted”—Regular type only $1.2 
— 25 words; additional words, 5 ceuts per 
word. 


‘Help Wanted”’—“Lines Wanted” and “Side 
Lines”—regular trpe $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word, 


Under all other headings—regular type $5.00 
first 25 words: additional words 20 cents per 
word. Heavy type $7.50 first 25 words; adidi- 
tional words 25 cents per word. 


Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers sre to be for- 
warded. 15 cents extra to cover postage must 
be enclosed, Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered, 

Special notice forms close 10th of the pre- 
eeding month, 

To avoid unnecessary correspondence men- 
tion your location in the advertisement, 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

in answering ads. do not enclose original 
letters of recoumme tions 





Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 
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Situations Wanted 





YOUNG man: 19; willing, conscientious, 
desires position with advancement. A 
Sherman, 1904 Narragansett Ave., New 
York 61, N. Y. 





YOUNG man, 20, college graduate, some 
experience in a jewelry firm, wishes a 
position with jewelry or diamond house. 
Address “V., 685,” care J C-K. 





EXPERIENCED watchmaker; conscien- 
tious and efficient mechanic; available 
for retail store in Midwest area. Ad- 
dress “E., 671,’’ care J C-K. 





WATCHMAKER: capable and dependable 
gentleman; will go anywhere, for good 
permanent position. Address “F., 672,” 
care J C-Ix. 





FIRST class jewelry repairer, stone set- 
ter and engraver; over 30 years’ experi- 
ence; best references. Address ‘“P., 653,” 
care J C-K. 





WATCHMAKER;; head man; top salary; 
now employed, desires a change, repu- 
table store; best of references. Address 
“K., 649,” care J C-K. 





THIRTY years of experience as jewelry 
broker, desires position as salesman in 
New York City; best reference. Address 
“EK., 571,” care J C-K. 





TOP grade watchmaker for all types of 
work: experienced all kinds of chrono- 
graphs and timers; available Nov. 1. 
Address “T., 4904,” care J C-K. 





ENGRAVER; first class, with long ex- 
perience on monogram, lettering and 
ornamental engraving: available after 
9 a 15. Address “F.D., 619,’’ care 
' -f—.. 





YOUNG woman; experienced as order- 
stock-repair clerk: also take full charge 
of gold office, with manufacturer or 
wholesaler. Address “H., 577,’’ care 
J C-K. 





A-1 watchmaker available; 12 years’ ex- 
perience; dependable and efficient work- 
er; seeking steady, full time employ- 
ment in retail store. Address “D., 670,” 
care J C-K. 





JEWELER; about 10 years’ experience 
on platinum, gold; can do light special 
orders and repairing; wishes position 
anywhere; moderate salary. Address 
“R., 656,” care J C-K. 





YOUNG, married, veteran, willing to learn, 
seeks sales position in Metropolitan 
area; six feet tall; good appearance; 
college background; references. Ad- 
dress “B., 666,” care J C-K. 





DIAMOND assorter; experienced; trust- 
worthy, conscientious; desires employ- 
ment with reputable diamond house or 
ring concern; permanent position im- 
portant. Address “L., 582,’ care J C-K. 





DIAMOND expert; gentleman of good 
character and ability, desires employ- 
ment, in New York office of a rep- 
utable, established firm; salary $10,- 
000. Address “E., 503,” care J C-K. 





DESIGNER: student finishing the course 
in designing; also willing to do some 
office or benchwork. Jewelry Designing 
Art ay 217-01 Corbett Rd., Bay- 
side, L. 





REPAIRMAN; diamond setter; wants 
permanent position with high class re- 
tail store; experienced in special orders ; 
12 years’ experience; prefer Midwest. 
Address ‘“‘N., 584,” care J C-Is. 





BOOKKEEPER; full charge; 15 years’ 
experience with manufacturer of fine 
jewelry; payroll, taxes, ete.: know 
stones, selecting and buying; A-1 reter- 
ence. Address “‘F., 631,’ care J C-lIx. 





GENTLEMAN of good character and 
ability, desires situation with first class 
house as jeweler and diamond setter; 
capable of taking charge; southwest 





preferred. Address “R., 681,’’ care 
J C-K. 
BUYER-manager-salesman, with retail 


credit store experience, wishes opportu- 

nity to increase your jewelry sales on 

salary bonus setup; Eastern Seaboard 

2 Address “G., 669,’ care 
“—”A.. 





LOOK over my record if you want a time- 
tested, versatile, retail executive who 
will produce far in excess of your ex- 
pectations; presently West Coast; go 
anywhere. Address “D., 629,’’ care 
J C-K. 





BUYER; office man with 10 years’ of 
watch case manufacturing experience, 
desires to connect with watch importer ; 
excellent for order department: com- 
plete knowledge diamonds. Address “P., 
680,” care J C-K. 





MANAGER; or watchmaker and assistant 
manager; 25 years’ experience in all 
phases of the retail jewelry business; 
now employed, desires a change: best 
of references. Address “L., 650,’ care 
J C-K. 





WATCHMAKER, engraver; alert, with 
proven ability; qualifications, both fac- 
tory, store and business; desires con- 
nection with high grade concern; avail- 
able now; go anywhere. Address “A., 
242,”" care J C-K. 


SALESMAN ; age 37; draft exempt; would 
like to travel complete area of Missis- 
sippi, Alabama and Louisiana, for repu- 
table wholesale jewelry concern carry- 
ing diversified lines. Reply to, A. S., 
ove 2218 Brainard St., New Orleans, 

a. 








WATCHMAKER-jeweler ; estimating, sell- 
ing, fully experienced repairer all type 
watches, desires commission or conces- 
sion in jewelry or department store: will 
furnish all equipment, including engrav- 

ing department. Address “R., 587,’’ care 

-K. 


MIDWESTERN executive, with unsur- 
passed sales record, in jewelry store 
chain operation, wishes to make 
change to aggressive credit jewelry 
outfit interested in increasing sales 
volume. Address “A., 688,” care 


J C-K. 





MATCHLESS Boston, New York 
independent, department store eam 
ence; buyer, supervisor, advertising. 
promotion man; diamonds, watches, ajj 
jewelry, silverware; seeks responsible 
spot with top, volume-minded organiza. 
tion; anywhere; no _ borax. Charles 
Hynes, care Avens, 329 Richardson Wa 
Mill Valley, Calif. ” 





Si 


JEWELER; factory manufacturing ex. 
pert; lifetime New York City experi- 
ence; familiar modern casting, al] 
phases of production, including Specia] 
order and platinum work: not a watch. 
maker or engraver: position desired San 
Antonio, Texas: furnish New York City 
~~ Address “S., 654,” Care 





LT 


WATCHMAKER; age 42; graduate of 
the School of Horology in Europe; 929 
years’ actual experience in America: 
capable to work on all makes of watches 
and clocks; ring sizing and light jewel. 
ry repairing; would like to have sgeg. 
sonal employment for a busy reliable 
concern, Florida or South; best of ref. 
erences. P. O. Box 681, Kingston, N, y. 








SALESMAN; 30; excellent as owner's 
assistant: five years’ background in 
jewelry field; capable buyer, trim win. 
dows, experienced watch repair estima- 
tor, Gemological graduate, completed 
extensive retail credit course: finest ref. 
erences furnished: presently emploved, 
but seeks change in New York or vicin- 
ity. Address “M., 651,” care J C-K. 








WATCHMAKER, estimator, salesman; 
capable, seasoned: salary, commission 
or concession in jewelry or department 
store: competent to promote sales and/ 
or repairs; background includes college 
training in business administration; a 
conscientious, reliable man for a re. 
sponsible position. Address Circular 200, 
Room 1415, Heyworth Bldg., Chicago 2. 





AVAILABLE in January; executive, 35; 
high grade salesman: personable, de- 
pendable; Knows all in retail jewelry 
operation, including estimates of watch, 
jewelry repairs and special order work; 
now managing store, volume $150,000, 
desires to connect with high grade con- 
cern to build own equity: must draw at 
least $150 weekly. Address “Y., 661,” 
care J C-K. 





SALESMAN-manager: voung man, 339, 
single; 15 years’ retail credit jewelry, 
thoroughly experienced in all phases 
and angles of the business, seeks perma- 
nent connection with progressive, pro- 
motional-minded, fast-track organiza- 
tion; also thoroughly familiar’ with 
sales of men’s clothing, house furnish- 
ings, major and minor electrical ap- 
pliances: available at once: excellent 
references: salary and commission. Ad- 
dress “D., 369,” care J C-K. 


Lines Wanted 





— 





PACIFIC Coast representative, with fol- 
lowing, desires lines for jobbing trade. 
Address “J., 634,” care J C-K. 


aa 





PACIFIC Coast salesman desires factory 
line of gold rings: years of selling: best 








references: commission basis. Address 

“C., 4483,’ care J C-K. 
THOROUGHLY _ experienced diamond 

salesman desires connection: Pacific 


Coast and South. J. S. Alexander, 305 
W. Eight St., Los Angeles, Calif. 











COMPETITIVELY priced automatic and 
waterproof watch line, desired by Denver 
west salesman; volume assured. Ad- 
dress “J., 610,’ care J C-K. 


——— 
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LINES WA NTED—Continued 

















ST Coast representative requires 
ec eatactaeer’s line; must be in a posi- 
tion to ship volume orders ; finest ref- 
erences. Address “C., 607,” care J C-K. 














NTED; outstanding, highly styled 

abn line for better class trade ; Pacific 

Coast or Denver west; particulars. Ad- 
dress “E., 608,” care J C-K. 








IFIC Coast salesman wants delivery 

<~ antique finished jewelry, diamonds 

and colored stones; best references. Ad- 
dress “G., 609,” care J C-K. 





—— 

WANTED: factory jewelry, novelties and 
silver lines; well Known to jobbers, re- 
tailers, army and navy Camps. Address 
“p, 336,” care J C-K. 








SALESMAN; with large following to job- 

“Lo and quantity users, Pacific Coast 
and South, desires representations. J. S. 
Alexander, 305 W. Eight St., Los An- 
geles, Calif. 








WEST Coast salesman past 12 years, de- 
sires manufacturer's wedding ring line; 
must be comprehensive and have com- 
petitive items for wholesalers and larger 
users. Address “A., 606,” care J C-K. 








SALESMAN; with established trade in 
Middle West, at present representing 
reputable ring manufacturer, wishes to 
add a line of loose diamonds. Address 
“S., 588,” care J C-K. 








WANTED; exclusive lines of costume 
jewelry, or related items, on jobber 
basis; Chicago and Midwest coverage. 
Address Circular 202, Room 1415, Hey- 
worth Bidg., Chicago 2. 





EXPERIENCED factory representative, 
with Chicago office, wants line for Middle 
West for jobbers and large outlets. Ad- 
dress Circular 203, Room 1415, Heyworth 
Bldg., Chicago 2. 





GOLD may rise to $70 per ounce; wedding 
rings are selling if competitive; if you 
are equipped to produce in quantity, 
please contact Pacific Coast representa- 
tive. Address “‘N., 612,’’ care J C-K. 





SALESMAN: calling on better jewelry 
stores past 10 vears, Middle West, East- 
ern seaboard, New York City; employed 
at present: manufacturers only; open 
for proposition ; references. Address “A., 
615,” care J C-K. 





[F a volume minded watch importer re- 
quires a first class salesman for Pacific 
Coast, I am your man; former national 
watch company salesman; if you are 
geared for volume, please address, “L., 
611,”’ care J C-K. 





PACIFIC Coast representative, with well 
established following of better jewelry 
Stores, from Seattle to San Diego, is 
open for strong line in that territory; 
ee aan Address ‘“A., 636,” care 

A. 








EXPERIENCED salesman: good char- 
acter, ability, with following among 
wholesalers New York, Philadelphia, 
Baltimore, Washington, Boston, wants to 
represent reliable manufacturer. Ad- 
dress “A., 635,” care J C-K. 








DIAMOND ring salesman; high calibre, 
covering South, Southwest territory, 
have established accounts, desires loose 
diamond line highly competitive, also 
with established accounts; excellent pro- 
ducer. Address “T., 658," care J C-K. 








TOPFLIGHT salesman desires quality 
mounting line for wholesale trade; 
Midwest and southwestern territory; 
knowledge of territory guaranteed; 
will be available January 1. Address 
“A., 565.” care J C-K. 





TOPFLIGHT salesman, covering New 
York State, except Greater New York, 
State of Pennsylvania and entire New 
England territory; is open for a popular 
priced line of sterling hollowware in 
conjunction with my present silver 
plated ware line; straight commission 
basis. Address “B., 566,” care J C-K. 





EASTERN sales representative, open 
for a reputable line to the jobber; 
calling on leading wholesalers from 
Boston to Washington to Pittsburga; 
offering substantial sales and pro- 
motional ability to the right firm. 
Address “B., 626,” care J C-K. 





JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gift, stationery and leather 
goods stores. Address “H., 2006,” care 
J C-K. 





STERLING silver line; must meet 
competition; am well known, firmly 
established with better jewelers and 
department stores; Virginia, North 
Carolina, South Carolina, Alabama, 
Georgia, Tennessee, Mississippi, 
Florida; at present doing excellent 
job on silver plated hollowware. Ad- 


dress “B., 604,” care J C-K. 





HIGH calibre sales representative, Chi- 
cago and Midwest; volume producer; 
can guarantee, sales and distribution to 
responsible manufacturer, on commis- 
sion basis only; merchandise must have 
character to sell in leading department 
stores, jewelers, chains, jobbers and 
mail order houses; this line will be 
handled in conjunction with a _ silver 
hollowware line; all replies will be 
handled in strict confidence. Address 
“E., 679,” care J C-K. 





MANUFACTURERS’ lines for West 
Coast, to jewelry wholesalers, watch 
material jobbers, department stores 
and leading chains; aggressive rep- 
resentative, experienced, highly re- 
garded salesman, who knows his 
way around; Los Angeles office; in 
New York until November 15. Ad- 
dress “M., 677,” care J C-K. 


Side Lines | 











SALESMEN: sterling silver identification 
bracelets; high commissions: all terri- 
tories open. Address “C., 638,” care 
J # 


— 
/ 





SALESMAN, for Chicago and Middlewest: 
line of 10kt and 14kt neckchains, walde- 
mars, key chains and sport chains, to 
the jobbing trade; commission. Address 
“G., 632,” care J C-K. 





SALESMEN wanted, to carry identifica- 
tion bracelets as side line: 10% com- 
mission; state territory, experience and 
se Address “N., 678,’ care 

A. 





SALESMAN wanted, with established fol- 
lowing in east and midwest, to carry 
fine line of platinum mountings and 
wedding rings, also semi-mounted, if 
desired.- Address “F., 641,” care J C-K. 








SALESMEN;:; to install new business in- 


vention in jewelry stores, on free trial, 
to sell itself; four $15 sales daily pay 
$160 weekly. Write, Creditors Associa- 
tion, 1477 Ridgeway Rd., Dayton, Ohio. 





THE best identification bracelet line: 
hottest item in jewelry; high com- 
mission rate; reorders yours; refer- 
ences required. Write, H. W. Peters 
Co., Watertown, Mass. 





MANUFACTURER, desires salesmen to 
carry very fine, simulated pearl line to 
department stores and better retail 
jewelers ; nationally known line of qual- 
ity ; all territories open; all replies con- 
fidential. Address “A., 665,” care J C-K. 





SALESMAN for Middlewest; experienced 
man to represent our extensive line of 
ladies’ and men’s mountings and dia- 
mond rings; drawing account; may 
carry non-conflicting side line. S. Rei- 
man & Sons, Inc., 64 W. 48th St., New 
York City. 





SALESMAN wanted; to carry side line 
of established manufacturer’s line of 
ladies’ popular priced gold and platinum 
ring mountings, not to conflict with our 
line; on commission basis only, to job- 
bers, throughout the Eastern territory, 
as far as the Midwest. Address “W., 
660,” care J C-K. 





JEWELRY salesman, with established 
following among jewelers and now call- 
ing on them, to carry side line of ladies’ 
and men’s rings and emblem rings; we 
offer above average commissions to 
right man; when answering mention 
States you are traveling now. Address 
“L., 487,” care J C-K. 





SALESMEN; long established concern 
offers profitable complete side lines 
of popular priced diamond rings, 
plain and engraved wedding rings. 
to men with established retail fol- 
lowing ; inquiries treated with utmost 
confidence. Address “F., 620.” 
eare J C-K. 





TWO jewelry or silverware “top flight” 
salesmen wanted: manufacturers of 
popular priced line of silver plated, 
hollowware and electric table appliances 
are open for two “live-wires” who have 
a good following; complete southern 
territory from Virginia to Florida, in- 
cluding Texas; also, States of Ohio, 
West Virginia, Kentucky, Missouri and 
Kansas; drawing account or straight 
commission; no objection to one side 
line. Address “D., 570,” care J C-K. 








Help Wanted 





WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 
J C-K. 





WANTED, two A-1l watchmakers; per- 
centage basis only. Address “T., 1460,’ 
care J C-K. 





MATERIAL clerk, or assistant, New York 
jobber; state age, salary, reference, ex- 
perience. Address “B., 567,” care J C-K. 





SALESMAN: with good retail following, 
to carry fine line of gold and platinum 
diamond mountings. Address “‘N., 652,” 
care J C-K. 





JEWELER, on platinum and gold; fine 
opportunity if ability is shown; give 
full particulars in first letter. Address 
“L., 601,” care J C-K. 








A-1 jewelry repair and special order man ; 
no buffing or polishing; $303 monthly 
starting. Engraving Service, 229 Third 
St., N.W., Canton 2, Ohio. 





SALESMAN; carry full line of loose and 
mounted goods, any territory; highest 
reference only. Write, Chase Rand Corp.., 
64 W. 48th St., New York 19, N. Y 





(Continued on page 242) 
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HELP WANTED—Continued 





WATCHMAKER;; A-1 mechanic; close 
timing on railroad and_ bracelet 
watches. Andersen’s Jewelers, 361 
Second St., Macon, Ga. 





ENGRAVER and chaser, to take charge 
of this department; state experience, 
where in the past employed and salary 
= Address “T., 600,” care 





PEARL stringer, female, highly experi- 
enced in stringing and matching cul- 
tured pearls; permanent position, five 
day week; salary open. Address “H., 
633,” care J C-K. 





JEWELER; with 10 or more years’ ex- 
perience, capable of operating a shop 
of five men working in platinum and 
gold; answer in detail. Address “V., 
599,”’ care J C-K. 





SALESMAN; to carry line of watch at- 
tachments, dials; wholesalers only, for 
Chicago, Eastern, Middle West and 
Southwestern territory. Address “Y., 
595,” care J C-K. 





FOREMAN; to work and handle manu- 
facturing handmade, cast gold, plat- 
inum; jewelry store and factory; ex- 
cellent opportunity. Tibor Fonyo, 10 
Bond St., Great Neck 2-6988, N. Y. 





JEWELER and setter on special order 
work, platinum and gold: large south- 
ern trade shop; 40-hour, five day week; 
guaranteed year around job. Address 
“S., 2482,” care J C-K. 





SALESMAN, with one other line, to carry 
side line of fine, exclusive watches, see 
our ad on page 78, for southern states, 
starting January. <A. Blumstein, Inc., 
37 W. 47th St., New York City. 





SALESMEN, with established following, 
14K wedding rings, ladies’ and gent’s 
mountings and stone rings, fine plati- 
num rings; on commission. Address 
“F’., 504,” care J C-K. 





SALESMAN; covering jobbers, whole- 
salers, and chains to carry our estab- 
lished gold mounting line; men with 
experience only need apply. Address 


“A., 625,” care J C-K. 





SALESMEN; to handle outstanding line 
of ladies’ 14K dinner, bridge and fancy 
rings of well established manufacturer ; 
all territories open; drawing against 
commissions; state past experience. Ad- 
dress “B., 637,” care J C-K. 





MANAGER; assistant manager, watch- 
maker, for expanding small chain, State 
of Virginia; small towns credit stores; 
state full experience, age, draft status 
and salary expected. Fink’s Jewelers, 
Roanoke, Va. 





EXPERIENCED engraver; prefer one 
who has knowledge of watch work or 
diamond setting; permanent position; 
give references, experience and salary 
expected ; old established store and shop. 
Victor Bogaert Co., Lexington, Ky. 


SALESMEN; with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced; 
commission basis; write references. Ad- 
dress “A., 2256,” care J C-K. 





YEAR around or Winter; position open 
for a good manufacturing jeweler in 
St. Petersburg, Florida’s, class store; 
must have 10 years’ experience in dia- 
mond and melle setting, jewelry repairs 
and light manufacturing. Address “Y., 
593,”’ care J C-K. 





JEWELRY salesman, to represent a manu- 
facturer with a non-conflicting line of 
the better class of jewelry; Southern 
states; strictly commission basis; only 
responsible man will be considered ; give 
information in detail. Address “V., 602,” 
care J C-K 





SALESMAN wanted, for extensive dia- 
mond and colored stone ring line, 
for Texas, Oklahoma, Arkansas, 
etce.; firm is substantial and has 
following; replies in strict confi- 
dence. Address “P., 544,” care 
J C-K. 





WATCHMAKER;; reliable; thoroughly ex- 
perienced ; good work only; preferably 
with own timing machine; salary or 
commission basis; permanent, all year 
around in southeastern Florida; give all 
particulars in first letter. Address “C., 
617,”’ care J C-K. 





NOTICE TO JOB APPLICANTS 


The Jewelers’ Circular-Keystone does 
not knowingly accept advertisements from 
employers offering less than the minimum 
wage. Under the Federal Wage and Hour 
Law firms engaged in interstate com- 
merce or in the production of goods for 
commerce are required to pay at least 75 
cents an hour and time and one-half for 
overtime. Advertisers covered by this 
law who offer lower rates to job seekers 
should be reported to the Wage and Hour 
Division, U. S. Department of Labor, 
341 Ninth Avenue, New York, N. Y., 
telephone Lackawanna 4-9400, ext. 486. 











EXCEPTIONAL opportunity; nationally 
known diamond ring house wants sales- 
man with established following in retail 
jewelry stores; must have car; liberal 
drawing against commission; all in- 
formation kept in strict confidence. Ad- 
dress “G., 575,” care J C-K. 





SALES manager; Midwestern wholesaler 
has opening for man of proven ability 
in this field; must have executive abil- 
ity, as well as top sales ability, and 
be willing to work in the field training 
our men; all information strictly con- 
fidential. Address “F., 395,” care J C-K. 





SALESMAN for old established na- 
tionally known diamond and _ col- 
ored stone ring house to cover Penn- 
sylvania, Virginia, West Virginia 
and other tributary States; reply in 
confidence. Address “‘N., 513,” care 
J C-K. 








SALESMEN; manufacturer of popular 
priced sterling silver hollowware, wants 
top notch salesmen with strong follow- 
ing selling department stores, jewelers, 
and better gift shops; all territories 
open; non-conflicting line permitted ; 
commission basis; give full particulars 
and references. Address “G., 621,” care 
J C-K. 





MODERN watchmaking; learn watch. 
making the better way; save time: 
complete courses in jewelry making 
diamond setting, engraving; Write 
for catalog. Kansas City Schoo] of 
Watchmaking, Dept. C., Admiral] & 
Tracy, Kansas City 6, Mo. 








SALESMAN wanted; to carry a line of 
gold mountings and wedding rings to 
match, also a platinum line of rings ang 
wedding rings to match, to be gold to 
the large credit stores and wholesalers 
covering the Middle West to the Coast: 
inquiries confidential. Address “V., 659" 
care J C-K. , 








WATCHMAKERS ; we have several open. 
ings in our Toledo shop for watch. 
makers who can later be placed in per. 
manent positions in many large cities 
throughout the country; state age, ey. 
perience and salary expected. People’s 
Watch Repair Co., 120 Summit St. To. 
ledo, Ohio. 








MANAGER, salesman; experienced in al] 
phases of store operation for new subur. 
ban store within 45 miles of New York 
City; plan opening March 1; send com- 
plete resume, snapshot too if possible: 
state salary desired; no other applica. 
tions will be considered. Address “K,, 
580,” care J C-K. 





ae 


REPRESENTATIVE for New England 
and New York States; have estab- 
lished accounts and well known 
throughout this territory and entire 
country; substantial diamond and 
colored stone ring line for delivery; 
all replies confidential. Address 
“M., 512,” care J C-K. 





TT 


CHICAGO salesman wanted, by well 
known manufacturer, to call on better 
retail and wholesale stores with a fine 
line of 14K bracelet watch cases; man 
with following only need apply; can 
have side lines; it is easily possible to 
earn $7,000-$10,000 in yearly commis- 
sions. Address “Y., 435,” care J C-K. 





STORE manager, with credit chain ex- 
perience, immediately for established 
credit jewelry store in Rockford, IIL; 
must have thorough knowledge of 
credits, advertising, promotions, win- 
dow-trimming, buying; write stating 
experience, age; either straight salary, 
or salary-bonus. Address “H., 644,” 
care J C-K. 





SALESMEN;: calling on retail jewelers, 
experienced, with following, for a start- 
lingly beautiful and packaged line of 
gold-filled and rhinestone custom replica 
jewelry ; men residing in territory pre- 
ferred with car; New England, Metro- 
politan New York, and other territories 
open: highest commission basis. Ad- 
dress, P. O. Box 365, Church St. 8, N. Y. 








SALESMAN: excellent opportunity; 
young, 30-35; neat, aggressive, sharp, 
a born salesman; ready, willing and able 
to adapt himself to our line and meth- 
ods; ambitious, experienced, determined 
to work hard in permanent, well paying 
position; travel New York and East, 
top manufacturer, to wholesalers and 
chains; good future; full details first 
letter. Address “‘C., 668,” care J C-K. 








ASSISTANT manager; experienced and 
willing to pitch in on all work; selling, 
displaying, advertising, cleaning, per 
sonnel and watch and jewelry repair 
estimates; opportunity to invest, if de- 
sired, after satisfactory trial period ; 
modern, air conditioned store; estab- 
lished southeastern Florida 14 years, 
all year population, 30,000; give al 
particulars in first letter. Address D., 
618,” eare J C-K. 
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HELP WANTED—Continued 











SALESMEN wanted, to join one of the 
nation’s outstanding retail jewelry 
chain organizations; ages 25 to 40 
years’, prefer married men; must 
have previous retail jewelry selling 
experience; good salary and bonus 
arrangement; excellent future for 
those who qualify as store man- 
agers; send complete information 
and enclose photograph. Address 
“T., 590,” care J C-K, 





———— 


MANAGER, well rated jewelry firm has 
opening in Pittsburgh; excellent oppor- 
tunity for the right man; must be fa- 
miliar with all phases of credit busi- 
ness, promotions, window trimming, 
salesmanship; guarantee $125 week 
against salary and commission; will 
average much more; write stating ex- 
perience, personal background, age, ref- 
erences; send recent photo if possible. 
Address “‘L., 541,’ care J C-K. 





SALESMEN ; to sell outstanding costume 
jewelry line to retail jewelry, depart- 
ment stores and better specialty shops; 
unsurpassed styling, workmanship and 
value assures volume business; terri- 
tories assigned on a protected basis; 
commission; prefer resident men with 
established following in jewelry field, 
who can give intensive coverage; write 
full information and territory covered. 
Address “B., 12,”’ care J C-K. 





SILVERWARE or jewelry “top flight’ 
salesman wanted; manufacturers of 
popular priced line of silver plated 
hollowware and electric table appliances 
are open for a “live-wire’’ who has a 
good following and can produce results; 
territory; New York State, except 
Greater New York City; State of Penn- 
sylvania and entire New England; 
drawing account or straight commis- 
sion; no objection to one side line. Ad- 
dress “C., 693,” care J C-K. 





SALESMEN; wanted for several terri- 
tories by nationally known established 
manufacturer of baby and children’s 
sterling silver novelties, short complete 
line, outstanding in styling, craftsman- 
ship and value, especially appealing to 
better jewelry and department stores; 
territories assigned on protected basis: 
commission; prefer resident men with 
strong following for intensive coverage ; 
write full experience and _ territory 
covered. Address “C., 627,” care J C-K. 








SALESMAN wanted; to carry finest qual- 
ity lines of Swedish crystal Danish 
porcelain, in conjunction with non-con- 
flicting lines of jewelry, silver or allied 
products; your selling will be backed 
by national advertising and our long 
established reputation with America’s 
top stores; following territories open; 
New England, Middle Atlantic, South, 
Southwest, Midwest, West Coast; only 
complete replies will be considered, stat- 
ing past experience, present lines, states 
covered, etc. Write in strict confidence 
to Box “B., 690,” care J C-K. 








JEWELRY salesmen; ring manufac- 
turer of national reputation, with a 
highly regarded line of brand name 
diamond rings, has open territories 
for 1951 that offer splendid oppor- 
tunities to experienced traveling 
salesmen, with following among bet- 
ter cash and credit stores; replies 
are invited from topnotch men only, 
Stating qualifications and past ex- 
perience; all such correspondence 
will be held in strictest confidence; 
our sales organization has been ad- 
vised of the appearance of this ad- 
vertisement. Address “*T., 682,” care 


y e 





SALESMEN wanted; opportunity to be- 
come member of firm; nationally known 
manufacturer has opening for three top- 
notch salesmen to sell retail jewelers 
on the Pacific Coast, in the Southwest 
and in New England; an exceptional 
opportunity for the right men; our line 
includes ladies’ and men’s diamond ring 
mountings in gold and platinum, dia- 
mond bunch rings, diamond fancy rings, 
diamond platinum lapel emblems, dia- 
mond scarf pins, diamond earrings, dia- 
mond platinum watches, gold and plati- 
num watch attachments; manufacturers 
of exclusive designed rings since 1918; 
all correspondence will be held in strict- 
7. eae, Address “A., 686,” care 





SALESMAN, for New York firm, start- 
ing January, to take over well estab- 
lished accounts in Texas, Oklahoma, 
Kansas, Missouri, Arkansas, Louisi- 
ana; our line of diamond rings and 
stone set rings is well known 
throughout this territory for many 
years; only an experienced man 
with proven sales record will be con- 
sidered; this is a real opportunity 
for the right man to represent us 
exclusively; residence in_ territory 
desirable; write giving your quali- 
fications and experience; all infor- 
mation will be held in strict confi- 
dence. Address “K., 675,” care 
J C-K. 


For Sale 


Stores, Stecks and Businesses 








WATCHMAKER’S estate; complete shop 
equipment and materials; reasonable. 
Mrs. M. Sutherland, Clarion, Pa. 





ESTABLISHED watch crystal business; 
manager must return to service; inven- 
tories $4,500 to $5,000: not all cash 
necessary. Address “M., 583,” care J C-K. 





CASH jewelry store; center, 20,000 New 
Jersey town; recalled military duty; 
fixtures, tools, material, etc., $7,500 
stock at inventory. Address “J., 674,” 
care J C-K. 





WATCH repair and jewelry, near Park- 
chester, Bronx, New York; low rent; 
main street ; good opportunity for watch- 
maker; $5000, plus inventory. Address 
“D., 639,” care J C-K. 





FOR SALE; modern established fine jew- 
elry store in western Oklahoma; mer- 
chandise, fixtures and material, $14,500; 
can be reduced; rent $75, or sell build- 
ing. Address “E., 640,” care J C-K. 





LONG BEACH, California; for sale, small 
one or two-man store; excellent repair 
business, good sales; near Post Office, 
banks, central down-town location; full 
price, $7,500, terms. Address “P., 585,” 
care J C-K. 








CASH and credit, high class, clean stock; 
neat appearance; excellent location; re- 
tail jewelry store in heart of busy Jersey 
town for immediate sale; no auction- 
eers; good reasons for selling. Address 
“M., 692,” care J C-K. 





JEWELRY store; best location; estab- 
lished opportunity for live wire or good 
watchmaker and repairman; will take 
$15,000 to handle; no auctioneers or 
promoters. Box 238, Hollywood in Flor- 
ida. 





EYE trouble forces sale; established jew- 
elry store, top location; beautiful, green 
inland California City; $1800, plus in- 
ventory ; principals only. Address, “Jew- 
eler,” 3032 “GG” St., San Bernardino, 
Calif. 





FOR SALE; complete jewelry store; wall 
and floor cases, safe, register, cabinets, 
etc.: an active watch repair business 
with complete materials ; stock has been 
sold: established 50 years; price $1000. 
Fred J. Johnston, Bradford, Pa. 





SMALL jewelry store, stock, fixtures, 
and equipment; good repair busi- 
ness; small overhead; excellent io- 
cation near State Capitol. Denzie 
Jewelers, 1608 Washington St., 
Charleston, W. Va. 





FOR SALE; jewelry business located in 
Newark, N. J., established 1886; owners 
retiring ; this is a good opportunity for 
someone; inventory will be reduced to 
a low figure; principals only. Contact, 
Moore & Son, Inc., 9-11 Franklin St., 
Newark, N. J. 





JEWELRY store; good downtown 
corner location, Central Ohio City; 
suitable for cash or credit store; 
established 1930; nice repair busi- 
ness; lease obtainable. Address “H., 
623.” care J C-K. 





MODERN jewelry store in California; 
established 25 years; 100% location; 
city of 75,000; 15 miles from Los An- 
geles; excellent lease; low rent; clean 
stock: standard brands; good reason 
for selling; about $15,000. Address “V., 
592,” care J C-K. 





FOR SALE; established jewelry repair 
shop, over 200 accounts; over $65,000 
gross yearly; $16,000 stock inventory ; 
complete, modern casting room; locat 
in large southern city; will sell for 
$40,000 cash. Address “E., 562,” care 
J C-K. 





FIRST class store; 100% location; can 
be bought with or without inventory and 
accounts; good lease, new fixtures, air 
conditioned; in fast growing, prosper- 
ous Northeast Ohio city of 30,000 popu- 
lation; will consider selling one-half 
interest to capable person. Address “W., 
420,”" care J C-K. 





MODERN jewelry store; eastern Ne- 
braska; population 2,000; large trade 
area, near defense plant; established 
same location 45 years; clean, new na- 
tionally advertised stock; complete re- 
pair system, Watchmaster; long lease, 
low rent, excellent location; $9,500 
actual value. Address ‘‘W., 594,” care 
J C-K. 


——— 





JEWELRY store for sale; immediate 
possession, in time for Christmas busi- 
ness; mid-south state, 100% location, 
good lease; top jewelry and photo- 
graphic lines, also luggage and appli- 
ances; town of 50,000 population; gross 
sales 1948 and 1949 over $90,000; will 
sell immediately and sacrifice for cash ; 
reason for selling, call to service. Ad- 
dress “E., 630,” care J C-K. 





(Continued on page 244) 
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FOR SALE—Continued 
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FINE jewelry store, established 54 years, 
catering to select trade of San Diego 
and vicinity; fixtures only, no stock to 
buy; splendid lease on modern room, 
27 x 100 feet, in wonderful downtown 
business location, half block from Sears, 
across street from big new Woolworth 
store; available for transfer January l, 
1951, to tenant acceptable to landlord; 
very small investment required. Write, 
Arthur W. Field, care The Ernsting 
Co., 1043 Sixth Ave., San Diego 1, Calif. 





MODERN jewelry store, in thriving com- 
munity, the fastest growing in the 
United States, near Newport Beach and 
Santa Ana, Calif.; $12,000 inventory, 
$4,000 accounts receivable; store estab- 
lished 10 years; present partners desire 
to dissolve partnership; excellent repair 
business; draw from 40,000 population; 
rent $150 per month, with two large 
rooms suitable for an optometrist; for 
a real investment in the future you 
should locate here in Southern Cali- 
fornia. Address “A., 603,” care J C-K. 





FOR SALE; modern, air conditioned 
jewelry store, established in south- 
eastern Florida, not Miami, 14 years; 
good lease; good business all year; 
lucrative repair and gift depart- 
ments; minimum cash _ required, 
$15,000, with or without stock; will 
pay for itself in one year; taking 
over larger store in another city; 
cannot operate both stores, only 
reason for selling; no auctioneers or 
sales experts; immediate action. Ad- 
dress “B., 616,” care J C-K. 





JEWELRY store: established 1895, Metro- 
politan area; cash, credit, modern, air 
conditioned, 100% location, occupying 
several floors; leading brands and ap- 
pliances ; could add clothing or furniture 
departments; ethical business without 
advertising or promotions; can be 
doubled by progressive merchant: ideal 
individual or chain: $50,000 minimum 
required, or can reduce stock: health 
compels sacrifice of Xmas _ business, 
which should return major part of in- 
vestment: principals; state financial re- 
a Address “H., 673,” care 


For Sale 


Tools, Equipments 








USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. P. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





USED, New Hermes portable engraving 
machine, with type; priced for quick 
sale. P. M. Dougan, Box 325, Hamburg, 
Iowa. 





STICKY hair springs, cleaned efficient- 
ly in seconds; apply one drop, blow 
dry; send $1. C. H. McClain, 1015 
Wright Ave., Richland, Wash. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies; visit our salesroom or write for 
samples. Dauer Printing Company, Man- 
ufacturing Stationers, 37 E. 21st St., 
New York 10, N. Y. ALgonquin 4-2174. 
We ship open account, parcel post, or 
express to any part of the United States. 











Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





SMALL jewelry store wanted in the cen- 
tral or northeastern states; prefer place 
not over $50,000. Address “G., 642,” 
care J C-K 





WATCHMAKERS  ; write today for proven 
facts about new profits from simplified 
chronograph watch repair. Address “V., 
4905,” care J C-K. 





IF you would like to retire from busi- 
ness without conducting a special 
sale, we will sell your store as a 
going business; read the last ad un- 
der “Business Opportunities” for 
full particulars. McRae & Shaw, 
Chicago, II. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 





AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ reference fur- 
nished; stocks bought. Herman Schwa- 
dron, 11 Midwood St., Brooklyn, N. Y. 





MAX JUROW, auctioneer and cash 
buyer of jewelry stores; finest bank 
and trade references; president of 
the 47th Street Jewelers Association, 
37 West 47th St... New York 19, 
eS A 





SPOT cash, for complete jewelry stores, 
or will conduct cash raising sale for 
you; will advance cash to you before 
sale to prove results; for quick con- 
fidential service write, wire, phone, Gen- 
eral Merchandise Co., 326 Railway Ex- 
change Bldg., Denver 2, Colo. 





AUCTIONEER; I11 successful sales 
conducted in 1949; firm names fur- 
nished on request; all correspon- 
dence strictly confident. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 36. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 


ATTENTION Mr. Jeweler; want a sale 
to sell out, reduce stock, raise cash, 
removal, remodel. Write, Bob Jones, 
care of Robert E. Jones Sales Sex. 
vice, 304 Colonial Arcade, Cleve. 
land, Ohio. Nationally known for 
25 years. 





Ea. 


THIRTY-EIGHT auctions during past 3e 
months; copies of letters of recommen. 
dation from all parts of America gen; 
on request; our clientele comprises both 
large and small jewelers, jewelers who 
care ; conducted the two group auctions 
for St. Louis, Missouri, six largest firms 
in 1932-3. America’s Foremost Jewelry 
gummaelilisaaaa J, Faussett, Howell 
Mich. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter. 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre. 


mont St., Boston, Mass. 





JACOBS BROS., 





are 


WANT to sell out, raise cash, reduce 


stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel. 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





Ben and Henry, 
America’s well known jewelry auc 
tioneers since 1917; cash buyers of 
entire jewelry stores and liquidators, 
or will personally conduct auction 
sale for you profitably; have liqui- 
dated many outstanding jewelers 
with great success; firm names on 
request; bank and trade references, 
Write or wire, 510 Madison Ave. 
New York City; 401 Jewelers Bldg., 
Boston, Mass.; 324 Irwin Keasler 
Blidg., Dallas, Texas. 





CASH for you immediately; R. A. Zan- 


one & Co., will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 
5-0660. 


———€, a 





I AM ready to pay you cash, dollar 


for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
703, New York, N. Y. 
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BUSINESS OPPORTUNITIES—Cont. 
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WOULD you like to retire from busi- 
ness, if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good-will and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business, unques- 
tioned bank references; also refer- 
ences from clients who have used 
our services recently; no store too 
large or smal] to use this service; 
write for competent appraisals and 
complete details without obligation. 
McRae & Shaw, 168 N. Michigan 
Ave., Federal Life Insurance Bldg., 
Chicago, II. 





Wanted to Purchase 





WANTED; Eli Terry pillar and scroll 
shelf clock; state condition and price. 
Address “L., 676,” care J C-K. 





TITANIA; mounted in rings and other 
gold jewelry ; from manufacturers only. 
Address “J., 578,’’ care J C-K. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking stools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WANTED ; established jewelry store; will 
consider small town; must have good 
location ; clean stock, priced right; give 
details, volume, overhead, inventory, ac- 
counts receivable, lines. Address “F., 
574,” care J C-K. 





CASH for your surplus sterling flat- 
ware and hollowware; any make, 
any pattern, any quantity; your 
price paid or no deal; references; 
Citizens State Bank and Second Na- 
tional Bank. Jack Greene, 402 
Scanlan Bldg., Houston, Texas. 





SPOT cash for your surplus stock, 
watches, diamonds, and jewelry; 
highest cash prices paid; check hy 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M & M 
Bldg., Houston 2, Texas. 


RR IRL CLE PEELE EET, TRO ES, 


Watch Work, etc., for 
the Trade 





eee 





WATCH repairing for the trade; prompt 
service and reasonable prices: work 
suaranteed. G. Edward Fleisher, P. O. 
Box 944, Lancaster, Pa. 








RELIABLE watch repairing; all sizes 


and makes; guaranteed; references. 
Carl Lieberman, 116 Nassau St., New 
York 7, N. Y. 





SINCE 1921 reliable watch repairing for 
the trade: efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





ONE week’s service, Watchmaster tim- 
ing; references and price list on re- 
quest. Gerace Jewelers, 4243 Frankford 
Ave., Philadelphia, Pa. 





WATCH repairing for the trade; jewel 
setting; plate and balance _ jewels; 
price list upon request. M. J. Gallo, 
922 N. Plum St., Lancaster, Pa. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y¥ 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder's, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable price list upon request; mail 
orders invited. David Migdal & Co., 
109-B Summer St. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





SCIENTIFIC watch repairing for the 
trade; prices competitive; electronic 
timing; please write for price list. 
Monroe the Watchmaker, 5239 W. 
50th St., Parma 29, Ohio. 





COMPLICATED and plain watch repair- 
ing; chronographs our specialty; cases 
polished; also casing; 24 years’ experi- 
ence ; out-of-town orders invited. Master 
Craftsman, 156-160 W. 34th St., Room 
502, New York City. Phone BR 2-5882. 





COMPLICATED and plain watch repair- 
ing; specialize in repeaters, chrono- 
graphs, automatics, French, American, 
German and grandfather clocks. Janos 
Weinberger, 47 W. 47th St., New York 
19, N. Y. Tel. Plaza 7-7313. 





KNOW your specialist; mail direct; same 
day service; vibrating; flat, $1.75; 
Brequet, $2.50; staffing, jeweling;: re- 
quest free envelopes and Vibra-Pac. 
Hairspring Vibrating Co., Box 330, 
Union City, N. J 





WATCH repairs for the trade; any make 
or type; work guaranteed, not the 
cheapest, but good; 40 years’ experi- 
ence; six years same address. G. Curtis 
Sprang & Son, 607 S. Hill, Suite 401, 
Los Angeles 14, Calif. 





WEST COAST watch repairing by an old 
company; workmanship and service the 
best ; we repair all kinds of watches and 
chronographs; send for price list. Sys- 
tem Service Co., 212 S. Broadway, Los 
Angeles 12, Calif. 





EXPERT watch repairing; eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 
a aa York 32, N. Y. Lorraine 
8-6370. 





CURRAN & McKay watchmakers; trade 
repairs, new accounts solicited; al) 
work guaranteed: hair springs vibrated, 
isicronal errors corrected, electronic tim- 
ing; write for confidential price list. 
139-23 222nd St., Laurelton 13, L. L, 
N. Y- Phone La 5-2203. 





MANNA Bros., the last word in watch 
repairs ; from the cheapest watch to the 
most complicated minute-repeaters, 
chronographs, French clocks and marine 
chronometers: all work guaranteed. 
1310 Sixth Ave., New York 19, N. Y. 
Phone Plaza 9-6765. 





FINEST watch repairing with seven 
days, or sooner, service; all work 
guaranteed and insured against loss 
or damage; Watchmaster timed; 
located in the Middle West’s most 
convenient watch repair center; 
price list on request. Pollak’s Watch 
Service Co., 205 Colonial Arcade, 
Cleveland 15, Ohio. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty; Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





ENGRAVING of the better grade. 
Weiss & Hauck, 10 W. 47th St., 
Room 1209, New York 19, N. Y. 
LU 2-1916. 





DIAMOND repairing 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York City 
19, N. Y. Recutting and repairing dia- 
mond cutter. 


specialist; using 


- = 





PEARLS restrung plain or knotted 
ring sizing, diamond setting and en- 
graving. Walter Job & Son, 502 
Dime Bank Bldg., Scranton, Pa. 








PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55B Eddy St., Providence, R. I 





(Continued on page 246) 
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333 questions and answers; illustrateg - 






































(Continued from page 245) examination-type questions; Practica] 

for benchwork reference or review of 

To Let pone repair $1.75 + none seven-day 

SPECIAL ORDER WORK AND RE- ach esticheum aa cago School of 
A Watchmaking, 1608 N. Milwauk 

PAIRS FOR THE TRADE—Continued Chicago 47, Ill. Room 1100G. °° AY 


OFFICE space for watchmaker, bead 
stringer. Heyworth Building, Chicago. 


COLORED STONES; direct importers Phone Dearborn 2-4034. ————_ 
at your service; replacing, recutting, 

















repolishing, drilling, diam on m he ANY watchmaker can repair chronographs 
melee, synthetic stars, precious, BENCH space, available for jeweler or immediately; prove this fact to your. 
semi-precious, synthetic, imitation, pores maa penser, as a wee ga 9 fully re age Bch Da or) : oe ony today 
equipped shop; excellent light. uxem- 1 on oO ompiete chro 
Max Stern & Co., Inc., 17 John bure 2.4139, Nv Y. - graph library—a volume for each chfan, 


St., New York. ograph; up to 22 months to pay if you 

es ee oa 7 a Esemb]- 
-Gra esearc aboratories 

PEARLS, beads; all styles restrung for D-68, First Floor, Chamber ot Con 
the trade; low prices, specials; knotted, merce Bldg., Pittsburgh 19, Pa. : 
75¢ strand; prompt service; guaran- 
teed workmanship; jobs returned in- 
sured, postpaid. East Hartford Jewel- 
ers, 1126 Main St., East Hartford, Conn. 
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ee , , ° CHICAGO Institute of Watch i i 
JEWELRY repairing, diamond setting Miscellaneous credited by U.H.A.A. and certifies " 
and special order work for the eo =" a 
. nm u , -11, descri 

trade; all work guaranteed ; two courses and containing pictures from : 
days’ service on sizing and minor WATCHMAKERS’ JOURNAL; contains few of the many satisfied graduates and 
repairs; mail orders’ accepted. valuable information for watchmakers employes who can truly explain our 
Wayne Jewelry Co.. 1214 Griswold and students ; $1 year; sample copy 20¢. successful plan of sound training. Chi- 
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authoritatively explained in this, the completely revised Second Edition of : 
THE JEWELERS’ DICTIONARY. 


In one comprehensive volume, THE JEWELERS’ DICTIONARY contains 
an invaluable wealth of information — indispensable to the jeweler, 
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THE IDEA STANDS REPEATING ANYHOW 


There’s no trick at all to writing an editorial. It’s as 
easy as a silverware salesman writing an order for plated 
flatware today. And sometimes just as hard to have it 
accepted. 


Last week we received a very critical (solid page of 
type) letter from a jeweler complaining that we were, at 
best, a downright disappointment to him because of an 
editorial which appeared on this page last month. 

The opus which offended our good friend, (a subscriber 
for the past 40 years), was composed of a few thoughts 
bearing upon the fact that department stores had in- 
creased their take of the local jewelry volume. We said 
they had done this by making the most of the selling 
advantages peculiar to their type of operation. 


“Why not take a lesson from them in that respect,” 
said we. “You as a jeweler have advantages which no 
other kind of store enjoys.” 


“The department stores,” we continued, “have been 
able to add to their volume largely because the great 
majority of retail jewelers have failed to capitalize fully 
on their unique merchandising advantages.” 


We gather that this was what tripped the trigger in our 
correspondent’s mind and caused him to write us so 
fervently, (perhaps we should say fervidly) complaining 
of our lack of understanding. Yet the same words which 
were used in the editorial had been delivered by us a 
week before at a meeting of 125 jewlers—and had won 
approval. 


Therein lay the answer, as we sought the reason dur- 
ing a study of the paragraphs. Delivered personally the 
expression was accepted in the sense it was uttered. In 
writing, however, it would have been safer to have in- 
serted the word “own” in the sentence so that it read 
““. . » Jewelers have failed to capitalize on their (own) 
unique advantages.” 


Our friend had thought we were making the suggestion 
that jewelers should capitalize on (the department stores) 
unique merchandising advantages. (Perish the thought 
—or perish the jeweler.) 

So as we said, there’s no trick at all to writing an edi- 
torial. The trick is in writing it so that it will be under- 
stood. And then rewriting it so it can’t possibly be mis- 


understood. 
+ ¥ * 


Interesting, the importance of a word sometimes. A 
perfume manufacturer lost money on his scent called 
“Lady.” He changed the name to “Hussy” and made a 
small fortune from the same product. 


¥% ¥ *% 


W. Somerset Maugham recently turned over, for tele- 
vision use, some 300 of his novels and short stories. 
Maugham is reported to have done this because. “The 
American people have ceased to read.” 


This, like most generalizations, is too loose to be taken 
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and in Conclusion... 


seriously. To be sure there is one group of Americans 
who can't afford to ease up on their reading. That is busi. 
nessmen. Things are happening too fast nowadays, 

An interesting application of fresh news to a fay 
profit is the action of a Philadelphia automobile mer. 
chant last month. Late on Friday, October 13, the Feg. 
eral Reserve Board announced the reduction in the time 
limit on automobile installment payments from 21 to 15 
months. On Saturday morning the auto dealer placed a 
quarter-page ad in the Sunday “Inquirer,” just before the 
deadline. 

His was the only ad in that issue capitalizing on the 
change. His copy appeal “John B. White Still Offers 2) 
Months to Pay. Last Chance Today!” was possible be. 
cause the regulation didn’t go into effect until the follow. 


ing day. 
* # om 


Other interesting observations on that same Sunday, 
October 15, issue of the “Inquirer”: 

One department store had a full-page ad on watches; 
unnamed and characteristically at reduced prices. 

Another department store had two-thirds of a page 
devoted to diamond jewelry at cut prices. 

Yet, in that entire 206-page newspaper, only one Phila. 
delphia jeweler had an ad on jewelry. (There are over 
500 retail jewelers located within the city limits of Phila. 
delphia. ) 

Additional food for thought: 

In that same issue, a retailer with a store in Allentown, 
a town of 96 thousand population, 55 miles from Phila. 
delphia, had an advertisement (full-page!) devoted en. 
tirely to sterling flatware on the club plan—through the 
mail—via coupon. 

And this was the second time that Allentown store had 
done just that. They also ran a similar full-page ad in The 
New York Times, August 27th. You can be sure they 
weren't repeating a failure. 

(To avoid the danger of becoming obvious we'll stop 
right here. ) 


* ioe * 


We have had several reports from jewelers recently 
that their copies of JC-K have been delivered as late as 
the middle of the month. 

This, despite the fact that during the past year we have 
consistently published on, or before, the first of each 
month of issue. 

One of the big New York stores mailed an announce- 
ment of a two day private sale scheduled for Monday, 
October 9. This was not received at our home in the 
suburbs until Saturday, October 14. 

With jewelers now coming into their heavy direct-mail. 
ing season, it would be well for them to take into account 
the possibility of slow mail delivery—and allow for it. 
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for the O-B 
“Dartnership”’ Plan! 


Enthusiasm is snowballing as, month 
after month, more and more dealers are 
piling up increased business and profits 
with the Ostby & Barton “Partnership” 
Plan. 

Those are the dealers who are taking 
advantage of this popular direct-selling 
plan... 1)For better profits ...2) For 
better styling, and ...3) For more effect- 
ive use of free display advertising helps. 
Ask your O-B salesman to show you 
what others are doing. Then join the 
profit parade with your own advertising 
and store promotions! 
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SMALL OOWN PAYMENT 
RESERVES ANY 8-8 Ring 


EXCITING WINDOW DISPLAYS! 


For counter or window, two arresting Christmas displays for 
O-B Rings. Lay-Away Display and tie-in newspaper mat free 
Another excellent sales builder in the new line of with minimum order for $100 or more. Christmas Display 


freshly styled O-B Fashion Originals, “Du and tie-in newspaper mat free with order for $200 or more. 


Amour” features exclusivel cut synthetic birth- 
stones with synthetic hie sapphire and po send Sey. St il Sie tcc, maaan 
genuine white zircons. “Du Amour” will be na- 

tionally advertised in LIFE. 14K Gold, $26.00 

Keystone. ( Also available in 1 OK, $24.00 Keystone. ) 
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ME ALONG 


Latest surveys show Community again tops in popu- 
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larity. This year (as every year) Community is the finest 


silverplate...has the most wanted patterns...the most 
sales-stimulating advertising. Full-page advertisements 
with stopper illustrations like the one above, pre-sell 
countless brides-to-be, your home-starting market, and 


step up your sales. 


THE FINEST SILVERPLATE 


* 
TRADE MARKS OF ONEIDA LTD, COPYRIGHT 1950, ONEIDA LT 





